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The Media 

"Were it left to me to decide whether we should have a government 
without newspapers, or newspapers without government, 

I should not hesitate a moment to prefer the latter. ~ 

-Thomas Jofforson, leiter to a friend , 1787 

Essential Question: How do changes in the media as a linkage institution 
influence political institutions and behavior? 

S oon liner Johannes Gutenberg crcu lcd the printing press, reporting nne! 
commenting on government became commonplace. In latc colonial America, 
pamphleteers and newspaper editors printed ideas that helped bring about 
the American Revolution. The media have since evolved from those hard­
copy publications intended for elite aud iences to instant reporting and cit izen 
inlcrnct ion via the Internet. Governmcnts have a love-hate relationship with 
thc press, because journalists and commentators can affect public opinion, 
government operation, and policy. In fact , the media wield power that rivals 
that of the three branches of govcnunenl. For that reason, the media are often 
referred to as the "Fourth Estate," or Ihe fourth branch ofgovemmenl. They have 
the power to influence society and politics almost as effectively as govemment 
itsel f. 

Media as a Linkage Institution 

In 1734, New York writer and publisher John Peter Zenger faced an American 
colonial court on a charge of seditious libel. Zenger had cri ticized the royal 
governor in his weekly New York JOllrna/, which constituted an illegal action 
at the time. Zenger's attorney argued that the tmlh, which was not a legi timate 
defense under the lawaI the time, should be all absolute defense . The jury agreed 
and found Zenger not gu ilty. This rlldieal verdict, al odds with legu l standards 
in England, marked the beginning of an American free press- an uninhibited 
inst itution that places an additional eheck 0 11 government to maintain honesty, 
eth ics, and transparency- later enshrined in the First Amendment. 

No maner what fonn it takes, the free press serves to link citizens to 
thcir government. Ncwspapers and television report on citizcn conccms and 
what their government does. Web-based news organizations provide constant 
updates as news develops. Social media has become a chief way for citizens 
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and govemmentto exchange information. All media ultimately help shape how 
people engage wilh government, including voting, and how the government 

acts. 

Tradi tional News Media 
Colonial newspapers served a major funct ion during the American Revo lution. 
Later, they fostered a spirit of unity for the new nation 's course. Onl y large 
cit ies could mainta in a regular newspaper, however, and most of them were 
only four pages and printed weekly. The first daily paper did not appcHr until 

1784. 
President Washington and Secretary of the Trensury Alexander Hamilton 

wanted a newspaper to convey Federalist Party ideas. They hired a printer 10 
create the Cazette o/the UI/ited Srares , which became a tool of the Washington 
administration and the developing Fedeml ist Party. Thomas Je fferson 's 
followers responded by publishing the Nario llal Cazef/e. The warring political 
factions debated and sometimes artacked each other through these printed 

journals. 
The parti san prcss ceased to dominate natiolla l media as newspapers 

expanded their circulation with mass~prodllc lion and the creat ion of nationa l 
news organizations. The 1860 opening of the Government Printing Office 
(GPO)- a permanent federal agency to print govenunent publications­
broke the patronage relationship between government and publishers. The 
GPO prints only government documents, not news stories or editorials. 

In 1833, the Nell' York Sun became the first successful duily new!;pnpcr 
to be priced moderately. The paper cost one penny per copy and was sold 
at outdoor city markets. It consisted primari ly of human-interest stories and 
recipes, which were what the average reader desired. Government acti vity no 
longer dominated the front pages. Other similar papers al so began to thri ve as 
America's readersh ip grew and newspaper owners sought a mass audience. 

Associated Press Wire Service The telegraph altered communication 
even further. In 1841 , Congress funded inventor Samuel Morse's telegraph 
line from Washington to Baltimore. This was the first direct government 
involvement in private-sector telecollllllunieations. In 1848, New York 's 
lead ing editors gat hered in the New York Sun offices to finalize plans for a 
fonnal news organization, the Associated Press (AP). By pooling resources, 
the ed itors could gather, share, and sell the news beyond their respective citi es. 
By ex panding the telegraph lines, reporters could send infonnation quickly 
from anywhere in the world to AP headquarters in New York. Editors eould 
then shape the story and send it Otlt to client newspapers in cities across the 
country. 

During its first year, the AP covered a presiden tial campaign, a women's 
rights convention, and other national stories . It established news bureaus, 
or offices beyond a newspaper's headquarters, in Albany, New York, and 
Washington, D.C. Because it wrote for 1I nati onal audience in so many differen t 
newspapers, the AP standardized unbiased report ing in order to appeal to a 
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range of customers. The wire service set the standard for other news outlets 

to follow. Today, other wire services such as United Press International 
and Reuters compete with the AP, but they all follow the same standards of 
reporting. 

Investigative Reporting In the early 20th century, Washington became 
a common dateline- the loca le li sted atop an art icle in a newspaper. 
Dispatches from the capiwJ describcd sllch major ncws stories as the progrcss 
of the pure food and drug legislation, the efforts at trust busting, and the 
controversy over railroad rates. Progressive Era (1 890- 1920) journalism 
fostered integrity in reporting and a publication' s abi lity to create real 
change. Magazines such as AleC/lire s, The Nation, and The Nell' Repllblie 
employed aggressive reporters to offer in-dcpth storics on national issues. 
Investigiltive reporting bccamc a new genre, as reporters dug deep into 
slOries to ex pose corrupti on in government and ot her institutions. Reporter 
Ida Tarbell wrote a damaging ex pose of John D. Rockefeller's Standard 
Oil monopoly. Others such as Lincoln Steffens and Jacob Riis wrote 
stories and published photos that revealed the tragic conditions in cities. 
These journalists changed the national mindset to bring about refonns. For 
example, breaking up monopolies became easier once the public was aware 
of the harsh and sometimes illega l business pract ices of some industries. 
Newspapers were serving as a link between citizens and their government by 
reporting situations that called for new legislati on. 

Theodore Rooseve lt shared the progressive spi rit of these investigative 
journalists, though he did not always appreciate how they threatened his 
image or that of the United Statcs. He dubbed the journalists muckrakers, a 
derogatory tem1 that compared them to "the man with thc muck rake" in the 
novcl Pilgrims Progren. They wcre too busy looking down and stirring up 
filth to gaze upon the stars. Lincoln Steffens proudly reflected on the label 
years later, "The makcrs of muck ... badc me to rcport them." 

Modern Print Med ia New media have emerged recently, profoundly 
influenc ing how citizens receive news. Yet, national newspapers such as 
the Washingtoll Po~·t, Wall Street Journal, New York Times, and USA Toda)' 
remain influential, even if they've had to adapt to new modes of delivery. 
These newspapers continue to set the tone for national reporting, even if a 
majority of citizens no longer receive a hard copy on their front step every 
momtng. 

For decades, magazincs such as Time, Newsweek, and U.S. News (md 
World Report dominated in-depth news coverage with middle-of-the-road 
perspectives. These publ ications sti ll operate today, though now they compete 
with news magazines that originated online. Othcr magazines cover nationa l 
and international politics with a particular ed itorial slant. Some of the more 
liberal publications- The New Republic, The Nation, and The Progressive­
have been around sincc the Progressive Era. Others, like Natiollal Review and 
The 'Veek'y Srol1dard, aUrae! n conservative readership. 
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~-LEADING IDEOLOGICAL POLITICAL 'MAGAZINES 

liberal Conservative 

The Nation National Review 

The New Republic Human Events 

The Progressive The Weekly Standard 

Mother Jones American Spectator 

New Communication Technologies 

In the 20th century, rad io and televis ion both emerged as powerfu l new 
communication technologies. Citizens became fascina ted with headlines and 
briefreports coming to them through the air. Broadc<lst stat ions developed news 
departments to shape an industry that competed with- and later surpassed­
print media. Citizens began to rely on and become influenced by infonlmtion 
relayed through sound and moving images. 

R.dio The first new foml ortechnology was radio, which appeared shortly 
aBcr World War I. The concept of a brondcast network- the broadcasting 
from one central location to severa l smaller stations ca ll ed nffilillles- was in 
f1111 fo rce by 1926,just seven years aBcr the end of the Fi rst World War. Early 
newscasts included readings from lillie magazine and news dramatizations 
fea turing narrators and voicc·over art ists playing the parts of world le:lders. 

Radio joumn lislll transit ioned into marc fnct-based rcporting as joum alists 
moved From print to broadcast media. Edward R. Murrow was a key pioneer 
of this style. In 1940, Murrow broadcast from a rooftop in London in the midst 
of the Second World War, report ing on Gennany's massive bombing efforts. 
The bombing had stopped temponl rily, but radio li steners could still hear anti ­
a irerall weapons and air raid wamings. Films of the war appeared in movie 
thea ters at the time, but, as Murrow biographer Bob Edwards put it, "Newsreel 
foo tage ofthe Bli tz is in black and white; Ed' s radio reports were in color." By 
the end of World War II, Murrow's voice was the most fami liar in radio. 

[nthe postwar period, broadcast companies sh i fted eflorts toward television. 
By 195 1, six years after the end of the Second World War, 10 million American 
homes had a television. Network s worked to develop news departments, and 
they covered the 1948 Democratic and Republican conventions. Te lev ision 
reporters wore headsets, carried 30~pound transmitters on their backs, and 
roa mcd thc convention floor to interview delegates. Presidential contenders 
highl ighted their credentials in front orthe television cameras. Citizens were 
introduced to candidates for a live look at the individua ls vying for each party's 
nomination. Howa politician looked on television suddenly mattered . 

Big Three Networks Over the next few years, the Big T hree nehvorks of 
ABC, CBS, and NBC set the lone for tclcvisionjoumalism that is sti lll argcly 
followed today. Developing technology encouraged the networks to create 
in-dep!!l programming that examined nationa l affairs, internationa l relations, 
and the li ves of celebrities. 
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Edward R. Murrow moved from rad io to television in 1951 to host See It 
Now, a precursor to 60 Mil1l1tes . Murrow exposed Senator Joseph McCarthy by 
presenting examplcs of McCarthy's abusive tactics toward a lleged Amcrican 
communists, which ultimalely helped bring about McCarthy's downfall. 
Citizens trusted the voice- and now the image---of a trusted World War II 
reporter over an aggressive and corrupt politic ian. Television journalism had 
asserted itself as a watchdog, whieh made it an even more influent ial medi um 
and strengthened its linkage function. 

Television Presiden t In 1960, Senator John F. Kennedy became one 
of the first poli tic ians to use the power of television 10 his advantage. The 
televised presidential debates between Kennedy and his opponent, Richard 
Nixon, began a new era of campaigning. Those who viewed the debates on 
television fe lt Kennedy won, whi le those who listened to the debates on the 
radio felt Nixon won. 

Once elected president, Kennedy proved a master of the television medium, 
working with reporters and holding the firs t televi sed li ve press conferences. 
In 1963, CBS extended its 15-minute newscast to 30 mi nutes when Wa lter 
Cronkite interviewed President Kennedy. On November 22, 1963, Cronkite 
announced the president's death to the nation on live television. Coverage of 
Kennedy's assassination and funeral b:came the largest televis ion event to 
date, and it remains embedded in the nat ion's collective memory. 

Cllblc News In 1980, Atlanta TV station owner Ted Turner created the 
Cable News Network (CNN). Americans had access to nationa l news 24 
hours a day for the first time. Cable companies added MSNBC and the Fox 
News Channel in the mid-1990s. These three cable news networks changed 
television news from a daily cycle wit h one evening peak to an all-day cycle 
with updates and analysis on the hour. 

Th is change explains why President Bill Clinton's White House affair 
with Monica Lewinsky was so widely reported and why previous presidenlial 
affairs had not. Veteran White House reporter Helen Thomas noted how news 
reponing changed in the wake of the Lewinsky scandal : "Although goss ip was 
also rampant abollt prev ious presidents, it remained just that- gossip-and 
reporters did not attempt to verify it." 

Today, Fox, MSNBC, and CNN lead in viewershi p of cable TV news 
channels, though others like Bloomberg and BBC America have also become 
sourccs of 24-hour news delivery. Viewership of the top three channels peaked 
in 2008 at 4.3 mi llion viewers per evening, and has decli ned somewhat as 
more channels arc offered and as people tum 10 the Internet for news and 
entertainment. The Pew Research Center reported in 20 16 that abollt 3. 1 
mi ll ion combined viewers rune into those channels nightly. Though viewersh ip 
has dropped, ad revenues for the cable's big threc have steadily increased. 

The origi nal Big Three' s (CBS, NBC, and ABC) 30-minute evening 
news broadcasts even today lead as America's key venue fo r politica l news 
consumption, hove ring between 23 10 25 mi llion combined viewers each 
ni ght. These news sources have been around the longest, strive more for 
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objectivity, provide short but inclusive top stories, and are sti ll free for 
those cit izens who get their broadcasts through the air. It should a lso be 
noted that though local TV news has lost some of its audie nce over the 
past decade, it st ill has more viewers than the chief national networks or 
cable TV channe ls. More Americans turn on the loca l news for traffic and 
weather than the national news for politics. 

The Internet The Internet was created and developed by the U.S. military 
as a tool to connect its vast network of computers. The technology became 
genera lly available to the publ ic in the early 1990s. It is now an ever-present 
source of news, infommtion, and entertainment. 

In Ihe early days of the Inlernet, journalists and news-savvy citizens 
sco lTcd at news traveling across the web. Because the Internet is mostly free 
lind accessible, skeptics originnll y feared merging the news business with the 
new mcdium bccause they could not sec how to make money. But major news 
magazines, dailies, and other tradi tional media outlets have now followed their 
audience to Ihe Inlemet. While some peop le sti ll receive a daily subscription 
of their favorite printed newspaper, the newsprint rolling 01T the presses for 
home deli very has shnmk drastically. Today, nearly all Americans (93 percent) 
rely on the Internet somewhat to get their news. People under JO have made 
the web their preferred news source. Pew reports about 38 percent of people 
primari ly get their news from a digital platfonn, versus about 20 percent from 
print. 

IntcOlct news sources can be divided into those outlets that were "born 
on the web," and "legacy" news sources. In the first category, websites such 
as Huffington Post and Politico are setti ng the standards for online political 
reporting. These and other digital media organizations, such as Yahoo News and 
BuzzFced, have spent millions to bring well-known print and TV journa li sts 
into their ranks. 

Meanwhile, traditional news outlets, the legacy sources, have developed 
strong and popular Internet platforms for reporting, such us nyt imes.com and 
the Wall Street Journals plutfonn, wsj.com. These organ izations have turned 
to digital platfonns to compete and remain aOoal financially. Promoting their 
mobile npps, hiring full-time on line cditors and graphic designers, and selling 
digital versions of their newspapers has helped ense the transiti on from print 10 
digi tal somewhat, though the number of full-time journalists has dropped from 
almost 55,000 in 2007tojust under 24,000 in 2015. 

The shin from print to clectronicjollrnalism and the intense competition to 
"scoop" competitors in a f(l st-paced news environment has sped lip publishing, 
shortened stories, enabled sloppy reporting, and caused journalists to seek out 
anything unique on an almost hourly basis to grab attention. This shift has not 
only encouraged sensationalism, but it also has increascd the number of errors 
and aftcr-story corrections. 
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Social Media Advances 
In 2004 , Harvard student Mark Zuckerberg launched Faeebook, origi nally a 
campus soc ial networking site that has since grown into a multibill ion dollar 
corporation that engages ns many as 400 million users daily worldw ide. 
Competi tors and other social media sites soon followed until social media 
became a primary vehicle for a vast number of Americans to consume their 
news. In 20 I 8, about 86 percent o f \ 8- to 29-year-o lds used social media, and 
about 34 percent of senior citi zens did. Of people who say they use Faeebook, 
76 percent use it every day. 

Social Media and News This social media interaction ber-veen 
consumers and news outlets has encouraged the outlets to use socia l media 
to the ir advantage. Even the Big Three networks now have a strong soc ial 
media presence . News outlets engage readers on line, allowing direct 
conversations between journalists and consumers. Consumers al so produce 
citizen-journalism by posting on-the-scenc videos o r other consumer-created 
content. Consumers also use social med ia to help organize newsworthy 
events, such as the nati onwide Women's March in January 20 17 and the 
student-organi zed March for Our Lives in March 201 8. Social media 
therefore plays an increasingly large role in shaping news presentation and 
consu mption. 

Television and Online News Consumption, 2016-2017 
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Media and Political Participation 
Variolls Iypes of media coverage-reports of our three branches, breaking 
news, e lection coverage, and commen taty - influence pOli tical participation 
and pol icy as they infonn the public to make educated decisions and sometimes 
sway parts of the public to their way ofthinklng or problem so lving. 

Political Reporting 
Government and its leaders ha ve always been topics of interest to the press and 
the public, and much of the coverage of a topic in the press takes the [ann of 
political rcporting, standard "just-Ihe-facts" kinds of stories. 

Usi ng media is an efficient and free way for government officials to 
make announcements, to test the popularity of ideas (sometimes called "trial 
balloons"), or to assist in operating thc govcmmcllt. Politicians try 10 iIHcract 
with the press in a way that paints themselves and the govemmellt in stitutions 
(itey rim in a positive light. The press's ability to influence publie opinion has 
a lways kcpt govcrnment officiuls on their toes, and the sometimes adversarial 
rclat ionship bctwcenjournalisls and govemmenl officials creates a riO between 
the two. Though candidates and officeholders cannOI do without thc press, an 
unfavorable headline can somctimes makc or break an official's reputat ion. 
Today, an unfortunate snapshot or video clip suddenly available on YOliTubc 
can nlin a politician' s career. 

This dynamic has created II lovc·hale relationsh ip between the government 
and the press. Candidates lind offi ceholders wi ll frequently contact reporters to 
a lTer up a news story aboutthemsclves, the ir platfonllS, or thei r new programs, 
which in reality may be nothing but a public·relations campaign . Depending on 
the day's events and how much news is happening, a reporter may be grateful 
for the easy story thai will resu lt in II "putT piece" high lighting the positive side 
of a politician on the front page. The same reporter, weeks later, might have to 
explain a llegations of comlplion made toward the salllC pol it ic ian. 

Reportcrs sometimes have their own agenda or bias, and how they prescnt 
information in sound bites- short cxcerpts edited from a longer remark thnt 
arc especia lly vivid in prcscnting an issue- can huve drastica ll y d iffcrcnt 
effects on the public depending on how they are worded. A politician or his 
communications chief may deem a reporter as hostile and not retum calls if 
the reporter seems to be painting the politician in a bad light. This tenuous and 
somet imes confusing relationshi p between govcrnmcnt and med ia influences 
how the Fourth Estate covers the three branchcs of goveOlmcllt. 

The Freedom of Information Act (FO IA), signed into law in 1966, 
allows th e public to ga in acccss to nonclassilied fcde ra l documents. Th is 
law has he lped journalists uncover information that was otherwise not 
re leused. However, there a rc Illany exemptions to Ihi s ac l. The president, 
for exa mple, can rcques t that ccrtain documents re main sca led for II num bcr 
or years lind can redact co ntcn t. 
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Congrcss and Prcss CO\'Crllgc The House of Representatives voted during 
the firs t Congress to open its doors to the public and the press. In the late 1800s, 
many reporters prefelTed to cover Congress instead of the White House. In the 
I 950s, Americuns bccame ramili ar with Congress during Senator McCarthy's 
telcvised committee hearings and in the 1970s during the Watergate hearings. 

Congress ional stori es include members' roles on committees and in 
the legislati ve process- these arc typically techn ical story lines, not easily 
conveyed in short headl ines or brief TV news segmcnts. Yct those intcrested 
in lawmaking conti nue to monitor thc legislature close ly. Two trad iti ona l 
print outl ets that cover Congress, Roll Call and The Hill, have gained national 
popularity with their websites. Large newspapcrs and most TV ncws services 
have at least one Capitol Hill cOlTespDndent. On the Sunday talk shows­
Stich as Meer rhe Pres,~' and Face fhe NafiOIl- hosts will commonl y have a 
lawmaker from each part y at the table to debate th e issues . 

In the late 1970s, the cable industry created C-SPAN- the Cable Satellite 
Publ ic Affairs Network- a privately funded, nonprofit public service. Cable 
and satell ite affiliates pay rees that in tum fund the network. C-SPAN begun 
covering the House in 1979. The Senate decided to allow cameras into its 
chamber in 1986, which gave rise to C-SPAN 2. Congress owns and controls the 
cameras in the two chambers, but C-SPAN receives the feed and can broadcast 
House and Senate floor debates. When Congress is not holding debate in its 
respective chambers, the network covers committee hearings, seminars at 
university campuses lind think tanks, publi c meetings, and political rallies. 

Presidents and Press Coveragc Signifi cant medi a resources are assigned 
to cover tile president. The press delves into the president'S mind, relations 
with fellow poli cymakers, the first family, and interactions with other world 
leaders. Bcyond the regul ar 100 or so top reporters who might eover the 
president in person dail y. another 2,000 have White 1·louse press credentiul s. 
Some trave l on Ail' Force Qlle (the president 'S plane) or on the chartered press 
plane that follows it. 

John F. Kennedy did the fi rst live tclevised press conferences in the early 
I 960s. By President Richard Nixon's term (1 969- 1974), the dynamic between 
president and press had changed drastically. Nixon's paranoia, complicated 
by the release of the Pentagon Papers and the Watergate scanda l, pitted him 
directly against the press. He had offending reporters' phones tapped, his vice 
president spoke publicly about "d isloyal " reporters, his Department of Justice 
tri ed to subpoena reporters' notes, and a White '·Iouse a ide threatened antilnlsl 
lawsuit s against TV nctworks if they did not let morc conservatives 0 11 the air. 

In recent times, a full -time White House press secretary has served the 
president. The press secretary holds regular prcss conrcrences in the James 
Brady Press Briefing Room (named fo r President Rcngan's press secretary, who 
was shot in an assassinll tion aucmpt against President Reagan in 198 1). TIle 
White 1·louse controls these media events. TV networks lind wire services get 
preferential scating, as do the other major outl ets, such as the New )ork Times 
and the Washington Post. The more senior reporters lire called on fi rst, and the 
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press secretary typically signals the close of the session by calling on the senior 

wire service reporter. 
Presidents appear at a podi um to field questions much less frequently than 

their press secretaries do, usua lly only a few times each year. In their first year, 
Presidents George W. Bush, Barack Obama, and Donald Tnnnp held 19, 27, 
and 21 overall press conferences respectively. 

Donald Trump 's candidacy and hi s first year in office led to tense 
relationships with the press. While on the campaign trai l, Trump encouraged 
crowds at hi s ra llies to rough up reporters. From his inauguration onward he 
and his team have misled and bauled with the press. The pattem stalled with 
a combati ve first press conference when Press Secretary Sean Spicer offered 
exaggerations of the actual crowd size at Trump's swearing-in ceremony 
but otherwise did not take questions from the reporters present at the press 
confe rence. 

Media coverage of President Trump's initial year reflected some of the 
adversarial relationships between the president and the press by tending to 
include more stories on personality, character, and leadersh ip than on pol icy. 
The Pew Research Center found that two-thirds of the coverage during his 
fi rst year concentrated on the president 's political skill s, immigration, his 
appointees, U.S.-Russia relations, and health care. Another finding was the 
more sources a reporter quoted, the more negative the story. And about one 
in six stories on the president included a direct tweet from Trump's Twitler 
Ilecount. 

Courts and Press Cove rage The press covers crime, lawsuits, courtroom 
activity, and appeals court decisions. The Sixth Amendmcnt requires that trials 
be publi c and thus makes regular press coverage poss ible. At the national 
level, /ll,tior newspapers and television news typica lly :Issign a lega l affairs 
correspondent to cover the Supreme Court and high-profi le trials throughout 
the cou nlry. Viewers often see foo tage of a trial from the state level, especially 
one involving celebrit ies or a horrific crime. In the federal courts, however, 
camerns are generally not allowed. I nstead, pastel drawings depicting courtroom 
people nnd events usually appear on screen du ring TV news coverage. 

Attempts to bring cameras into the Supreme COUrI for increased 
understand ing and transparency wi ll likely fail. For every person who sees 
court coverage on C-SPAN gavel-la-gavel, the late Justi ceAntonin Scal ia once 
warned, " 10,000 wi ll see IS-second take outs on the network news, which, I 
guarantee you, will be uncharacteristic of what the court docs." 

Political Commentary 

Journali sm in the late 20th century made distinctions between fact and opinion. 
In print newspapers, the front pages offered more o f an Edward R. Murrow­
style of objectivity, whi le subjecti ve views were kept on the editorial or Op-Ed 
pages, where the organi zution' s editorial board would publish cditori:lls­
the organizat ion's opinion pieces~including endorsements of po litical 
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candidates. Telev ision newscasters and newsroom editors would occasionally 
go on the air and read thcir written commentary liS thc word "Commentary" 
appeared on the screen, meaning opinion and interpretation rather than "just­
thc-facts" reponing. 

As more media outlets have appeared and as the political conversat ion 
has widened to include more extremc positions, at times the lines between 
objective and slanted presentations have blurred. Though the solid wal l 
between newsrooms and editorial departments remains in the offices at some 
news out lets, in other places thc wall between whal is news and what is 
commentary is not strong or apparent. 

Ideologically slanted websitcs and TV channels compete wi th and arc 
often as powerful and present as those following traditional standards of 
journa li sm. Bom-on-the-wcb ideological outlet s and cable TV networks hire 
partisans, political strategists, and fonner Congrcss mcmbers and give them 
prominencc on their web pages and in their studios. Many co lumns and blogs 
arc not clearly labeled as "opinion," and thus the nondisceming rcader may 
not immediately reali ze the voice of an ideological ex trcmist and may accept 
those views as if they werc coming from the old-guard reporter dedicated to 
objectivity. CNN's AI/dersol/ Cooper 360, for example, often provides a panel 
of four commentators on each side of the political spectrum l competing not 
on ly to express their political goals but perhaps also for a more-pemanent 
position with the network or a higher-paying offer from another channel. In 
other words, their statements nrc unlikely to be purcly objective. 

In a news envi ronment of rrequent commentary, observers ha ve noticed 
two major trends. "One is a fixation on small coneems that have little or nothing 
to do with official actions of governments, such as whose statues should be 
displayed in public and what NFL players do during thc national anthem," 
Josh Barra of BIIJille.\·s II/sider has pointed out, referring to controversies 
about the statues of confederate leaders in the South and the practice during 
the 2017 football season of some NFL players to kneel during the national 
anthem as a sign ofprotesl. The other trend is how fixated these commentators 
arc 011 concerns "so large and amorphous they canllot obviously be addressed 
by public poli cy." 

Cab le networks have employed more and marc commentators, in part 
bccause of so many expanded outlets but mainly to draw audiences. The 
basic news can be presented in only so many unique ways, but commentators 
often have their own colorful personalities or backgrounds thnt serve to draw 
viewers looking for something different. 

"Make politics boring again," says Noah Rothma , oddly enough in 
Commel1lary magazine. His bland solution might help Americans have a 
reali stic understanding of govemmental functions and would allow the press 
to neutralize politicians who inci te controvers ies that exacerbate tensions. He 
admits, however, thnt hi s approach "would murdcr a lucrative industry that has 
tumed societal divisiveness into a spOI1 ." 
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Political Analysis 
A fonn of journalistic expression that exp lores and provides opinions on a 
topic in depth is called poli tical analysis. This foml ofTers explanations on 
topics, usually by experts, which help readers understand complex subjects. 
Political analysis is valuable as a way to educate news consumers on likely 
causes, effects, and implicati ons of proposed legislation, court rulings, or 
budget proposals. Experts examine the topic from a vari ety of angles but do 
not include their own opi nions on the subject. 

For example, in 20 14, there was discussion in the Senate about a 
constitutional amendment to limit campaign contributions that would 
have undone both Citizells U,,;red \'. FEe (2010) (page 508) and Buckley 
1'. V(lfeo (page 505). No one expected the amendment to come into be ing, 
but it provided an opportunity to rczxami nc the ex tremely complex issues 
intert wined in those cases. Mu rk Schmitt , Director of Politi cal Refornl at 
New America, a nonprofit , nonparti san think tank , wrote an analys is fo r the 
Washillgtoll Post that explored what would happen if such an amendment 
were to be ratified ("A constitutional amendmen t wou ldn ' t really limit the 
power of money in politics," May 29, 2014). He used hi s decades of policy 
ex perience to write his ana lysis. Pieces such as these provide important 
in fo rnmtion and explanations for engaged citizens who walll to take serious ly 
the consequences o f government act ions. 

New Americll is a thi nk tllnk that "docs not cngage in research or 
educa tional acti vi ties directed or in fluenced in any way by financ ial 
supporters," according to its website, so its pol iti cal analysis is like ly 
objective. Other think tanks, however, have strong ideological bases, liberal 
and conservative, and amdysis from such a think ta nk woul d be likely to 
have n binsed perspect ive. 

Election Coverage: Media as Scorekeeper 

As you read in Chapter 10, public opinion polling becomes a major news 
itcm during elections, a situntion that casts media in the role of scorekeeper . 
As scorekeepers, the media tl1lck politica l successes and fa ilures . During 
c:l1npnign seasons, reporters update readers and viewers nonstop on the ups 
and downs of competing candidates. The result is horse-rllcc journalism, in 
which reporters find new ways to discuss who is lead ing and who is fall ing 
behind. As a result, they tend to over·emphasize public opinion polls, mai nly 
because these are the only data that tend to change day to day. Candidates' 
ideas, policies, or biographies remain fa irly slat ie, so once those arc reported, 
they are no longer considered newsworthy. The scorekeepi ng continues aner 
an election by examining an elected official's approval rat ing or by crediting 
or blnming the successes and fa ilures of government proposals and progmms. 

Scorckecping, especially before an election. can be crit icized for many 
reasons. When the med ia devotes time and emphasis to poll ing, it is not sharing 
candidates' proposals or examini ng Ihe intricacies ofa bill. When it delves into 
approva l ratings, it is not properly evaluating government de livery of services. 
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When numbers and statist ics dominate the conversation and the analysis, the 
media sacrifice time that could be used to publicize ideas that could affec! real 
change. This constant-often c ircular- style of reponing al so causes media 
outlets to tum political events into popularity contests, rather than contests in 
which voters make decisions based on candidate qualifications and platfonns. 

Bandwagon Effect Constant reportin g on poll numbers Illay also cause 
a bandwagon effect , o r a phenomenon in whi ch people do something only 
because olher people are doing il. (See page 375.) If Candidale A is ahead in 
lhe pol ls, undecided voters may begin to favor Candidate A because ot hers 
do. Citizens may also jump on the bandwagon because they trust the wisdom 
of the masses or because they si mply accept an inevitability and want to vote 
lo r a winner. Citizens may even sta rt to genuinely admire the person who they 
believe will li kely wi n. 

What Gets Covered: Media as Gatekeeper 
Much more is happening in the world than can fit imo a 30*mimlle broadcast 
of the evenin g ncws or even fit onlo a single online news magazi ne. Most news 
out lets have an editoria l board , a group of veteran joumalists who guide the 
editorial philosophy of the organi zat ion. 

The editorial boards of news media therefore act as a ga tekee pe r by 
determin ing what is newswo rthy and the refore deciding what inrormation 
the publ ic will receive. Print and radio ed itorial boards fu lfill the same 
runction by setting th eir own news agend a. What the media dec ide to 
pu bli sh direc tly infl uences the issues people rega rd as important. From 
what they learn through the media , citi zens wi ll contact thei r member of 
Congress, write letters to the editor, and assemb le in support of a cause. 

For example, a 20 17 news story tha I implicated powerrul filmmaker 
Harvey Weinstein as a serial womanizer and sexual assau lt offender sparked 
a movement for women to speak alIt against sexual aggress ion and rape . 
Before, such accusations may ha ve resulted in powerful people in the film 
industry sco ffing at them or ending the accuse r's movie career. The coverage 
of Weinstein und many more sex ual vic tims of powerful men followed. As 
the media accurately portrayed these women as victi ms, the news spread 
quickly and encouraged addit ional victims (recent and old) to make simi lar 
accusations. With what became the #MeToo Movement, the press had 
di rectl y or indi rectly facil itated an organi zed eITon to Slap sexual aggression 
in th e workp lace. This effort was highlighted at the end of 20 17 whcn a 
specia l U.S. Senate election pitted Alabama Republican Roy Moore aga inst 
Demoerat Doug Jones. As the electi on approached, severa l women alleged 
Ihat Moore had propositioned them or had a relationship with them back 
when he WDS a prosecutor in hi s 30s and they were teenagers. [n a usually 
re liable Republi can state, Jones defeated Moore for the Senate seat. Had the 
accusutions aga inst Moore been in isolation or barely cove red, il is hard to 
imagine those accusations having the same politieal impact , and it might 
have been diO'icu h for Jones to win. 
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Digging for the Truth: Media as Watchdog 
Jou rnalists ' ob ligations to kcep an eyeon governmcnt or industry is part of tile 
press's function as a watc hdog. Investigative reporters look for corruption, 
scandal, or inefficiency. In fact, Congress may not even decide to address 
an iss ue unt il after th e press has brought it into the light of day. In thc age 
of Tcddy Rooseve lt 's muckrakers, McCllfre~' magazine publ ished a series 
entitl ed "Railroads on Trial" that ultimately led Congress to strengthen train 
regu lat ions. More recently, the Pulitzer Prize for Investigative Journali sm, 
the ind ustry's top honor, was awarded to journalists who investiga ted the 
flood of opioids into West Virginia coullIies with the highest overdose rates 
in the nat ion; the responsib il ity of the state of Florida for violence and 
neg lect toward mental patients in Slate hosp ital s; the influcnce of lobbyists 
on congressionallcadcrs and state aHorncys genera l to favor the rich ; and a 
riggcd sys tcm orchcstrated by doctors and lawyers to deny bencfits to coa l 
miners with black lu ng disease. The investigative work on the coal miners 
led to changes in the law. 

Investigative Reporting in Vietnam Several invesl igativejournalism 
efforts ha ve become iconic examples of the power of the press to bring 
about change. One invo lves reporting from Vietnam during the war (1955-
1975). Unlike the patriotic press corps of both world wars and the Korean 
War, journalists stationed in Vietnam began to question in fo rmation 
presented by the United States mi litary and diplomat s. Telev ision images 
brought Ihe war into citizens' living roo ms, and journali sts did not ho ld 
back on showing the tough realities of the war. Roughly 10 American 
journalists were assigned to Vietnam in 1960. By 1968, about 500 fu ll­
time correspondents representing pri nt, telev ision, and radio were in 
South Vietna m. "Government 's interpretations of events did not co inc ide 
with what we learned on our own," sa id NBC VietnllJll Bureau Chief Ron 
Steinman. "We listened , hoping to discover a kernel of truth in a fog of 
lies." The reporting from Vietnam he lped inspire the mass protests against 
the war that eve ntually Icelto U.S. withdrawa l. In early 1968, afte r a trip to 
Vietnam, CBS anchor Walter Cronkite- known as the " mos t trusted man 
in Allleri ca"- elosed the eve ning news with an op inionated report that had 
big consequences. "We ha ve been too often di sappointed by the optimism 
of American leaders, both in Vietnam and Washington , to have fai th any 
longer in the silver linings they find in the dark est clouds." President 
Lyndon Jo hnso n, commander in chief at the time, reportedly remarked that 
ifhe had lost Cronkite, he had a lso lost America. 

The Watergate Scand :l l A fc'" years after the connicl in Vietnam 
waned, President Nixon sought reelect ion. Washing toll Post reporters Bob 
Woodwnrd and Carl Bernstein served as watchdogs by uncovering thc 
Wa tergate burglary scanda l. In 1972. while reporting on a burg lary of the 
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Democratic National Committee office in the Watergate Hotel, Woodward 
and Bernstein even tually di scovered that thc burglars sto le informat ion in 
order to help Nixon's reelection campaign. These invest igat ive reporters 
kepI the story alive throughout a congressiona l investigation and the eventual 
resignation of the president. 

Torfure at Abu Ghr:lib When the U.S. Amly discovcred its soldiers were 
mistreating Iraqi pri soners at Abu Ghraib, a prison in Iraq, joumalist Seymour 
Hersh reported the horrific abuses in The Nell' )orker magazine in 2004. The 
TV show 60 Mil/Illes aired the story with photogmphic evidence. The terrible 
abuses, which occurred hal fway around the world, would never have reached 
the American public if not for the Fourth Estate's check on govemment. A 
number of military personnel were charged and sentenced, and, in 2008, the 
militlll)' instituted reforms in its lmqi prisons. 

Media Ownership and Bias 

The increasingly di verse options presented by so Illany media outlets have 
altered how citizens rely on the media. The around-the-clock demand for 
infonnation has created a fa st-paced, competiti ve market of outlets. They 
constantly vic fo r readers, viewers, and consumers, becoming increasingly 
partisan in their efforts to do so. As a result, demand fo r more media conlent 
also encourages the growth of media outlets wit h a spec ific politi c!! l agcndll 
and a targeted audience- a concept known as narrowcasting. 

The rapid surge of new media outlets has therefore altered the political 
landscape. The lifting of the Fairness Doctrine-a fanner federal policy that 
required radio and television broadcasters to preselll alternative viewpoints­
has all owed broadcasters more leeway and freedoms in what they air. A 
generations- long reputation of the news media having a libera l bias has 
allowed for conservative alternatives to succeed. For example, Sinc lair 
Broadcast Group, reaching 40 percent of American households, is known 
for its conservative slant. Cablc television has given birth to a variety of 
unique outlets that have altered news deli very 10 specialized audiences. The 
Internet has also created seemingly endless choices. All of these changes have 
redefined the roles and relationships between media and citizens. 

For example, conservat ive radio talk show host Rush Limbaugh emerged as 
a national conservative voice and gained a strong fo llowing in the early I 990s. 
One reason he succeeded was because he created n sense of community among 
people a lready inclined to agree wilh one another. By 2008, this pioneer oCt he 
new med ium had ns many as 20 million li steners. Over the same period , tal k 
radio-those syndicated political shows that air lit stations coast-to-const­
grew apace and became a common way for Republicans to get political news. 
Without the Fairness Doctrine. there was no need to provide other viewpo ints 
to challenge the community's beliefs, which became self-reinrorcing on both 
thc right and left. 
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Media Ownership 
In 1934, Congress passed the Federal Communications Act, which created the 
Federal Communications Commissi[) n (FCC). The FCC regulates electronic 
media , and it has authority over the content of radi o, te levision, wire, and 
satellite broadcasts. It also regulates ownership by attempting to prevent 
monopolies. In 194 1, for example, the FCC forbade NBC from operating two 
networks. NBC sold one of its two networks, which led to the estoblishmcnt 
of ABC. In the last years of the 20th century, the popularity of cable news 
exploded, the Internet became a viable news source, and the entire landscape 
of media ownership changed. 

T he IIlHucncc or Fox Though Ted Turner and CNN invented cable news 
in general, the Fox News C hanncl (FNC) drastica lly altered it when it started 
in 1996. As mcdia critic David Fo lkenflick claims in his book Murdoch~' 
World, "No other news organization has done more in recent years to reshape 
that terrain than Fox." The time was ripe for an alternative news channel. The 
Republi can s had gained conlrol of Congress. A longstanding conscrvative 
disdain for the media had reached its zenith . And an era of po lari7 .. mion had 
begun. Media mogul Rupert Murdoch hired Nixon ad man and longtime 
Republican media strategist Rogcr Ai les to launch the endeavor. 

Ailes assembled a team of capable journalists, many who leaned to the 
righ t or desired thc breath ing space all alternative ncws channe l might olTer. 
And Ailes knew there werc enough vicwers in middle Amcrica who thirsted ror 
Ihal alternative. On its maiden broadcast, Fox host Bi ll O ' Reilly asked, "How 
did television news become so predictable and in somc cases so boring?" After 
emphasizing too many news channels had become "pol itically correct ," he 
ofTered, ';Wel l, we ' re going to try 10 be d ifTcrell1, stimulating and a bit daring, 
but at the same time, responsible and fair." It was code ror "we ' re not going 
to be the typical liberal TV news." Sharper graphics, more dramatic show 
introductions, noticeable red-white-and· blue patriotism, and a nightly lineup 
dominated by conservative hosts, conservative guests, and attractive reporters 
bccame the hallmarks orlile Fox model. 

The news at Fox is presented in ways, Folkenllick shows, " that reflect and 
further stoke a sense of grievance among cul tural conservati ves aga inst coastal 
clites." Since its early days, the motto "Fair and Balanced" has suggested that 
the other networks arc not and Fox is here to correct that. Another catchphrase, 
"We Report, You Decide," suggested that the others- the liberal media elite­
arc indoctrinating viewers. 

The risk paid oil Aller September 11,2001 , and the initial years of the 
Georgc W. Bush presidency, Fox look the number one slot as the most-watched 
of the cab le TV news channels and it has never lost it. In fact, after the 20 16 
electi on year, Fox became the most-watched cable TV channel of any kind. 

A 2014 study showed that Fox had edged Ihe Big Threc networks as 
the "most tmstcd" news ovcml1 , though not likely due to Fox's journalistic 
standards. When lin ing up severa l TV news outlets, right-leaning citizens from 
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the sam ple consistentl y back Fox News, while moderates and libera ls list as 
their top choice those from a variety of other not-conservative networks as the 
mostlrustworthy. Among self-described conscrvutives, Fox wus trusted by 48 
percenl. Among self-described libera ls, thc Big Three led as most tru stcd, with 
CNN and PBS essentially tied for second. 

Since America hus sllch an ideologicully diverse audience, producers, 
viewers, and TV journalists responded . As Fox News was born and developed, 
so too were other cub ic news networks. MSNBC was also established in 1996. 
Over time, it became the liberal alternative to Fox. However, the world of 
cable te levision is more fragmented than having a simple split between two 
networks. Channels as varied as ESPN and The History Channel have found 
ways to draw shares of viewers to them, seeking niche audiences to sell their 
product. CN BC is a 24-hollf news channel that focuses on financial news. LUl'ge 
numbers of socia I conservatives tune into the Ch ri stian Broadcasting Network. 
Some networks, like Univision , have Hi spanic audiences. Bloomberg News is 
yct another up-and-coming news channel that broadcasts much political news. 

Impnet of Ownership This market fragmentation has only encouraged 
network owners to find more potential viewers to tum to their channe l. For 
those present ing political news while in seareh of profits-competing for 
viewers in order to attract advertisers-Fox, CNN, and MSNBC have each 
gone further away frol11 objectivity and have revea led their bias. Studies 
show that 24-hour news channels actllall y show little substanti ve news, repeat 
sensational stories over and over all day often with nothing new to add. have 
reporters do more general lalking aboul their siory than traditional reporting 
on it, and the journalistic drive to answer the hard questions is spotty. The 
regular newscasters and anchors tend to ignitc tempcrs, employ sarcasm, stoke 
fear, and conduct their presentations with a sense of moral righ tcollsness. 
Sometimes their part isan guests deliver ad hominem attacks. 

Polit ically savvy eitizcns in search of marc than what the main networks 
offer turn to their choice of cable mcdia, especia lly during e lection season. 
More Americans watch the evening Big Three in general, but during 
campaign season, morc Americans say they turn to one or more cable 
channcls for electi on co verage. In 2016, all news channels advanced in the 
ratings. Fox led all basic cable networks with an average of 2.5 million 
viewcrs during its prime-time lineup, up 36 percent from the previous year. 
CNN went up 77 percent to 1.3 million viewers and MSNBC increased at 
the same rate to 1.1 million. 

As Pew Research Center confimls, ''Those on the right and left have 
significantly different media diets." In a study done in latc 2016, Pew found about 
40 percent of Trump voters relicd on Fox News as their "main source" for news. 
Clinton voters, on the other hand, listed CNN as their main source, but only 18 
percent did so. MSNI3C was second. and Fox didn't make it into their top ten. 

Fox viewers include a high number of self-described conservatives, 60 
percent. Meanwhi le both CNN and MSNBC viewers claimed 10 be spl it with 
roughly one-third conservative, liberal, and moderate. 
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Media Bias 
With the explos ion of niche cubic networks and online news sources, there is 
no longer any doubt as to whether bias in the media ex ists. Now, it is merely 
a questi on o f where it ex ists lind which way it leans. In fact, bias has become 
essential to the business mode l of several news outlets. Meanwhile, what is 
sometimes tcnncd the 1II11instrclUll mcdill , or the co llecti on of traditi onal news 
organi zations, still operates an objective news model. Conservati ve critics have 
called the med ia liberal for nearly two generations, and researchers have found 
libeml tendencies in the media both in its membership and less obviously in 
its delivery. But to understand bias in the media, one has to ask, "Which media 
arc you talking about?" 

Traditio na l Bias Label The med ia have been accused o f a li beral b ias 
since the early 19705, when the press hounded Pres ident Nixon. But that is a 
simplisti c characterization that circumvents the rea l chall enges of measuring 
b ias. Today, with thousands of national reporters for eve!), enti ty from Fox 
News to the Huffing/on Post, a sound method to detemline the question of bias 
is challenging. One measurement is toexamine the pro fessio nals who report the 
news. Overwhelmi ngly, national reporters who shape politica l coverage vote 
with the Democratic Party, and Ihey have for some li me. A 1972 poll showed 
that 70 percent of reporters voted fo r Nixon 's opponent, George McGovern . 
A 1992 election study d iscovered that 89 pcrccnt of reporters voted fo r Bill 
Cl inton, who received only 43 percent of the popular vote. 

Stud ies that exami ne ideologicClI slants also find that leading news outlets 
describe Republican and Democrat officials differently. David Brady and Jonathan 
Ma fo und that the New York limes and the Washing/on Post tend to treat liberal 
scnators CIS cooperative bipartisans ,IUd malign conservative senators. Their study 
saw a distinct diffe rence in favorab le or un favorab le adjecti ves that preceded 
" Iiberal" or "conservative" in their reporting. These outlets too o nen painted 
liberal senators as bipartisan lawmakers and iconic leaders of a noble cause but 
portrayed conservatives as hostile, combative, and out of the mainstream. 

In a study of 20 major print and TV news outlets, researchers found that 
only two leaned conservative, Fox News and The Washington nmes, but the 
other 18 ranged from slightly to substantially lell of center. 

C ontemporary Bias Whi le professional joumalists may sti ll strive for 
objectivity, the increasing cho ices of media driven by writers and broadcasters 
of diffe rent ideological persuasions have in some cases made objectivity a 
minor concem at best. Slanted media predated the InleOlet, bu t now legacy 
outlets- The Nell' Republic, Sla/e, and Salon on the le ft ; Na/iollal Review and 
The Weekly S/alldard on the right- mesh w ith other neWS sites, and readers 
mayor may not discem source b ias as they read their s tories. Newer, bom­
on-Ihe-web outlets, such as Red State o r Hliffing/on Post, arc noticeably 
ideolog ical. Thcy and the nightly cable broadcasts prov ide d iamclrica lly 
opposite presentati ons and narratives of the same basic s to ries. 
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One Pew study at the end of the 2012 presidential election found President 
Obama recci ved far more ncgati ve than positive coverage on Fox. About 46 
percent of Fox stories on Obama were negati ve, while only 6 percent were 
positive (the remainder bei ng neutral). The same study found MSNBC was 
harsher on Repub lican nominee Mitt Romney, where 71 percellt of election 
stori es were negative and only 3 percent were positive. Based on the viewership 
differences and where citizens are going to get their infonnation online, people 
on the len and right have distinctly different information streams from those of 
people with mixed political beliefs. 

Meanwhile, as "news sources" are playing fast and loose with joumalistic 
nonns, citizens arc commu nicating more frequently via the Intemet, and 
people arc choosing more selectively what they read . People of li ke mind arc 
supplying one another with a tailored diet of news and commentary that only 
eonfimlS what they already believe. Whilc the exercise of First Amendment 
rights allows people to read or not read what they want, the self're inforcing 
and isolated loop of "news" is not helpful in developing consensus policy 
or in finding the best so lutions for Amcrica 's problems, nor is it helpful in 
understanding the <lltcrnativc viewpoints. 

Media and Democratic Debate 
Scholar and politi cal expert Cass Sunstein calls the phenomenon of people 
remain ing in echo chambers of their own creation "cyberpolarization." He 
believes publ ic life would be better served if people relied on what he call s "the 
genera l interest intermediary," streams of infonmltion from those traditional, 
objecti ve outlets. Without these, the level or political knowledge of ci tizens is 
reduced, and the result is a decl ine in the qua lity of public debate. At Icast four 
factors affect the quality of public debate and level of politi ca l knowledge: 
inereascd mcdia choices, ideologically oriented programming, consumer­
driven media and tech nology, and the credibil ity of news sources. 

Increased Media Choices 
In 1960, the average American home recei ved three television stat ions. By 
20 14, Nielsen Research estimated that the number had risen to nearly 200. 
Evcning news telecasts on thc Big Three networks changed vcry litt le from 
Presidents Kennedy to Clinton. Viewers cou ld expect the time slots around 
the dinner hour and before bedtime to be reserved fo r news broadcasts. But 

Media consumers have more choices 
th~n evcr before as a rcsul1 of producers 
appealing to niche mmkcts . These uften 
one_sided media outlets have al so popped 
up in new media through podcast~. 
strc::uning content on YouTube. nnd social 
media outlets such as Twiner. The line 
between trnditional journalistic conlent 
and uninfonned citi],.cn editorill1i1.a1ion is 
often blurred. 
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the explosion of cable news channels and the ir wide variety of programming 
have given consumers many more choices fo r their lime in front of the TV. 
While at one li me viewers were regu larly exposed to the news no matter 
what channe l they tuned to, now they can choose to watch cntertainment of 
a seemingly endl ess varicty instead. Studies have shown that whi le some 
people use the increased alllount of news broadcasting to try to deepen 
their understanding of politics, others simpl y tunc out news "nd politics by 
choosing to watc h entertainment. This situati on creates 11 gap not on ly in 
polit ical knowledge but also in political part icipat ion because people with 
greater political knowledge turn out to vote more than people with less 
political knowledge. Public debate is diminished by the uneven distribution 
of political know ledge as we ll. 

Ideologically Oriented Programming 
Fox News is by far the most·walched cable news channel, outpac ing its more 
centrist or liberal competitors CNN and MSNBC by a significant margin. 
The ideologica ll y oriented programming on cable news channels has made 
thc out lcts a subj ect of great interest to polit ica l scientists, who ask a number 
of questions about their influence on voters and public dcbate. How much 
influence do the ideologically oriented news programs actually have 0 11 

viewers, especially if viewers arc attractcd to a channel because they already 
share that channe l's ideology? 

A 2017 study by Emory Unive rsity political scientist Gregory Martin and 
StHnford economisl Al i Yurukoglu found that Fox News has a sizable influence 
on viewers' poli tical attitudes, which in tum influence how they vote . They 
est imate that if Fox News hadn ' t been on the scene, John Kerry would likely 
have won the 2004 presidential election instead of George W. Bush. 

Ideological Shifts in Cable News 
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focused on Ihe choice of phrases 
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example, dO\:s the broadcaster 

rcfcr to the "war in Iraq" or the 
"global war on lerrorism"? The 
researchers studied lranseripls 
ofbroadclI5l5 from 1998 10 2012 
and Ihen analy.:cd the results 
using:, sys tem for imelJlrcting 
simi lar Slali stics on speech by 
members o f Congress, whose 
yotiull I"l.'(:ords show their 
poli tical slant. The higher the 
score, the iliOn: conscrvalive 
the 51"". 
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They also found that CNN tried to develop its political ideology to match it 
10 the maximize number of viewers il cou ld attract , whi le Fox look a different 
approach. The po litica l views of Fox arc more conservative than those o f their 
viewers, but Fox has had the effect o f shirt ing their viewers' attitudes to the 
right. Fox is more successfu l at persuasion (han the other cable news outlets 
and in thi s way is a major poli tica l agent. 

As people arc drawn to ideo logically oriented programming, they 
demonstrate co nfirmation bias, the tendency to seck Oll t and interpret 
infonna tion in a way that confimls what Ihey already be lieve. They have no 
incenti ve, then, 10 consider opposing views, and yet the clash of ideas is vital for 
democratic debate and the democratic process. Sunslcin writes. "Unplanned, 
unanticipated encounters [of ideas] arc central 10 democracy itself. Such 
encounters ofl.cn invo lve topics and poi nts of view that people have nOl sought 
out and perhaps find quite irritating- but that might nevcnheless change their 
li ves in fundamental ways:' 

Consumer-Driven Media and Technology 
Confirmation bias is evident on socia l media as we ll , where more than 60 
percent of Americans gelncws. On Facebook, for example, people exchange 
political links and mcmcs in a ci rcle of like-minded friends , in the process 
reinforcing their own and other group members' beliefs and even accepting 
as tnle statements that have been provcn fa lse as long as they fit in with their 
be liefs. 

Whi le people arc creating their own "bubb les" for inforrnatio n sharing, 
usually without critica l eva luation, professionally trained joumalists are being 
laid o ff and printing prcsses arc shutting down. Reliable, ethical news outlets 
arc di sappcaring. Citi es that once had multiple newspapers that kept one 
another in check as they compcted to provide the bcstl1cws possible may now 
have on ly one paper. 

In fonnation outlcts- newspapers, telev isi on stations, and radio stations­
have a lways had to make decisions about whal issues to covcr, exercis ing their 
gatekeeper fu nction. They considcred what issues they believed would bc 
most important to their consumers and assigned thei r resources to cover those 
issues according ly. They always Imd to ultmct readers or go oul of business. 
In today's highly competitive media environment, however, consumer-driven 
media has entered a new dimension. Consumer-driven medi!) refers to media 
whose content is influenced by the uctions lind needs of consumers. 

While at one time experienced professiona ls with tl commitment to 
ethica l journalism decided what to cover based on thcir best understanding 
of thei r consumers' interests and concerns, today such dccisions arc strongly 
influenced by the data that technology provides-what slories do people click 
o n llnd read the most'! 

Now news compani es and tech companies figure ou t what the average 
consumer wi ll click 0 11 nnd generate stories from there. In other words, the 
ro le of gatekeeper has becn passed on from experienced journalists to average 
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onl ine surfers. Responsible news outlets still try to balance the forces of 
genuine newsworthiness and popu lar interests. But in the compctitive media 
world. too oftcn the citizcn-gatekcepers, perhaps more interested in the 
Kardashians than foreign policy, have become the gatekeepers. When more 
tri vial topics are covered at the expense of serious issues, the level of political 
know ledge and public debate declines. 

Continuously monitored ratings provide similar data for television news 
stations, which now have 10 compete with not onl y other news stations but 
also a wide array of other programming- including on-dcmand services such 
as Netnix and Amazon Prime Video. Some analysts be lieve the hunger for 
rat ings contributed to Donald Trump 's ri se to the Republican presidential 
nomination among a (jeld of ex perit"Tlced politicians. As jOllmalist and Fox 
contributor Michael Goodwin explains, at first thc med ia treated Donald 
Tnunp's candidacy as a publicity stunt , until "te lev ision executives quick ly 
made a surprising di scovery; the more they put Trump on the air, the higher 
their ratings climbed." Cab le news shows started devoting hours to simply 
poiming the cameras at Trump as he gave off-the-cuff speeches at his rallies. 
By one estimate, Goodw in notes, Tmmp received so much free airtime that if 
it had been purchased, it would have cost S2 bi llion. 

Managers of legacy news organizations arc changing their business model 
and operating differently to survive. "Dependence generates desperation," 
laments Franklin Foer, fonner ed itor at the Nell' Republic. "A mad, shamcless 
chase to gain clicks through Facebook, II relentless elTort to game Google's 
algorithms," has altered the role of one of progressive joumalism's century-old 
magazines. When Google changes an algorithm- such as the mles by which 
autocomplete fills in possibilities after a user enters a few words to start, or 
the mlcs dctennining the order in which search results appear- web traffic can 
change sign ificantly, benefiting some media compnnies lind hurting others. In this 
WoIY, tech companies can influence the ethics and ethos of an ent ire profession. 

Credibility of News Sources 
While Americans have more media choices and more control over what 
information to seck, consumers arc Si multaneously sent information from 
people wilh an agenda: friends and family who arc of like mind, media sources 
with the goal of gaining more clicks, American political groups trying to 
impact public opinion, or American adversaries trying to stoke the flames of 
discord or to influence an election. The result is an era of dubious credibili ty 
and impulsive clicks. 

Pew discovered when citi zens access political news digitally, most often 
(46 percent of the time) they go to a news organization's website. Social media 
is the second most frequently used sou rce, 31 percent of the time; 20 percent 
go through a search engine such as Google; and 24 percent seek out news links 
.. ncr receiving email alerts from a news organization or fricnd. Thosc who 
willingly go to a reliable news organization arc more like ly to get cred ible 
infonnation. 
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Consumers are not always as respons ible in their consumption of news as 
an infon11ed and engaged citizenry would requ ire. For example, thi s samc Pcw 
siudy found Ihal citizens who received an article via social media could reca ll 
and name the original news out let onl y 56 percent of the time. Anot her finding 
was that fully 10 percent ci led "Facebook" as the news outlct, whcn of coursc 
Facebook is not a news outlet at all . 

If indeed thi s is an era of consumer-driven mcdia, then consumers 
demanding cred ib ility and objectivity would have influence in the content 
news outlets provide. Author Clay Johnson in The Ill/orma/ioll Diel compares 
consumers' intake of news to their consumption of food and argues that the 
problem is not that people consume 100 much infonnation but rather that they 
take in too much "junk" infonnation. Just as people have to consciously make 
choices about healthy eating, they need to make responsible choices about 
news consumption. He advocates for education in media literacy so people can 
develop the critical evaluation ski ll s needed to make informed choi ces about 
information. 

Political scientists carefully consider the source of all the information they 
acquire. The following chcck li sts will guide you as you evaluate your 
infonnation sources and distinguish genuine from " fake" news. 

Checklist for Evaluating Books 

./ What is thc publication datc? Is the book likely to include 
up~to-date inrormation? 

./ Whut a rc the author's c redentials? Read the book jacket, 

online cata log ent ries, or a biograpni cal referencc work to get 
information about the author . 

./ Is the aut hor a recogni zed expert? See if ot her people 
rrequent ly ci le this author . 

./ Is there anything in the author's background or associations 
that might suggest a biased viewpoint? 

./ Who is the publ isher? Major publ ishers, including un iversit y 
presses and governmcnt agencies, revicw what they publi sh 
and are likcly to be reputable sources. 

Checklist for Ev:lIuating Print Articles 

./ When was the article published? Is the urt icle likely to include 
up~to~date information? 

./ Who is the author? What arc his or her crcdentiu ls? You can 
find these in a note at the beg inning or end of the article. 
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./ Docs the magazi ne or newspaper appeal to a special interest 
group thut may have a biased viewpoint on the subject? For 
example, a magazi ne ca lled Free Ellterprise wou ld probably 
have u conservut ive leaning and appeal to free market 

advocates who want only mi nimal government in people's 
economic li ves. A periodical ca lled Equal Justice, on the other 
ha nd, might appea l to libera ls who expect the government to 
intervene when needed to guarantee equalit y. 

Checkl ist for Eva luating Wcbsitcs 

./ Jfyou receive a li nk through social med ia, consider the vicws 
of the person or orga nizat ion that sent it. What bins might that 
sende r have? 

./ When you fo llow the link , start by identifying the top-level 
domain nalllC. Is the sit e maintained by a ror-profit company 
(.com) that might be tryi ng to sell something? Is it an 
educational institution (.edu), which tcnds to bc marc reliable, 
or an independent organization (.org)? If it is an organization, 
is it one whose name you recognize or is it one that you have 
never heard or before? Be aware that ".org" sites arc orten 
owned by nonprollt organizations that may support a particular 
cause . 

./ If the website contains an article, is it signed? Iri t is not 

signed, you should be skeptica l or it s credi bi lity. If you do not 
recognize the author's name, you can do a web seurch usi ng the 
author's name as the keyword to get more information . 

./ Docs it lI SC reasonable and surficient fac ts and examples from 
reliable sources to make its points? 

./ Is it free rrom obv ious errors'! 

./ Do the language and graphics avoid sensationa lism? 

./ Has the site been recently updated? Is the inrormution still 
current? Look for a date on the main web page ind icati ng the 
last time it was updated. 

Whether you arc eva luating print or online sources, you wi ll nced to 
verify information by finding corroboration in a number of sources. Some 
errors may be obvious, but unless you check the facts and find an agreement 
about them among sources, you might miss some bias, misin fonnation, 
and outright untnllhs. 
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Practice: Choose several links you have received through one or more of your 
social media accounts and evaluate the information in the link by using the 
checklist for evaluating websites. Write your comments to each point on the 
checklist and share your comments with the class as your teacher directs. 

REFLECT ON THE ESSENTIAL QUESTION 

Essential Question; How do changes in the media as a linkage institution 

influence political institutions and behavior? On separate paper. complete a 
chart like the one below to gather details to answer that question. 

Changes In the Media tnfluence of the Media 

KEY TERMS AND NAMES 

affi liates/S60 

Associated Press 
{AP)/SS8 

bandwagon 
effect/ S69 

Big Three 
networks/S60 

broadcast 
network/S60 

Cable News Network 
ICNNI/561 

commentary/567 

confirmation bias/S77 

consumer-driven 
media/S77 

C-SPAN/56S 

editorial boards/S69 

edilorials/S66 

Fairness Doctrine/S71 

Federal 
Communications 
Commission 
(FCC)/572 

Fox News Channel 
(FNCl/572 

Freedom of Information 
Act IFOIAI/564 

free press/S57 

gatekeeper/S6g 

Government Printing 
Office (GPO)f5S8 

horse-race 
journalism/S68 

Investigative 
reporting/SS9 

mainstream media/S74 

narrowcasting/S71 

news bureaus/SS8 

political analysis/S68 

political reporting/564 

press conferences/S6S 

scorekeeper/ S68 

sound bites/564 

talk radio/S71 

watchdogfS70 
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MULTIPLE-CHOICE QUESTIONS 

Questions 1 and 2 re rer to the passage below. 

Shortly after Richard Nixon resigned the presidency, Bob and I were 
asked a long question [which] we answered with a short phrase that 
we've used many times since to describe our reporting on Watergate 
and its purpose and methodology. We called it the "best obtainable 
version of the truth," It's a simple concept for something very difficult to 
get right because of the enormous amount of effort, thinking , 
persistence, pushback, removal of ideological baggage and the sheer 
luck that is required, not to mention some unnatural humility. Underlying 
everything reporters do in pursuit of the best obtainable version of the 
truth, whatever our beat or assignment, is the question "what is news?" 
Whal is illhat we believe is important, relevant, hidden, perhaps, or 
even in plain sight and ignored by conventional journalistic wisdom or 
governmental wisdom? 

I'd say this question of "what is news" becomes even more relevant and 
essential if we are covering the president of the United States. Richard 
Nixon tried to make the conduct of the press the issue In Watergate, 
instead of the conduct of the president and his men. We tried to avoid 
the noise and lei the report ing speak. 

-Reporter Carl Bernstein. White House Correspondents Dinner. 2017 

1. Which of the following statements best summarizes Bernstein 's v iews? 

(A) Journalists' egos orten get in the way of determining w hat stor ies 

to cover. 

(8) For;:1 variet y of reasons. most journali sm is unfortunately shallow. 

(C) Reporters use professional judgmcm abollt w hat to cover as they 
filter out a variety o f distractions and follow the facts. 

(D) Partisan spokcspeoplc co lor the facts and arc not rel iable sources 
of info rmati all. 
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2. Which of the following reasons like ly explains why Bernstein thinks 
the question of"what is news" is espec ially important when coyering 
the president'? 

(A) The question or"what is news" is easier to determine when 
covering Congress than the president. 

(B) The president can gct a strong message ou t to the public asse rting 
his interpretation or events. 

(C) T he Freedom or Inrormation Act prov ides access to vi rtua lly 
unlimited president ia l documents. 

(D) News reports about the president help increase a newspaper's circulation. 

3. During polit ical campaigns before an eJection. the news media is 
said 10 coyer the campaigns like a horse race. Whic h of the fo llowing 
statement s best ex plains the reason for this analogy? 

(A) The prcss relics heav il y on measuremen ts li ke poll numbers liS a 
constan t compari son of candidates' re lati,'c SlIeccss in a campaign. 

(B) The results of an election. like Ihe results of a horse race, can't be 
prcdictcd ullIilthe very end. 

(C) Thc candidatcs are groomed and trained for thc campaign just as 
racehorses arc groomed and trained for a ra ce, 

(D) As gatekeepers, members orlhe press offi ci:IlIy begin the horse race. 

4. Which of the fo llowing is an accurate comparison of objecti ve news 
and commcn tary'! 

Objective News Commentary 

IAI Factual accounls of events and Opinions of experts or peopte with 
people political goals 

IB) Includes endorsements as long as Less common today Ihan in the past 
they are on the editorial pages and found in fewer ptaces 

ICi Delivered by the guests on a talk Avoids criticizing government or 
show government offiCials 

IDI A hallmark of talk radio after the Usually found on the front pages of 
removal of the Fairness Doctrine traditionat newspapers 
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Pathways to Online News 

Twice a day for one week, online news consumers 
were asked If they got news in the past two hours, 

When they did, average % d the times they got illhrough .. , 

News org website/opp 

Social media 

Search engine ~ 

News org emaiLilexl _ 

Family or lriend emalVlexl • 

Olher _ 

Notl'! Rcspondcms were asked tbout Ih", news Ihey !:lot I)n their m~in 
tupic in e~eh in~tunce, Nombcn Idd II) mon: th~n 10M. ba:ausc 
respondents could repon using n:ore than one p3th"'3)' in each 5ul"\'e)'. 

~ lIow Americans Encountcr. Recall and Ael Upon Digital News," 
SUl"\cy tOfIducctcd Feb. 24·Mlln:h l. 2016 

Sourer: /'1.'10' Reseon:h Cenrer 

5. Which accurately describes th e information presented in the above chart'! 

(A) People obtain news online mostly through soeialmcJia ur iI m:ws 
organ ization's website. 

(8) More Americans arc gctt ing news through soc ial media than via 
television. 

(C) Most Americans use Google, Bing, or other searclt engines to find 
relevant news stories. 

(D) Texts from fa mily and friends are what mosl ofte n lead people to 
onli ne news. 

6. Which of the fo llowing is it reasonab le conclusion based on the data in 
the graph? 

(A) Americans prefer watChing video to readi ng tex t for tbeir news. 

(8 ) News outlets face stiff compet ition for consumers. 

(C) Emai l wi ll soon be the ma in way news outlets deli ver news. 

( D) Sea rch engines provide :111 unbiascd index 10 Ihe news. 
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7. Whieh of the following is a legitimatc limitati on to the infonna tion 
presented in the gm ph'? 

(A) The graph docs nOI considcr Twitl er or Snapchat. 

(8 ) The graph does not distingui sh between emai l, tcx t. and alert s, 

(C) The graph fai ls 10 consider how often people get thei r news from 
word of mout h. 

(D) The graph does nOI di stinguish consumpt ion of on line news ve rsus 
pr im mcd ia. 

Main Sources of News for Voters in 2016 Presidential Election 
% of yoters who mHned_ ils their ~main sourco~ fOfnews about the 20 16 campaign 

All VOTERS TRUMP VOTERS CLINTON VOTERS 
FOJlNewa'~ 

CNN' mJ 
Focebool\ III 
Local TV m 

NBC Il 
MSNBC D 

ABC El 
NPR a 
CBS C 

New York Times El 
Local new!lpapefS !l 

FOll News' !! __ "",,"d eNN' ..mI 
CNN ~ MSNBC Kl 

Faeebook IIJ Facebook ~ 

NBC IJ LocallV EJ 
LocallV ~ NPR IJ 

ABC EI ABC E 
CBS g New York TutIOs D 

Local radio EJ CBS () 
NOCD 

Local !1t!IWSpaPflfS D 
FOll News 9 

'Among Ihis group 01 YOIOfS, Ihls source WII5 nllrrfld 01 slgnificanlly high« roles limn lhe source 
below it. Significllnce 01 BI'Iy other relatiot1ships PIOvided upon request. 
NOle: Sources shown life coly lhose lhat were named by alleast 3% 01 each group. Results are 
based on responses 10 open-ended questions: fO$pondenls could write in any source they chose. 
Source: Pew Research Genler SlrYey conducted~. 29·Dec. 12,2016. 
"Trump. Clinton VOlers DIvided in Their MlWl Source IOf Eleclion News" 

8. Which statement accuratc ly re fl ects the infonnat ion presen ted in the 
above ill ustration? 

(A) More Cl inlon votcrs watchcd CNN than any other Ollliet for thei r 
eleClion news. 

(B) Tr ump voters tendcd to watch a widcr variety of news outlets thom 
Clinton voters. 

(C) One of the Dig Three led in viewcrsh ip/audienee when voters were 
asked whatthcy watched fo r election ncws. 

(D) For election news viewing. CNN ranked highcst in all th rec 

categories. 

9, What conclus ion call you draw from the data in the information graphic'? 

(A) Fox Ncws built its viewership on its reputation for credibilit y. 

(B) Fox Ncws tnrgets conservatives as their nic he audience. 

(C) Trump votcrs te nd to rely more on pri nt journali sm than tclcvision. 

(0 ) Social mcdia pl ays a vcry sma ll role in gell ing election news. 
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10. What is one effect of consumer·driven media? 

(A) It replaces content from professionals with content from 
nonexperts. 

(B) It increases the qualit y of publi c debate by engag ing so many 
people. 

(C) It helps establ ish the importancc of fact and resea rch before 
sharing storics. 

(0) It overcomes ideological divides and brings people together. 

FREE-RESPONSE QUESTIONS 

I. "For it seems now morc certain than ever thai the bloody experi ence 
of Vietnam is to end in a stalemate ... To say that we are mired in 
sta lematc seems the on ly real isti c. yet unsat isfactory, conclusion. On 
the o IT chance that military and politica l analysts arc right, in th e next 
few motuhs we must leSI the enemy's intent ions. in case this is indeed 
hi s last big gasp before negotiations. But it is increasingly clear to th is 
reporter that the only rational way out then will be to negotiate, not 
as vic tors, but as an honorable people who li ved up to their pledge to 
defend democracy, and did the best they could. " 

- Anehonnan Walter Cronkite, CBS News Broadcast, 1968 

AOer reading the scenario. respond to A, B, and C below: 

(A) Desc ribe the nature oflhe report ing in the p:lssagc above. 

(8) In the context orthe passngc, explain how the nature of re porting 
in part A affects elected officials. 

(C) In the context of the passage, explain how the media serves as a 
li nkage inst itution. 
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Total Estimated Circulation for U.S. Daily Newspapers 

BO.OM 

eO.OM 

40.0M /-1/ 
20.0M 

, o 
1940 1950 

Sl!urrt: EJilO".{ PuhliJhl r 

, 
1960 

, , , 
1970 1980 1990 2000 

- Weekcl"y - Sunday 

2. Use the information graphic to an swer the questions. 

~ 

, 
2010 

(A) Identify a decade during whicll both weekday and Sunday 
circulntion decli ned . 

(8) Desc ribe a difference in the trend between weekday nnd Sunday 

circulation, and draw a conclusion about that difference. 
(C) Explain how newspaper circulation as shown in the graphic 

demon strates Ihe cha nging media landscnpe. 

3. Jay Near was th e publisher of a newspaper in Minneapo lis in Ihe late 
1920s called The Sarurday Pres.~ . In it he accused pub lic officials of 
corrupti on in sensational exposes and took an anti-Cmholic, anti­

Semi tic. and an ti- labor posture . A 1925 Minncsolll slate law known 
as the Publi c Nui sance Law or Mi nnesota Gag Law banned future 
publication of The Sa/llre/ay Pre.l·s 0 11 Ihe grounds that its bigoted 
atti tudes consti tuted a public nui S<lT1ce . Near sued , arguing that the 
rights to a free press were vio lated . A state court upheld the ban, but 
the newly formed American Ci vil Liberties Un ion became interested 

in the case and it cnme before the Supreme Cou rt in 1931 as Near II. 

Millnesota. In a 5:4 vote , the Court ruled that th e stn te law prevent ing 
publication in advance was un co nst itutional even i r what was go ing to 
be publi shcd was untrue. 

(A) Identify the pri nciple that is comlnon to both Near II. Millnesora 
(1931) (lnd Nell' York Times Co. v. United States (1971). 

(Sec page 250.) 
(B) Based on the principle iden tified in part /I. , explain a differe nce 

between th e racts of Neor v. Mil/llesota and those in New York 
Times CU. II. Ullited Statc.\' ( 1971). 

(C) Desc ri be an act ion that a persall or organization could take after 
publication of a controversial. libe lous, or offe nsivc article. 
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4. Develop an argument that explains whether a free press is essential to 
democracy. 
In your essay, you must: 
• Articulate a defensible claim or thesis that rcsponds to the prompt 

and establishes a line of reasoning. 

• Support your claim with at least TWO pieces ofl\ccurate and 
relevant information: 

• At least ONE piece of ev idence must be from one of the following 

foundational documents: 

- First Amendment of the Constitution 

- BrulllS No. I 

• Usc a second piece of evidence from the other document from the 
list above or your study of the media 

• Use reason ing to explain why your evidence supports your claim! 
thesis. 

• Respond to an opposing or alternative perspective using refutation, 
concession, or rebuual. 

WRITING: PLAN AND REVISE 

Take time before digging into your writing to gather your thoughts. 
What position are you taking? What evidence wi ll you use to support that 
pos it ion? What are altemate positions? How will you respond to them? A 
graphic like the one below might help you prepare 10 write. 

My position 

Evidence (include 
ill least two 
pieces) 

Alternate positions 

Rebuttals 

Leave time to revise your essay after you com plete a firs t draft. Check 
it over to make silre you have addressed each required task. Also check 
your organization and transitions. Does your essay now smoothly? Read 
it over from the beginning with fresh eyes and try to make your ideas as 
clear as possible. 
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UNIT 5: Review 

~lC chapters in Unit 5 have explored how political partics, interest groups, 

c<Ullpaigns and elections, and the media arc conduits to volers and democracy. 
If it weren ' t for partics, elections. interest groups, and the press, many 
American voices would never be hea rd. and fewer ci tizens would understand 
govern ment. Political parties, very broad coa litions, choose candidates and try 
to place them into office. Countless people also have more narrowly tai lored 
interests, and they cO;l ics(';c to create interest groups. These groups represen t 
everyone from pol ice officers to Wall St reet financ iers. Many foml Political 
Act ion Commi ttees (I)ACs) and develop relationships with lawmakers. The 
plura list theory holds that many inlerests arc beller than few and that they 
create opposing political forces and operate as a check and balance outside 
the Constitution. Because there is so mueh interest in who will govem and 
Ihal wi nning elections takes so much money and pub lie effort, the govemmenl 
has passed laws to properly and Hti rly administer elections. Most notably, 
the Congress created Ihe Federal Elect ion Commission to monilor campa ign 
finance limits. 

The media report all govcmmcnl, help set 11 national agenda , and often 
give their opinions. They have gone from party-financed prinled publi cations 
to 11 fas t-paced, interacti vc plalfonn. Select language or images can hea vily 
en hance or ruin candidates or s lap a policy idea. Since the Supremc Coun has 
ru led that government has no right to prior restmint. the freedom of the media 
to ex press a wide range of ideas is guaranteed. 

THINK AS A POLITICAL SCIENTIST: RESEARCH THE ROLE OF THE 
PRESS 

Political scientis ts. li ke journalists. ask and try to answer quest ions 
when doing research. In this chapter, for example, you read about thc role 
or lhe prcss in the U.S. pol itical system. What arc some questions you might 
ask to create meaty queslion wonhy of furthe r research? 

Practice: look up Ihe following ar1ic1es: ~GOP Security Aide Among Five 
Arrested in Bugging AHajr,~ Bob Woodward and Carl Bernstein (Washington 

Post, June 19, 1972) and "Donald Trump for President" (Las Vegas Rev;ew­
Journal, November 7, 2017). look attha headlines and dates, and consider the 
overall editorial slant of each of the publications. Determine the purpose of each 
ar1icle. Look for patterns that link and separate the two articles. Then write down 
a succinct theory about what they indicate about the role 01 the press in U.S. 
politics. Also identify two more questions for additional research . 
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Review Learning Objectives 

As you review Unit Five, be sure you can complete the fo llowing learning 
objectives. Page numbers are provided to help you locate the necessary 
information to fu lfill the leaming objective. 

" UNIT FIVE LEARNING OBJECTIVES 

MPA-3.A: Describe the voting rights protections in the Cons111utlon Pages 
and in legislation, 426- 431 

MPA-3.B: Describe different models of voting behavior. Pages 
438-440 

MPA-3.C: Explain the roles that Individual choice and state laws play Pages 
In voter turnout In elections, 431-432, 

443-444 

PMI-S.A: Describe linkage institutions. Page 424 

PMI-5.B: Explain the function and impact of poli tical parties on the Pages 
electorate and government. 452-462 

PMI-5.C: Explain why and how political parties change and adapt. Pages 
462-473 

PMI-S.D: Explain how structural barriers mpact third-party and Pages 
independent candidate success, 473- 477 

PMI-S.E: Explain the benefits and potential problems of interest- Pages 
group influence on elections and policy making. S19-S28 

PMI-S.F: Explain how variation in types and resources of interest Page S28 
groups affects their ability to influence elections and policy making, 

PMI-S.G: E:o:plain how various political actors influence public policy Pages 
outcomes, 535-545 

PRO-2.A: Explain how the different processes work in a U.S, Pages 
presidential election, 488-495 

PRO·2.B: Explain how the Electoral College impacts democratic Pages 
participation. 494-495 

PRO-2.C: Explain how the different processes work in U.S. Pages 
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Five times in American history, the winner of the popular vote did not win 
the electoral vote. Hilhlry Clinton' s loss to Donald Trump in 2016 is the most 
recent exam ple . This possibility has led some to critici ze the Electoral College 
system. Others sec the process as a way to ensure balance and to guarantee 
that a consensus candidnte becomes president. Gallup has found IhOlI more 
than 60 percent of those polled want a constitution .. l amendment to change 
the electoral system. whil e onl y about 33 percent want to kccp it in it s currcnt 
ronn. A proposed constitutional lIIllendment to scrOlp the system and replOlce it 
wilh a popu lar vote has been a lTered repeatedly in Congress for yC(ll's. 

rb~ BENEFiTS OF THiELECTORAL DRAWBACKS OF THE ELECTORAL 
I~,~}.'!;'~, COLLEGE , COLLEGE 

• Slates relain their importance in • One candidate can win the popular 
electing the president. vote and not win the electoral vote. 

• Candidates must campaign and seek • Electoral vote strength is higher, per 
votes in most slates rather than only capita. in smaller slates. 
heavily populated states. 

• The practice guarantees a consensus • The winner-take-all system 
president with broad support. discourages those who voted for the 

runner-up. 

• States retain primacy if the election • If the election goes to the House and 
goes into the House and Senate. Senate. these delegations can vote 

independently of their states. 

The 2016 Presidential Campaign 

The unusual 2016 presidential campaign is perhaps the worst exampl e to 
study for understanding norms and trends in voting. campai gns, and elections, 
since il was dominated by an unconventional candidate. 11 drew the attention 
of more than 20 viable candidales, brought an intense intra·pany contest in 
both major panies, set a new record for money spent, sparked attempts to 
man ipulate election ru les to stop that unconventional candidale. and lOok the 
candidates down in the mud like no other public campaign in memory. 

The Frontrunn ers Fomlcr Secretary of State Hill ary Clinlon was the 
heir·apparellt for the Democratic nomination. She stepped down after one term 
at the State Depanment. She had survived critic ism and an FBI investigation 
into her usc or a personal email server ror official State Department lind 
classified communications and had been exonerated. 

Also entering the race was Senator Bernie Sanders of VennollL Sanders. 
a se lf·described democratic socialist and champion of the common person. 
promised to work for a S 15 minimum wage, free co ll ege tuit ion at publ ic 
uni versities, and a universal health care poli cy. Fou r ot her viable candidates 
took paM in early Democrat ic primary elections but dropped out a ft er failing 
to ga in much support. The nomination quest came down to a race between 
Clinton and Sanders, one Ihe darling of the elite wing of the party able to rai se 
huge amounts of campaign money, the other bragging about his S27 average 
cam paign donations. 
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On the other side was a field of 16 Repub licans, some with executive 
experience or time in Congress. Young senators Ted CnJz (TX) and Marco 
Rubio (FL) entered the race. Governors Chris Christie (NJ), John Kasich 
(OH), and Jeb Bush (FL) alllllld a level of support. Dr. Ben Carson, a retired 
neurosurgeon from Michigan, also joined the race. New York real estate mogul 
and media hound Donald J. Trump, who had flirted with running for president 
more than once, announced in the summer of 20 15 in an orchestrated descent 
down the escalator in golden Trump Tower that he was a candidate for the 
Republican nomination. The race was on. 

Trump, Carson, and Cruz exchangcd places for coming in first in the Iowa 
state polls leading up to the state's caucus vote, dwarfing the establishment 
candidates. It was clearly a year for the outsiders. 

The pre-primary election campaigns were characterized by the enthusiastic 
chanls for economic equality from Sanders crowds and Donald Trump 's 
personal attacks against fellow Republican candidates. Trump'S key promises 
involved tightening up the border with Mexico with a wall and repealing the 
Nort h American Free Tmde Agreement (NAFTA) (see page 404). He also 
found support among a Rcpublican base by adopting a pro-gun, pro-life, pro­
America position. 

Caucuses and Primaries When Iowa held its caucuses in early February, 
Clinton beat Sanders by only two-tenths of one percent. In New Hampshire a 
week later, Sanders defeated her with 60 percent of the vote to Clinton's 38 
pcrcent. In the Republican contest, Cmz won the Iowa Republican caucuses 
with 2& percent, Trump came in second with 24 percent, and Rubio sneaked 
into third with 23 percent. In New Hampsh ire for the next round of rank~and­
file party voters, Trump won with 35 percent, John Kasich came in second and 
kept his bid alive with 17 perccnt, and Ted CnlZ came in third with 12 percent. 
The nation was in for a competitive nomination contcst in both major parties. 

Over the next few state primaries, Trump continually attacked whichever 
candidate seemed to pose a threat to him, creating insulting nicknames for 
them- " Low-energy Jeb," "Little Marco," and "Lyin ' Ted." He continued to 
accumulate primary and caucus wins and was perhaps underest imated as a 
fonnidable presidential candidate. 

The GOP contest got uglier. Trump pointed to a tabloid magazine story of 
Cruz's marital infidelity and all eged that Cruz's father, a Cuban immigrant, 
was somchow invol ved in JFK 's assassination . With these tact ics and others 
like them, Trump plowed over his opponents and clinched enough convention 
delegatcs after Indiana 's primary vOle on May 3 to become the Republican 
candidate. Cruz bowed out of the race that evening, and Kasich bowed out the 
next morning. Kasich never endorsed Trump; Cruz did so only after Trump 
won the nomination. 

Nominees Over the remaining nine states, TOllnp, the only candidate still 
in the contest, received an average of 73 percent of the primary vote (some 
other candidates' names appeared all ballots, though they had withdrawn their 
candidacy). With some strong anti-Trump feelings within the Republican 
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Party, a few conservative leaders tried to stop Trump's nom ination at the 
Cleveland convention with creative use of the technical delegate niles to 
nominate someone else. It didn't work. 

for the Democrats, Cli nton remained ahead of Sanders in the delegate 
count, but he won 23 of the 57 state and territorial contests through the spring. 
Though Clinton handily had the support of superde legates and the delegates 
resulii ng from the primaries, in many ways Sanders won the hearl and soul 
of Ihe party. Despite his low average donation , he received more than S200 
million in lotal campaign contributions. But she was the presumptive nominee. 

"We arc all standing under a glass cei ling right now," she said from a New 
York stage, and declared that th is would be the "the first time in our nation 's 
hi story that a woman will be a major party's nominee for president." Cl inton 
carefu ll y enjoyed the moment but did not yet claim the nomination. Sanders 
had yet to concede, and the officilll vote would take place at the convention. 

Before conceding, Sanders wanted some of hi s policy positions to 
be added to the Democratic platfonn. After a White House meeting with 
President Obamn and five days to think things over, he personally gave Hillary 
a fu ll endorsement in a high school gym in New Hampshire. "She will be the 
Democratic nominee for president ," he declu rcd, "and I intend to do everything 
I can to make certain she will bc the next president." A number of his ideas on 
the min imum wage, environmental regulations, and drug policy did influence 
the Democratic platfoml. 

Campaign fo r thc Ccncml Elcct ion As the post~eonvention campaign 
began, a late August poll showed perhaps the widest gap behveen the 
candidates, Cl inton with 45 percent to Trump's 33. That gap narrowed. The 
candidates' respective poll averages from September through Election Day 
had Clinton outpoll ing Trump by on ly 45.5 percent to 42.2 percent. 

Third-I)arty C:lndidatcs Some minor party eund idlllcs entered the race. 
Former Republican New Mexico governor Gary Johnson was the Libertarian 
nominee, and Dr. Jill Stein of Massachusetts received the Green Party 
nomination, us she had in 2012. Fonner CIA official Evan McMullen gave 
Repub licans against Trump someone to vote fo r, but his name appeared only 
on the Utah ballot. 

The gencral election campaign put a Democrat candidate from the heart 
of D.C. politics against a bombastic and sometimcs cnlde TV persona whose 
most recent public gig was firing people on NBC's The Apprellfice. By the 
time Tnunp eamed the nomination, he had insulted prior Republican nominee 
John McCain ror gelling captured by the enemy in Vietnam. Trump had also 
questioned the judicial ethics of a federal judge because he was Hispanic, 
and he had refused to denounce the support of a head Ku Klux Klansman. 
Meanwhile, his heavily-attendcd mllies were characteri zed by altercations 
between Tmmp supporters and Democrat ic interlopers and harsh threats to 
membcrs of the media. The party's most recent nominee, Mill Romncy, had 
suggested Republicans nominate "anybody but Tmmp." 
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An Ugly Campaign What followed was what many termed "a race to the 
bottom." Trump continued hi s unconventional and, to many. un statesmanlikc 
approach to cam paigning, winning support among many middle-class workers 
who responded well to hi sAmericli First ideology and the concern he expressed 
for average working persons who may have lost their jobs as industry steadily 
declined. 

As of early October, Clinton\ campaign had spent $145 million on TV 
commercials to Tn1l11p 's $32 million. Trump, however, received an estimated 
$200 million in free media. Top cable news reporters stood by at his rallies 
awaiting his grand entrance and anticipating somc shocking behavior or 
pronouncement that would boost ratings. Meanwhile, his "Make America 
Great Again" message resonated with those who felt shut oul by traditional 
politicians. He had strong support among independents, who believed the 
Democratic party had gone soft on illegal immigration and no longer protecled 
the American worker. He had capitalized on a cultura l patriotism that put him 
in reach of defeating Clinton ifhe focused on the right states. 

Meanwhile Clinton took a jab at some of Trump's supporters, referring 
to them as "a basket of deplorablcs." This pejorative phrase deli vered at an 
expensive Dernocrati cm Patty fundrai ser was likely directed at the pro-Tmmp 
Klansman and those ruffians hissing at reporters, but it was perceived by 
many as a broad-brush painting of any voter who did not support her. Tmmp 
stratcgi sts were able to turn the comment into another liberal elite's uptown 
view of Midd le America. 

The October surprise came with the release of a decade-old Acce~·.\· 

f/oilYlVood video of Trump on a hot mie bragging about how he could have 
his way with women, kissing and grabbing them. When th is news broke, he 
apologized before quickly pointing 10 Bill Clinlon's dalliances, affairs, and 
aggressions toward women, suggesting that Hillary enab led thi s behavior. He 
invited Bill Clinton 's past victims to the next televised debate to showcase the 
fonner president 's behavior. 

The campaign had sunk to a new low. Then, on October 28, then-FBI 
Director James Comey announccd the FBI had come across a new batch of 
Clinton emai ls and felt compelled to let it be known that the FBI WllS obligated 
to examine these and warned that more investigation was poss ible. As it turned 
Ollt, there was nothing new in those emails and the investigation was closed 
once agalll. 

T he Vote When citizen voters cast their popu lar votes on Tuesday, 
November 8, and such statcs as North Carolina, Florida, and Ohio wenl for 
Tmmp, the Clinton team became ve,y nervous. lnto the late evening and early 
morning, Trump won Pennsylvania, Wisconsin, and by the closest of margins, 
Michigan. The networks and the pundi ts startcd calling the election. In the final 
tally, Trump won 306 electoral votes to Clinton 's 232. However, Clinton 's large­
margin Sllccesses in states like Ncw York and Cali fornia took her ovcr the top in 
the national popular vote. Once provisional and absentee ballots were counted, 
Clinton had 3 million more votes than Tnnnp did. She received 48 percent of the 
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nationaltotai, he received 46, and the minor party candidates split the remainder. 
But with the winner-takc-all systcm and the razor-thin victories in the Rust Bell 
(pans of the Northeast and Midwest where industry is in decline), Trump took 
the Electoral College. In his 2:45 a.m. victory speech, the president-elect said in 
n pnrtially scripted and partly ad-lib address, "Now irs time for Americu 10 bind 
the wounds of division; have to get together. To all Republicans and Democrats 
and independcnts across this nation, I say it is timc for LIS to come together as one 
un ited people." 

Congressional Elections 
All House seats and one-third of Senate seats arc lip for election every two 
years. Federal elections tha t take place halfway through a president's teml 
are ca lled midterm elections . The midtenn elections receivc a fract ion 
of the media attcntion and fewcr voters cast ballots. The Council of State 
Govemments reports that since 1972, voter tumout in midtcnn elections is 
on average 17 points lower than in presidenlial elections. The down-ballot 
federa l raees that take place on the same day as presidential elect ions 
arc overshadowcd by the big contcst. Yet, in tcmlS of policymaking, these 
campaigns are important and deserve attcntion. 

Tocompcte in a modern campaign for the U.S. l'louseor Senate, a candidate 
must create a nctworked orga nization that rcscmbles a slllall company, spend 
much of his or her own money. solicit hundreds of contributions, and s..'1crifiee 
many hours and days. SenatorShelTod Brown of Ohio expla ins how a cand idatc 
"must hire a staff and make wise use of volunteers ... craft a cogent. clear 
message ... budget careFully in spending money on mail , radio, television and 
printed material ... and be lib Ie to successfully sell the product- himse lf- to 
the public and to the media." Large campaigns divide these tasks into sevcra l 
categories, such as management. public relations. research, fundrai sing, 
advertising, and voter Illobilizution. 

I ncumbency As with presidential candidates, the incumbcnt in 
congressional elections has an advantage over a challenger. With rare 
exception, a congressional incumbent has a stronger chance of winni ng than 
the challenger. 

Thc incumbent 's financial and electoral advantage is so daunting to 
cha llengers that it often dissuades viable cand idates from ever entering the 
mce. 1·louse incumbents tend to win reelection more than 95 pcrccnt of the 
time. Senators have :In incumbency advnntnge too, but theirs is not quite as 
strong. Incumbents capitalize on their popUlarity and war chcst, showering 
their districts with mail :md email lhroughout the congressionaltenn. During 
campaign season, they purchase commcrcials and load up thc district with 
yard signs while ignoring their opponent and sometimes refusing to take part 
in public debates. 

Incumbents havc several bui lt-in advantages. Namc recognition is a 
powerful factor. For two or more years, all federal incumbents huve appeared 
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in the news, advocated legislation, and sent newsletters back to consti tuent 
voters. Nine oul of ten voters recognize their House member's name, while 
fewer than six out often recognize that of the chall enger. 

Incumbents nearly always have more money than challengers because 
they arc highly vis ible and often popular, and Ihey can exploit the advantages 
of the office. They also already have a donor network established. Political 
action committees (PACs), formal groups formed from interest groups, 
donate heavi ly to incumbents. PA Cs give $ 12 to an incumbent for every $ 1 
they donate to a challenger. 

Party leaders and the Hill Committees (see page 46 1) reali ze the 
advantage incumbents have and invariably support the incumbent when 
he o r she is cha lJ enged in a primary. In the general elections, House 
representntives rece ive roughly thrce times more money than their 
challenge rs. Chall engers receive a mere 9 percen t of their donations from 
PACs, while 1·louse incumbents collect about 39 percen t of the ir receipts 
from these groups. 

A substantial number of incumbents keep a small campaign staff or 
mai ntain a campuign office between elections. Omceholders can provide 
se rvices to constituents, including answeri ng questions about issues of 
concern to vOlers, such as Medicare paymeIlls and bringing more federal 
dollars back home. 

Certainly not all incumbents win. The single greatest predictor of an 
incumbent's loss is a poor economy while hi s or her party is in power. In 
hard l!conomic times, the voting publi c holds incumbents and their party 
responsible. 

In midterm elections, regardless of the condition of the economy, the 
president's party usually loses some seals in Congress. Based on results from 
fi ve recent midtcnn elections, the presidcnt 's party lost an average of 26.4 
1·louse scats and 3.6 Senate seats. 

However, during presidential elec tion years, congressional candidates 
can onen ride the popularity of their party 's presidential candidate. When a 
Democrat presidential candidate wins by wide margi ns, fellow Democratic 
congressional candidates down the ballot typically do wcl1 also. This is cal1cd 
the cuaUllii effect. 

Districts and Primaries Legislative elections in several states have 
resulted in one-party rule in the statehouse. When drawing congressional 
di stricts for the reapportionment of thc U.S. House, these legislatures have 
gerrymandered congressional dist ri cts into one-party dominant un its. (See 
page 106.) This situation dampens competitiveness in Ihe general election. In 
2016, on ly 33 House races, less than 10 percent, were decided by 10 poi nts 
or less . Nearly three-quarters of all House scats were decidcd by 20 points or 
more. 

These "sare" d istricts make House incumbents unresponsive to citizens 
olLtside their party, and they have shined Ihe competition to the primary 
election. Several cundidates from lhe majority party will emerge for an open 

500 AMSGO· Ap· UNITED STATES GOVERNMENT AND POLITICS 



scat, all trying to look more partisan than their competitors, while one or two 
sacrifici al candidllles from the minority party will run a grassroots campa ign. 
Whcn 1·louse incumbents do not act with sunicient pat1isan unilY. candidates 
will run ngainstthem, running to their idcological extrcmc. 

Campaign Strategies 
Winning elections requires the experti se of profess ional consult an ts. These 
may include a campaign manager, a co mmunications or publi c relations 
cxpert, a treasurer, nn advcrtising agent, a fie ld organizer, and a socia l media 
consult an t. The campaign profession has blossomed as a consu lting class 
has cmcrgcd. StatTcrs on Capitol Hill , political science majors, and those 
who ha ve worked for part isan and nonprofit endeavors also ovcrlap wit h 
politi ca l ca mpai gns. Entire finn s and parti san~bnsed tmining organ izat ions 
prepure energetic civic~l1lindcd citi zens to cnter this licld that elec ts ollicia ls 
to implement desired policy. 

Consultants will help candidatcs understand what voters think. A typ ical 
campaign spends about 3 pcrecnt of its resourccs on polling and surveys to 
gather this infonlmtion. Cand idates al so want to bui ld a base of support and 
mobil ize members of their coaliti on to get to the voting booths. 

Polling results can help candidates frame th ci r message. Polling he lps 
determine which words or phrases to usc in speeches and advertising. 
Cmnpa igns occasiona lly usc tracking po ll s to gain feedback after changing 
campa ign stratcgy. They Illay al so hold focus grou ps. and incumbent s rel y 
on constitucnt communication ovcr their te rm. Candidates a lso keep an eye 
on Intcrnet blogs, listen to rad io cal1~ i n shows. and talk with party leaders 
and politica l acti vists to find out what the publi c wants. Campaigns al so set 
up rcgistration tables at county fai rs and on coll ege campuses. Thcy gathcr 
addresses from votcr regist ration li sts <llld 111ai 1 out promoti onal pieces that 
hi ghli ghlthc cand idate 's acco mpli shment s and o ft en include photos ol"l he 
candidatc a longside spousc and fam il y. Campai gns a lso conduct robocall s, 
automated mass phone ca lls to promote thcmsclves or to denounce an 
opponent . 

Showcasing the Cli ndid:lte Most volcrs, like 1110st shoppers. make 
thcir decision based on limited infonnation with onl y a small amount of 
consideration. For thi s reason, electroni c and social media, television, and 
focll s groups are esscntial to winni ng an elccti on. A candidate's mess,lgc is 
o llcn cen tered on common themes of decency, loyalty, and hard work. 

A typica l campaign is d ivided inlo Ihree segments : the biography. Ihe issues. 
and the attack. Successful candidates have a unique slory 10 tcll. Campaign 
literature and te lev ision ads show candidates ill prcv ious public scrv ice. on 
pl aygrounds with chi ldren, on a front porch with fam ily, or in church. These 
images allraet a wi de variety of voters. Aficr the biography is lold . ;1 debate 
ovcr Ihe issues begins as voters shop for their e{l ndidatc. Cotlsulwn ts and 
profess ionals believe i ssues~oriented campaigns motivate large numbers of 
pcop lc to come oul and vote. 
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BY THE NUMBERS 
Typical House Candidate Campaign Budget 

OfIlee 

Polling 

'" 

Sourcc: P,,~/.t IIcf71I.JQII, Congrrnlo""/ Ef<'Cflrms. }(}(NJ 

What do 11Il' numben ~hllw? Whallll'C' the chief expenses in p Iloose 
campaISI!'! Wha! porllOn of a candldal~'1i cxpcndilUres an: for marketing! 
showcasing the candidate? What pen:C!)\ goes to support SlofT or some type 
of research? 

Defining the Opponent Candidatcscompeling for independent voters find 
it necessary to draw sharp conlrnsts between themselves and thci roPPollcnls. An 
attack phase begins latcr in the race, onen motivated by desperation. Underdogs 
sometimes resort 10 cheap shots and work hard to expose inconsistencies in 
their opponent's voting records. Campaigns do oppos it ion research 10 reveal 
their opponent"s missteps or any unpopular pos itions taken in the past. Aides 
and sl:tfTcrs comb ovcr the CongreSSional Record, old in terview tmnscripts, 
and newspaper articles to search for damaging quotes. They also ana lyze an 
opponent's donor li st in order to spotl ight spccial-intcrest donations or out-of­
state money. 

Ocblltcs As the elect ion nears, candidates participate in formal public 
deb:llcs. highly struct ured events with strict niles governing response time 
and conduct. Thcse events are risky because candidates can su tTer from gaffcs 
(verbal slips) or from poor pcrfonnanecs. Incumbents and front-runners 
ty pically avoid debates because they have everything to lose and little to 
gain. Appearing on a stuge with a lesser-known competitor usua ll y belps 
the underdog. For raees with large fields, those organizations sponsoring the 
debatcs typically determine which candidates get to participate. Their decisions 
are sornetimes based on where candidates stand in the polls. 
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Tclc\'ision Appcaranccs The candidate 's campaign leam also slrntegizes 
abou t appearances on tclevision, eitber in ncws covcrage or in a commcrcia l. 
Veteran Democratic specchwriter and cumpaign consultant Bob Shrum 
laments, "Things arc measured by when a campaign will go on televi sion, or 
if they can and to what degree they can saturate the air waves ." (See page 458 
for more on a candidate's television strategy.) 

Socilll Media Connec ting to voters via social media has become essential 
in campaigning. Campa igns usc Facebook as a way to connect with olher 
Facebook users. Also, for n fee , Facebook offers consultants from their 
company to political groups to he lp reach voters, much as they offcr consulting 
connections to a corporat ion. As Trump's key digita l campaign manager, Brad 
Parseaie, explained on 60 Mil/Illes, the Trump team took facebook 's offer of 
help; the Clinton team did not. 

The Facebook platfonn and technology allow campaigns to microlarget­
identify by particular traits and criteria~independent voters who could be 
persuaded and leam what might persuade them. Perhaps an intense, issues· 
oriented ad would sway their opin ions. or maybe the color of a button might 
enhance the chances for a donation. Markcters use psychographics- profiles 
of a person 's hobbies, interests, and values- to crcate image-based ads that 
wou ld appeal to certain personalities. Different personality types will see 
different ads. 

Some of the ad systems or strateg ies employed dark ads, those that go to 
n particu larly selected small audience and then disappear. It is suspected that 
campaigns have used these for shaky or even Fal se messages, as there is less of 
a trai l to connect them \0 their source. (See page 460.) 

Campaign Finance 
"There arc two things thaI arc important in pol itics," asserted political boss 
Mark Hanna more than 100 years ago. "The first is money, and I can't 
remember what the second is." 

I·Janna was neither the first nor the last poli tician to realize that money 

is at the heart of poli tics. The entanglement of money and poli tics reached 
new levels when people with unscrupulous business practices became fixtures 
in the political process in the late 19th century in an effort to influence and 
reduce the Federal govenlll1ent's regulation of commerce. The bulk oftoday's 
relevant campaign finance regulat ions, however, came about much later- in 
the earl y I 970s- and other laws and Supreme Court decisions fo llowed. 

In 1971, Congress passed the Federal Election Campaign Act (FECA), 
wh ich tightened reporting requirements and limited candidates' expenditures. 
Despite th is law, spending in the t972 presidential race between Richard 
Nixon and George McGovern reached $9 1 million. As the Watergate scandal 
unfolded, Amcricans becamc di senchanted with their president and with the 
now of money in national politics. The White House·sponsored Watergate 
break·in and subsequent in vestigation was not in itially about money, but 
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as investigators and reporters looked closer at the scandal, Americans soon 
realized how much money was going through the campaign process and how 
donors had subverted the groundbreaking yet incomplete 197 1 act. Congress 
followed up with the 1974 amendment to the FECA. 

The 1974 law prevented donors from giving more than S I ,000 to any 
federal candidate and more than $5,000 to a political committee in each 
elect ion (primaries and genera l elections ,Ire each considered "e lections"). 
It capped the total II candidate could donate to hi s or her campaign and se t 
a maximulll on how much the campaign could spend. The law created the 
Federnl Election Commiss ion (FEC) to monitor and enforce the regulat ions. 
It also created a legal definition for pol itical action committees (PAC) making 
donations to cam paigns, declaring that they must have at least 50 members, 
donate to at least five candidates, and register with the FEC at least six months 
in advance of the election. 

':,'. KEY PROVISiONSOF THE FEDERAL ELECTION CAMPAIGNACT 

• Limited an individual's contributions to $1,000 per election 

• Limited a candidate's own contribution to $50,000 per election 

• Defined and regulated donations of political action committees (PACs) 

· Created a voluntary public fund to assist viable presidential candidates 

Types of I)ACs Campaign finance luws define several different types of 
pol it ical action committees, distingui shed by how they are formed, how they 
arc funded, and how they can disperse their funds. Some also have different 
limi ts on the donation amount from individua ls per year or election. 

COl/l/ee/e(1 PAC", Corporations, labor unions, and trade organizations are 
not allowed 10 use money rrom Iheir Ireasuries 10 innuence elections, However, 
they are allowed to fonn connected PACs- pol itical action commi ttees 
funded separate ly from the organization 's treasury through donations from 
members- and make limited campaign contributions in that way. Connected 
!lACs arc a lso known as Sep:mlle Segregated Funds (SSF) because of the way 
the money is separated from the sponsoring organizations' treasuries. They 
cannot solicit donations from anyone who is not a member of the organ ization. 

NOllcollllecfed PACs These politica l action conunittees have no 
sponsoring org'lIlization and oncn form around a single issue. Thcy can soli cit 
funds rrom anyone in the general public and they can makc di rect donations 
to candidates up 10 limits set by law, Like the connected PACs, nonconnecled 
PACs must register with the FEC and disclose their donors. 

Leadersh ip PACs are a type of nonconnccted PAC. They can be started 
by any current or fonner elected offic ial and can ra ise money rrom the genera l 
public, Though they cannot be used to fund the officia ls own campaigns, funds 
in a leadership PAC can be used to cover travel and other expenses for other 
candidates. 
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Super PACs These are the newest kind of political action committee, 
whose creat ion resulted from the Supreme Court nlling in Citizem' United 
1'. FEe and the U.S. Dislrict Court mling in SpeecJlllolV v. FEe, both cases 
decided in 20 10. The Citi=ells Ulli/ed ruling opened the door for corporations 
to make political contributions 10 a committee as long as that committee did nOI 
fonnally coordinate with a candidate. (See page 47 1.) The Speedmo\\' ruling 
delennined that those contribu ti ons should have no limit placed on them. 

'I- TYPE ,: FORMED BY, REQUIREMENTS DONATION EXAMPLE 
• :,~ :" , LIMITS 

Connected Corporations, Can collect Strict Coca-Cola 
PAC (SSF- labor unions. contributions Company 
Separate trade groups only from their Nonpartisan 
Segregated members; can Committee 
Funds) donale direclly to for Good 

candidates Government 

KochPAC 

Nonconnected No Can collect Strict National Rifle 
PAC sponsoring from general Association 

(connected) public: can 
organization donate directly to Emily's List 

candidates 

Leadership Current Can collect Strict Leadership 
PAC (type of or former from general Fund (Mitch 
nonconnected) elected public; can McConnell) 

official donate directly to 
candidates 

Super PAC Anyone Can collect from Notimlts Vole Latino 
anyone; cannot Super PAC 

(independent coordinate with 
expendlture- candidates Cryptocurrency 
only Alliance Super 
committee) PAC 

/Juckley \'. Valeo ( 1976) One of the first challcnges to FEC law came wi th 
the case of Buckley \I. Va/eo. In January 1975,11 group or conservatives and 
liberals joined to overtum the Federal Election Campaign Act in the cou rts. 
Conservative New York Senator James Buckley tcamcd up with Democratic 
scnator and past president ial candidate Eugene McCarthy, the American Civil 
Liberties Union, and the American Conscrv;ltivc Union to file suit against 
Secretary or the U.S. Senat e Francis Valeo. They argucd that the early 19705 
law unconstitutionally limited free speech. The Court upheld the law 's $ 1 ,000 
limit on individual donations and the $5,000 limit on political action committee 
(PAC) donations, claiming such limits did not vio late frce speech guarantees. 
However, thc Court also m led that Congrcss cannot limit a candidate'S 
donation to hcr own camp .. ign or spending her own money, nor can it place a 
maximum on the over .. ll receipts or expend itures for a fedcral campaign. 
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Fundraising 
Since the passage of the ea rly 1970s campaign finance laws, money and 
politics have gone hand in hand , yet mostAmcricans have become concerned 
by onc's influence on the other. Sincc the Fedcral Elec ti on Campaign 
Act created the Federal Election Commission to monitor donations and 
spend ing, the amount of cash that has flowed through federal elections 
has skyrocketed. Meanwhil e, Congress has further regu lated the campaign 
finance system while free-speech advoca tes have won concessions for less 
regulation. 

Some candidates finance their own campaigns, but most rely on the party 
organ ization and thousands of individual donors for contributions. The size 
ofa candidate 's war chest, or bank account for campaign ing, can play a role 
in determining victory or loss . The campaign for financia l resources begins 
long before the campaign fo r votes . Fundmising all ows candidates to test their 
chances. Those who can gather funds begin 10 prove a leve l of support that 
makes them viable. Most successful House candidates spend more than $ 1 
million during a two-year campaign. In marc compet it ive districts with strong 
medin markets, that number will rise. To mise that cash over a two-year period, 
candidates spend about one-fourth of their campaign schedule making persona l 
phone ca ll s and holding fonna l fundraisers. Senate candidates, because they 
are n mning statewide and may attract wea lthier opponents, begin raising 
money much earlier than 1·louse candidates and devote more time to sol iciting 
cash. Scnatc candidates spend an average of $12 million and seek funds on a 
more national scale than House candidates. 

The Intemct became a campaign and fundraising tool in 1998. By 2002, 
57 percent of all 1·louse candidates and virtually every Senate candidate used 
the Web or cmai llo gather funds. This Iype of so lic itation is free, comparcd 
with an average of $3 to $4 for every direct mail request. Candidates also hold 
parties, picnics, and fomlal dinners wi th higher-level offi cia ls or celebrities as 
guest speakers. The president or other high-level party leaders can aUract many 
donors to such events. During the 2006 midtenn campaigns, 23 Republican 
incumbents who hosted a visit by then-President George W. Bush rai sed 159 
percent more money than GOP incumbents who did not host such a visit. 

The Federal Election Commission 
The FEe has unique structural traits so it can carry OUI several responsibilities. 
The president appo ints the FEC's board of commiss ioners to oversee election 
law :md the Senate approves them. This commiss ion always has an equal 
number of Democrats and Republicans. The FEC requires cand idates to 
register, or fil c for candidacy, and to report campaign donations and expenses 
on a quarterly basis. A candidate's entire batancc sheet is ava il able to the 
govemment and th e public. The FEe has a sia ff of professionals that maintains 
these records and places the infommtion online. The site www.fcc.gov is a 
database thaI allows anyone to see which individual s or PACs contributed to 
the candidates and ill what amounts. 
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The FEe also has a legal departmcnt that prosecutes candidates who do 
not follow the prescribed laws . From 1980 to 2005, the FEe was involved in 
more than 530 coun cases and preva il ed in 90 percent of the cases that wenl to 
coun . From 2000 to 20 13, the commission closed 2,623 cases and issued fines 
to candidates for late filing and non-filing that amounted to nearly 55 million. 

Mlilehing Money After the 1976 Supreme COlL!111lJing in Bllckley v. Valeo, 
Congress and the Court ultimately reac hed consensus that un lim ited donati ons 
make rorunrai r elections. Despite the COlirt mling in Buckley. however. television 
advertising and money became more important in campaigns as interest groups, 
politic ians, and lawyers round loopholes in the law. 

Also in 1976, the rederal govemmcnt established a system to offer some 
public fi nancial support ror presidentia l cand idates who met the qualifications. 
In this system today, everyone who Iiles a tax return is a lTered a cJWIlCC to 
contribute 53 of taxes they alre,1C!Y owe to be redirected to the presidential 
campaign rund . The federal government then uses that VOl untari ly directed 
money to match specified donations givcn to candidates in both the primary and 
genel'll l elections. In shon, the federa l govemment will match, dollnr ror dollar, 
individual donations or 5250 or less. To qual ify, candidates must con tribute no 
more than 550,000 of their own money. They must also ra ise at least 55,000 in 
each or 20 states in increments or 5250 or less. The guidelines ror the redeml 
matching money ensure that candidatcs have a broad base of support from 
small er donors. Minor party candidates can qualify for matching money IDa, 
but onl y ir the party' s cand idate won more than 5 percent of the vote in the prior 
e lection. This is the on ly public finance system lor candidates across the United 
States. 

The FECA only covered money going directly to and rrom a candidate's 
treasury. I ra non-cand idate wanted to spend money to imp:1C1 an election- for 
example, to buy a radio ad ror or against a candida te- there were no limits. 
}-hud money. donations given directly to a candidate, could be traced and 
regulated. But soft money, donat ions 10 a party or interest group, was not 
tracked. Thererore the party could flood a congressional di strict with televi sion 
ads Ihat paint th e opponent in a bad light . causing lurge, ultimate ly untraceable 
spending on elect ioneering al the end or a cam paign. Ummrpri singly. so n 
money spending esca lated. 

Bipartisan Campaign Reform Act This situation brought greater 
a\lcntion to soft money's influence on elections and high lighted how much 
that in fl uence was able to subvert the spirit of the 19705 reronns. Senators 
John McCuin (R- AZ) and Russ Fc ingold (D- WI) had pushed for greatcr 
campaign finance regulations si nce the mid-1990s. After some modification. 
the Bipartisan Campaign Reform Act (BCRA) of 2002, also known as the 
McCuin-Feingold law, finall y passed the I-louse with :I 240- 189 vote and the 
Senate with 60- 40 Vole, and Pres ident Bush signed it. The net banned so li 
money contributions to the nal iona l parties, increased the limits on hard money 
donations 10 S2,000 rrom individua ls with an adjustment ror inflation, S5,000 
from PACs, and 525,000 from the nationa l panics per election cycle . The law 
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also placed an aggregate limit on how much an individual could donate to 
multiple candidates in a two-year cycle. 

The Se RA prohibited corporations, trade ussociations, and labor 
organizations from paying for electioneering communications on radio or 
TV using campaign trcasury money within 60 days of the general election 
and 30 days of a primary. To clear up who or woat organization is behind a 
broadcastcd advcrti scmcnt, the McC'lin-Fcingold law also requires candidates 
to cxplici tly state, " I' m [candidate' s namc} and I approve thi s message." That 
statement must last at least four seconds. 

Though the law was dubbed bipartisan, thc vote in Congress and the 
reaction to the law has been somewhat partisan, with morc Dcmocratic support 
than Republican. It was challenged immediately by a leading Republican in 
the court s, and largely upheld. The 20 10 case of Citizells Ullited I'. Federal 
Election Commissioll (FEC) , however, overturned key parts oflhe law. 

MUST-KNOW SUPREME COURT DECISIONS: CITIZENS UNITED 
V. FEC (2010) 

The Constitutional Questions Before the Court: Does the Bipartisan 
Campaign Reform Act's (McCain-Feingold law) donation disclosure requirement 
violate the First Amendment's free speech clause, and is a negative political 
documentary that never communicates an expressed plea to vote for or against 
a candidate subject to the BCRA? 

Decision: No and Yes for Citizens United, 5:4 

Before Citizens United: Buckley v. Valeo (1976) upheld the limits on campaign 
contributions from individuals ($1 ,000) and PACs ($5,000) but ruled that 
candidates could contribute unlimited funds from their own money to their 
campaigns. It also ruled that there was no limit on total revenue or expenditures 
for campaigns. 

Facts: The BCRA prevented corporations or nonprofit agencies from engaging 
in ~electioneering communications, " primarily lV and radio campaign ads, 
60 days before the general election. In 2008, the conservative group Citizens 
United produced Hillary: The Movie, a crit ique meant to derail Hillary Clinton's 
chance for the presidency. The law prevented the film's airing, regarding it as 
"electioneering communications, " but the group appealed to the Supreme 
Court. The opportunity to broadcast the movie had passed by the time the Court 
issued its ruling, which has had a dramatic impact on campaign financing. 

Reasoning: The Court ruled that part of the SCRA violated the First 
Amendment's free speech clause and that corporations. labor unions, and other 
organizations could use funds from their treasuries to endorse or denounce a 
candidate at any time, provided ads are not coordinated with any candidate. The 
majority opinion reasoned that the limitations amounted to censorship. 

The Court reasoned further that just because a PAC or any entity entitled to free 
speech supports a candidate via advertising. that candidate does not necessarily 
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owe anything to that PAC. There's no assumption that the donation is buying a 
favor from the candidate, which in any event is already crimina! and punishable 
by statute. 

The Court's Majority Opinion by Mr, Justice Anthony Kennedy, joined by 
Chief Justice John G. Roberts and Justices Antonin G. Scalia, Samuel 
A. Alito, and Clarence Thomas: The law before us ... makes it a felony 
for all corporations-including nonprofit advocacy corporations-either to 
expressly advocate the election or defeat of candidates or to broadcast 
electioneering communications within 30 days of a primary election and 60 
days of a general election . . . These prohibitions are classic examples of 
censorship .... Were the Court to uphold these restrictions, the Government 
could repress speech by silencing certain voices at any of the various points 
in the spe~ch process .... If [this part of the lawl applied to Individuals, 
no one would believe thai it is merely a time, place, or manner restriction 
on speech. lis purpose and effect are to silence entities whose voices the 
Government deems to be suspect. 

Speech is an essential mechanism of democracy, for it is the means to 
hold officials accountable to the people. The right of citizens 10 inquire, to 
hear, to speak, and to use information to reach consensus is a precondition 
to enlightened self~government and a necessary means to protect it. ... 

For Ihes~ reasons, political speech must prevail against laws that would 
suppress it, whether by design or inadvertence. . ... 

We find no basis for the proposition that, in the context of political speech, 
the Government may Impose restrictions on certain disfavored speakers. 
80th history and logic lead us to this conclusion. 

The Court, like the country, split along ideological lines. Those dissenting 
argued thai corporations are not people and do not have the same rights, and 
that limiting corporate money In local and national elections would be favorable 
to fair, democratic elections. 

Dissenting Opinion by Mr, Justice John Paul Stevens, joined by Justices 
Ruth Bader Ginsburg, Stephen G. Breyer, and Sonia Sotomayor. 

The Court's rul ing threatens to undermine the integrity of elected 
institutions across the Nation .... 

11 is simply incorrect to suggest that we have prohibited all legislative 
distinctions based on identity or content. Not even close . .. We have, for 
example, allowed state-run broadcasters to exclude independent candidates 
from televised debates. We have upheld statutes that prohibit the 
distribution or display of campaign materials near a polling place. . .. And 
we have consistently approved laws that bar Government employees, but 
not others, from contributing to or participating in political activities .... 

The same logic applies to this case with additional force because it is the 
identity of corporations, rather than individuals, that the l egislature has taken 
Into account. ... 
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The Court's blinkered and aphoristic approach to the First Amendment 
may well promote corporale power al the cost of the individual and collective 
sell -expression the Amendment was meant to serve. It will undoubtedly 
cripple the ability of ordinary citizens, Congress, and the States to adopt 
even limited measures to protect against corporate domination 01 the 
electoral process. 

Since Citizens United : In 2014, In McCutcheon v. FEe, the Supreme Court 
ruled that the limit on how much a donor can contribute over a two-year election 
cycle was unconstitutional. To stay within that limit, the plurality of the Court 
argued, donors who could afford to give the maximum amount to a number of 
candidates would have to rule out some candidates and causes they might also 
wish to support. In that way, the Court ruled, their freedom of expression was 
unconstitutionally limited. 

Political Science Disciplinary Practices: Analyze and Interpret Supreme 
Court Decisions 

As you analyze the ruling in Citizens United v. FEC (or any other court case 
or law), compare it to other related cases or laws. Identify specific categories 
for comparison. If you are comparing Supreme Court cases, for example, the 
categories for comparison might include the constitutional principle at stake, the 
facts of the case, the decision, the makeup of the court, the historic time of the 
decision, and dissenting opinions, among others. Creating these specific and 
relevant categories will help you sharpen the comparisons you make. 

Apply: Complete the activities below. 

1. Explain the Court's ruling In Buckley v. Va/eo. 

2. Describe the facts of the Citizens United v. FEC case and the congres-
sional regulation at issue. 

3. Describe the claim the group Citizens United made about BeRA. 

4. Explain how the Court's reasoning in Citizens United led to Its ruling . 

5. Relate the ideas expressed in Federalist No. 10 to the decision in Citizens 
United. 

6. Identify specific categories you can use as a basis of comparison 
between the case of Citizens United and the case of Buckley, and then 
describe similarities and differences. 

Impact of Citizens United 
Dcbates over free speech and competiti ve and fair elections have increased 
since Cilizells Ullited. Free speech advocates, l ibertarians, and many 

Rcpubl icans view most campaign finance regu lat ions as infringemen ts on their 

freedoms, so thcy hai led the mling. Others agreed w ith President Obama whcn 
he criticized the mling at his 20 I 0 State of the Union address as a decision that 
wou ld "open the noodg:ucs to special interests." 
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Dark Money In addition to all ow ing ads by outside or so ft money groups 
immediately before an election, the Court 's ruling al so allowed for unlimited 
contri butions 10 these groups from indi vidual cit izens and other organizations. 
Thi s dark money has penetrated politica l campa igni ng, causing a lack of 
transparency about wherc the money originates. Even though political ads 
must express who is behind thcm, detcrmining exactly where the money 
ult imately comes from is hard to do. 

"Cirizens Unired changed the culture at the same time that it changed 
the law," according to Zephyr Teachollt, Fordham Uni versity law professor 
and author of Corruption ill America. "Before Citizens Ullited, corporate or 
individual money could be spent wi th a good enough lawyer. BUI after Citizens 
United v. FEC, un limited corporate money spent with intenlto influence was 

named, by the U.S. Supreme Court , indispensable to the Ameri can political 
conversation." 

The ruling also concentrates who dominates the political discuss ion. Fi ve 
years after the ruling, the Brennan Center at New York Univers ity found that 
of the $ 1 bil lion spent, abotLt60 percent ofthc donati ons to PACs camc from 
195 peoplc or cou ples. More recently, an analysis by OpenSecrcts.org found 
that during the 2016 elect ion cycle, the top 20 indi vidua l donors gave more 
than 5500 million to PACs. The 20 largest organizational donors also gave a 
total of more than $500 mill ion to PACs. And more than S 1 billion came from 
the top 40 donors. Abollt onc-fifth of political donati ons spent in all federal 
elections in 2016 came from dark money sources. 

In the 20 16 electi on cycle, special interests spent at least $ 183.5 million in 
dark mOlley, up from $5.2 mill ion in 2006. Of that, liberal special interests 
spent at least $41.3 mill ion, or 22.5 percent; conservatives spent most of the 
rest. 

Though Democrats arc more prone 10 use Citizens United as a rallying cry 
against corporate special interests, Democrats have also benefitted from the 
ru ling. As Sarah Kleiner of the Center fo r Public Integrity points out, "Many 
Democrats have taken full advantage of the fundmising freedoms Citizens 
United has granted them:' Candidate Hillary Clinton, especially, "benefited 
from a sma ll anny of super PACs and millions of dollars in secret political 
moncy." More spec ifically. in 20 16 the Clinton presidential campai gn received 
18 percent of its contributions, about $220 million, from such sources, 
whereas Trump received 12 percent of his overall contributions, or rough ly 
$80 mi llion , from PACs. 
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REFLECT ON THE ESSENTIAL QUESTION -Essential Question: How do electora! processes and campaign finance laws 
affect political participation? On a separate paper, complete a chan like the 
one below \0 gather details to answer that question. 

Issue Effect on Political Partic ipation 

Electoral Process 
I 

Campaign Finance l aws and 
Rulings 

KEY TERMS AND NAMES 

Bipartisan Campaign front-loading/490 
Reform Act (SCRA) general eleclion/492 
(2002)/507 

hard money/507 
blanket primary/489 

incumbentl489 
Buckley v. Va/eo 

incumbent advantage (1976)/505 

caucuses/490 
phenomenon/489 

initiative/487 
Citizens Unifed v. FEe 

(2010)/508 
invisible primary/488 

closed primary/4B9 
Iowa caucuses/490 

coattail eHect/SOO matching money/S07 

Electoral College/494 midterm eleclions/499 

electors/494 New Hampshire 

Federal Election 
primary/490 

Campaign Act open primary/489 

(FECA)/503 plurality/494 

Federal Election political action 

Commission committees 

(FEGj/S04 (PACs)/SOO 

polling place/487 

precincts/487 

primary election/489 
reca ll/488 

referendum/488 

soft money/50? 

split lickeV489 

Super Tuesday/491 

Twenly·Third 
AmendmentJ494 

voter registralion/48G 

war chest/SOG 

wards/487 

winner·take·all/494 
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