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INTRODUCTION

The presidential election process has undergone

significant changes in the past few decades resulting in
a virtually new process which some critics term "the new
politics." 1In this new system the channels of mass com-
munications have become vital direct links between the presi-
dential candidate and his potential constituency. The result
has been the elevation of the media to a role of major import

in the presidential election.

Perhaps greatest of all the media influences on the
election is the role the media play in the nominating pro-

cess, particularly during the pre-primary and early primary

period. This role is the result of the recent democrati-
zation of the presidential nominating process brought about
by changes in state primary laws, national party rules, and
federal campaign laws. Because of these changes, the major-
ity of delegates to the national conventions are now selected
in direct primaries rather than party-controlled caucuses.

The small contributor and the individual voter now play a

far more significant role in the nominating process than they
did two decades ago when the power was vested in professional

politicians and large contributors. The increasing number of

primaries, however, has led to a consequent lengthening of
the nominating process. As a result of these changes, one

1




critic now refers to the nominating process as the "marathon,”

because it has become increasingly long, hard, and demanding
for both the candidates and the media.

Because the media play a key role in the presidential

marathon, there is growing interest in the effects the media
may be having on the election process. This paper will exam-
ine some of the ramifications of these effects. For example,
do the media influence the candidate and his campaign? How
do the media influence the candidate's message? How do the
candidate and his staff of public relations specialists
affect the media? What is the impact of the candidate's
mediated message on the voters? These questions are being
asked by politicians, journalists, and political scientists
with increasing regularity.

This paper will explore the answers to these questions.
Much information is provided from the writings of experienced
journalists, professional campaigners, and media critics who
supply first-hand knowledge and personal examples. When pos-
sible, such personal but nonscientific comments are supported
by the research findings of political and social scientists.
A growing body of research concerning media effects in the
campaign process is available, and some of the more signifi-
cant studies are cited in this paper.

The main emphasis of this paper is on press-candidate
relations in the presidential campaign, particularly the
recent campaigns--1968, 1972, 1976, and the ongoing 1980 cam-

paign. It is during these campaigns that the marathon has

grown to its present length of approximately two years, if
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not longer. (The candidates are actively campaigning for
the nomination and election for well over a year, and plan- %
ning and preparation are ongoing long before the active cam-
paigning.)

During this long process the media and the candidate
interact in a variety of ways. This interaction has become
significant in the modern presidential election because
increasingly the media, and not the party, play the key
role of intermediary between candidate and voter. As noted,
this is in part due to the democratization of the nominating
process. Other factors are also important, however. Voters
are not nearly as partisan as they used to be, and the mobil-
ity of modern society, not to mention the sheer increase in
its size, has resulted in a weakening of the political party

as the main influence on the voter. The media have taken

over, in large measure, the role of the political party. f}

- Another reason for the rise of the mass media cam- |
paign is the technological developments in the media. The
advent of television has been particularly significant, but
all the media are increasingly able to present more news
more quickly. The media have also shown an increasing inter-
est in the presidential campaign and its newsworthiness.
Consequently, they have devoted a larger and larger share

of their new technology and their increasingly large news
hole toward coverage of the presidential campaign.

Hence, for a variety of reasons, the media have

become a key factor in the campaign process. In direct

response to this development, use of the professional
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consultant in the campaign has increased dramatically. The
campaign consultant is a public relations expert. The presi-
dential candidate relies on a large professional staff of
these experts. Their speciality is preparing the candidate's
media strategy and then implementing that strategy through
both the public and paid media.

The campaign consultant caters to the press, relying
on the time-honored public relations principle that service
and cooperation will yield the best coverage for the candi-
date. He relies on the media event for producing such favor-
able coverage, and he carefully paces the flow of campaign
news to insure maximum coverage. He also insures that each
media event is carefully planned and orchestrated to prevent
mistakes. Finally, the wise consultant will carefully con-
trol the media's access to the candidate and the campaign
staff to avoid the adverse news that can result from gaffes
or staff complaints.

Thus the candidate's professional consultants can
have considerable impact upon the media and the way the
hédia'repbft the'céﬁbaign. .éut'thé media's role in this
process is much more than as passive tools to be used and
manipulated by the consultant. The media inject their own
news values and interpretations into the reporting process.
Frequently, therefore, the campaign message, as carried by
the media, is not what the candidate originally had in mind.
The candidate's message is a blend of personal imagery and

positions on issues and policies. The interjection of news

values often results in that image or issue not being
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presented to the voter in the untarnished version préferred
by the candidate. 1In the extreme case, the media's version
of the message may be exactly opposite that desired by the

candidate, the classic example being when the media empha-

size a candidate's mistakes, or gaffes.

The media's effect on the candidate's message is
therefore often significant. The media have other impor-
tant effects on the process as well. The media's most
powerful influence is evident during the marathon nomi-
nating process. As already noted, the nominating process
has grown increasing long, and the media are an integral
part of it. In this process the media play the role of
the Great Mentioner; that is, the elites of the political
press--the top newspapers, television, news magazines, and
wire services--decide which candidates are serious, or
viable, and which are not. The viable candidate is assured
sufficient favorable coverage. The candidate not blessed
with the media's label of "serious," however, is virtually
doomed to obscurity. Where once the political parties
nominated the candidates, the voters now do the nominating
based in large measure on perceptions gained from the mass
media.

Another important effect of the media on the process
is their influence on the voter. A widely accepted view is
that the public thinks about and attaches importance to those
issues emphasized by the media. Thus, the media set the pub-

lic's agenda of issues. The campaign agenda set by the media

is therefore important to the way the voter perceives the




campaign. This media agenda has been proven by various
researchers to stress primarily the horserace aspect of the
campaign: Who is ahead? Who will win? What are the cam-
paign strategies? Who has the most colorful campaign events
and the most dramatic rhetoric? The horserace receives more
emphasis than the candidate's issue positions and qualifi-
cations, and this emphasis is reflected in the way voters
perceive the campaign.

A final media effect results from the increasing
use of polls. Polling is an important aspect of the new
politics, and the candidates are making increasing use of
such polls to determine what image to portray and what
issues to support. The media have also increased their use
of polls, partly in an effort to offset the candidate's
polls which are not always as objective as they might be.
Media polls may also have a negative effect in that they
tend to aggravate the horserace nature of campaign coverage,
and they may have an unfair effect on a candidate's ability
to raise funds and recruit volunteers.

Hence, the media's effects on the presidential cam-
paign are numerous and significant. Consequently the can-
didate relies on an increasingly large, specialized staff
of public relations and media consultants to deal with these
media effects. In the modern presidential campaign, par-
ticularly during the nomination process, the candidate's
ability to get his messages through to the voters untarnished

via the channels of the mass media will often determine his

success at the polls.
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Finally, many critics do not see the democratization

of the nominating process and the resultant long, hard, mara-
thon campaign as a healthy development. Some of the indi~

viduals best-qualified to be president may not be interested

in pursuing such a grueling ordeal. Also, the media are
devoting an increasing amount of time, money, and personnel
to covering the marathon, thereby aggravating the process K
by giving it increasing attention., The resultant extra
months of coverage during the pre~primary period may not be
worth the trouble. i
Thus the marathon, a phenomenon that has developed
during the decade of the seventies as a result of recent

electoral reforms, is being seen as an unsatisfactory way

of electing a president, and some critics are clamoring 3
for further reforms.

This study draws upon the expertise of political
scientists, political reporters, and professional consul-

tants to illustrate the points outlined above.- The experts

cited have contributed significantly to the large volume of
information available concerning press-candidate relations.
A description of the credentials of the most frequently
cited of these experts is useful before examining their
specific contributions.

The public relations experts and campaign profes-

sionals cited include some of the most prominent in their

field. The father of modern public relations, Edward Bernays, ]

is often quoted to provide background and perspective to the

modern use of public relations in the campaign. His 1923
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book, Crystallizing Public Opinion, is the first book deal-

ing with the subject of modern public relations, and many
of his concepts are solidly established in the modern pro-
= fession of public relations.

A public relations director critical of the consul-
tant's role in the modern presidential campaign is Melvyn
Bloom. 3Bloom was a reporter and news editor for CBS News,
an associate of the management consultant firm of Murden
and Company, and director of public relations for the United
Jewish Appeal.

Paul Theis is a public relations professional involved
in political work. He was a reporter for Newsweek, a con-
gressional assistant, and is currently the director of public
relations for the Republican Congressional Committee.

An oft-cited campaign manager is Joseph Napolitan. i
He managed Milton Shapp's 1966 gubernatorial campaign in i
Pennsylvania and Hubert Humphrey's presidential campaign
in 1968. He has written numerous books and articles on

professional campaigning.

i G G ACe - smmdazi i

The author of several particularly detailed cam-
paign handbooks on how to manipulate the media is Arnold
Steinberg. Steinberg is a public relations professional
who has managed numerous campaigns and was an aide to
Senator James L. Buckley of New York. He is a frequent

contributor to Newsweek, the Washington Post, and numerous

West Coast publications.

Frank Mankiewicz is typical of many campaign con-

sultants in that he alternates between public relations and

S e e e e —————




9

journalism positions. He was Senator Robert Kennedy's press
secretary, was the media director for George McGovern's 1972
campaign, and is currently president of National Public Radio.

Herbert Baus and William Ross formed a professional
campaign management firm in California in 1948. They man-
aged the California campaign for Barry Goldwater's 1964 presi-
dential bid and California campaigns for Richard Nixon, Edmund
Brown, and Sam Yorty.

Joe McGinniss' contribution was his study of Nixon's
television image campaign in 1968. McGinniss was an insider
during the campaign and observed the planning and media manip-
ulation inherent in the presidential campaign. McGinniss

has also reported for the Philadelphia Bulletin and Phila-

delphia Inquirer.

Political advertiser Tony Schwartz has written a
book on broadcast advertising. Schwartz' speciality is
political advertising, and he has produced thousands of
television and radio ads for numerous candidates including
Lyndon Johnson and Jimmy Carter.

A large number of political reporters are cited,
and generally they present a balancing perspective to the
comments and concepts espoused by the campaign professionals.
Perhaps the most-cited political reporter is Jules Witcover,
a veteran of all the recent presidential campaigns and the
author of several books, including Marathon, a comprehensive
examination of the 1976 campaign. Witcover reported for the

Los Angeles Times and the Washington Post for many years,

and he now shares a syndicated column with fellow reporter
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Jack Germond of the Washington Star.

An equally prominent, and active, political reporter
is James Perry. He is a veteran of many campaigns and has
written several books and many articles. Perry is the senior

editor and political analyst for The National Observer.

Adding perspective to the reporter's viewpoint, as
well as valuable insights into the nature of news and the
workings of public opinion, is Walter Lippmann whose 1922

book Public Opinion remains a definitive work. Much of what

is said of modern campaigning was first said many years ago

by Lippmann. Lippmann was an editor for New Republic, edi-

tor for The New York World, and the author of seven books.

Another source of information this paper relies
heavily on, particularly for up-to-date, incisive reports

on the ongoing 1980 campaign, is the National Journal.

This Washington-based magazine deals strictly with politics,
and the correspondents are experienced political observers
and writers. Those most often cited are Dom Bonafede, Wil-
liam Lanouette, Maxwell Glen, and Richard Cohen.

Two prominent press critics add balance to the
media's viewpoint of their role in the electoral process.
Ben Bagdikian is the assistant managing editor of the Colum-

bia Journalism Review and is a journalism professor at the

University of California at Berkeley. Edwin Diamond is the

senior editor of the Washington Journalism Review and head

of the Massachusetts Institute of Technology's News Study

Group.

Other journalists cited include Elizabeth Drew, a
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correspondent for New Yorker magazine and Atlantic; Steven
Brill, an investigative reporter and contributing writer

to New York, Harper's, and Esquire magazines; Carl Leubsdorf,

a long-~standing political reporter who has worked for the

Associated Press and the Baltimore Sun; Stephen Isaacs, cor-

respondent for the Washington Post; James McCartney, a

national correspondent for the Knight-Ridder newspaper group;
and John Midgley, a British journalist who is the American

editor for The Economist.

Broadcast journalism is represented by the viewpoints
of Richard S. Salant, former president of CBS News; Elmer W.
Lower, former president of ABC News; and Robert MacNeil,
co-anchor of PBS's nightly "MacMeil/Lehrer Report."

Finally, the valuable contribution of Timothy Crouse

must be mentioned. Crouse was commissioned by Rolling Stone

to observe and report on the political reporters who were

covering the 1972 campaign. His book, The Boys on the Bus,

was particularly insightful of press-candidate relations on
the campaign trail.

While the professional journalists and the profes-
sional campaigners usually offer different viewpoints on the
relationship between the press and the presidential candi-
date, the work and research contributed by political scien-
tists and other educators add a disinterested overview to
the process. i

One such group, the political and social researchers,

add the extra factor of scientifically collected data to

their observations. Their findings are therefore significant,
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and this paper relies heavily on some of their research
results. The first prominent researcher in the area of
media effects on the campaign was Paul Lazarsfeld. Lazars-
feld and his colleagues conducted the first scientific
study of a presidential campaign, the 1940 campaign. Laz-
arsfeld received his Ph.D. from the University of Vienna
and was the director of applied social research at Columbia
University at the time of his 1940 study.

Doris Graber's content analyses of the media during
the 1968 and 1972 campaigns provided valuable insight into
the nature of the candidate's message as transmitted and
affected by the media. Graber is a professor of political
science at the University of Illinois at Chicago.

Maxwell McCombs is the researcher primarily respon-
sible for formulating the now widely accepted theory of
agenda-setting. His study of voters in Chapel Hill, North
Carolina, during the 1968 campaign provided the basis for
this theory. McCombs and his colleague Donald Shaw were
both professors at the University of North Carolina at the

time of the study. McCombs is now professor of communi-

cations research at Syracuse University.

Thomas Patterson and Robert McClure's 1972 study of
television and voter behavior in the 1972 presidential election
provided important insight into the effects, or lack of ef-
fects, of television in the campaign process. Patterson's
study of the 1976 campaign, results to be released in book

form in the summer of 1980, may prove to be the most exhaus-

tive and extensive study yet done on media effects, Patterson's




manuscript of this study is cited frequently in this thesis.

Patterson is chairman of the political science faculty at
Syracuse University. McClure is also a professor at Syracuse.

Michael Robinson has done extensive studies of the
political impact of television. Much of his work supports
the contention that television plays a significant role in
the electoral process. Robinson is a professor of politi-
cal science at Catholic University.

These are the political researchers most often cited
in this study. Many other prominent political scientists
and educators also provide valuable information, if not spe-
cific research studies. Dan Nimmo's information on image
making and media manipulation is particularly valuable.

Nimmo is a political science professor at the University of

Tennessee and the author of several books on political image
making.

Stanley Kelley's early work from the 1950s is
extremely perceptive in predicting the trend toward new
politics and the use of public relations in politics. Kelley
is a political scientist at Princeton University and the
author of several books on campaigning.

Clinton Rossiter is cited for his discussion of
candidate avajlability criteria. Rossiter was a senior pro-
fessor at Cornell University who specialized in American
political institutions.

Daniel Boorstin is an historian whose work in the
area of images in American society has provided valuable

background for discussing political image making. Boorstin

o A Mt s S e 4




14

was the senior historian at the Smithsonian Institution

and is presently the Librarian of Congress.

James David Barber, F. Christopher Arterton, and
Donald R. Matthews are cited for their discussion of the
media‘’s role in the nominating process. Their work appeared

in a book entitled Race for the Presidency. Barber is a

professor of political science at Duke University, Arterton
is a professor of political science at Yale University, and
Matthews is a professor of political science at the Univer-
sity of Washington.

The impact of communications theorist Marshall
McLuhan and his ideas concerning television’s influence on

political image making cannot be overlooked in a study of

this nature. McLuhan's book, Understanding Media, has had

an important effect on the way candidates and consultants
view the role of the media in the campaign, particularly
television. McLuhan is an English professor at St. Michael's
College in Toronto. He received his Ph.D. from Cambridge
in England.

An early critic of the professionally managed cam-
paign was Aldous Huxley who warned against the merchandizing

of candidates in his 1958 book Brave New World Revisited.

Huxley was a writer with many books, magazine articles,
plays, and short stories to his credit. While not quite
fitting into the category of political scientist, his pre-
dictions of future trends were often quite accurate.

An up-to-date view of the presidential race is pro-

vided by political scientist Richard A. Watson's latest book.
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Watson received his Ph.D. from the University of Michigan.
He is also a lawyer and is currently a professor of politi-
cal science at the University of Missouri at Columbia.

Also cited are Robert Lane, professor of political

science at Yale University; Leon Sigal, professor of govern-
ment at Wesleyan University; and Herbert Alexander, profes-
sor of political science at the University of Southern Cali-
fornia and an expert on campaign financing.

These are some of the most often quoted political
scientists, researchers, political journalists, and campaign
professionals in this study. The attempt has been to por-
tray all sides of the issue of candidate-press relations.
When possible, balancing viewpoints are presented. 1In fact,
it is most often the case that no single, clear-cut answer,
solution, or result is presented because of the diversity
of legitimate viewpoints available. The intent of this
thesis is to identify and explain trends and to provide
information about the overall relationship between press and
candidates. This thesis attempts to show that while there
are, indeed, shortcomings and problems in the present sys-

tem, there are no easy or clear-cut solutions.




CHAPTER I

MEDIA, CANDIDATES, AND THE NEW POLITICS

The Nature of Press-Candidate Relations

It is difficult to understand the nature of press-
] candidate interactions without first understanding the un-
derlying relationship that motivate§ these actions.

Because both the press and the candidate attempt
through various methods at their disposal to manipulate the

relationship to satisfy their own aims, the relationship is i

often described as adversarial. Political scientist F.
Christopher Arterton explains this view:

One model by which the interaction of journal-
ists and campaigners can be understood is that of
adversarial relations as is captured by such titles
as Us and Them: How the Press Covered the 1972
Election and The Adversaries: Politics and the
Press. Campaign operatives seek to reach voters
by manipulating the behavior of reporters and cor-
respondents, while journalists are attempting to
pry out of the campaign information about the stra-
tegy, organization, issue positions, and character
of the candidate which_the latter would prefer to
keep from public view.

LA

The participants in the reliationship often take a
similar view. Longtime political reporter Jules Witcover
describes the inevitability of such an adversarial relation-
ship in the campaign:

Some few in the press seem to think that candidates
should suffer fools gladly if the fools have press

cards~~just as some officeseekers think the press
should do likewise, as long as the candidate possesses

16
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a public forum. The result is a highly charged
adversary relationship--oftentimes tempered by
personal cordiality, good will, and good sense on
both sides, but always there. Since a political
candidate is in the business of putting his best
foot forward to get elected, and the press is in
the business of holding that foot to the Sire,
the adversary relationship is inevitable.

Not only does the press consider the relationship
an adversarial one, but so also do the candidates. This
was exemplified in a Jules Witcover interview of Jimmy Carter
in January of the 1976 presidential campaign. Carter, al-
ready chafing from the close scrutiny and gquestioning by the
press, said:

To have this concentrated attention on myself and
the other candidates by the press at this early
stage is really extraordinary. . . . I think that
[it] possibly will make the press more demanding
than they should be on final answers on complicated
questions at the early stage of a campaign, when
the accumulation of advisers and the detailed anal-
ysis 6f major programs are unavailable to the av-
erage candidate who doesn't yet have the stature
and the time of the nominee himself. 1I'll just
have to be frank in saying I don't know the answeg
to a question when the gquestion is too demanding.

While it is undoubtedly the case that press-candidate
relations are in large measure adversarial, such a concept is
inadequate to explain the overall relationship. As Arterton
notes, the relationship is more accurately described as a
symbiotic one:

Conflict between campaigners and journalists is
guite real, but does not encompass the entirety
of their interactions. While campaign-media re-
lations are adversarial in part, they are also
cooperative.

A symbiosis of the goals of journalists and
those who manage presidential campaigns provides
a good deal of mutually beneficial interaction.
On the one hand, news reporting organizations cer-
tainly define the presidential race as an important
story which must be covered . . . and ([they] devote




a substantial portion of their "news hole" to pre-~
senting campaign events and commentary. Presiden-
tial candidate organizations, on the other hand,
seek to use the reporting process as a relatively
inexpensive means of communicating with voters and
political activists. Campaigns, therefore, are al-
together happy to facilitate journalists in the con-
duct of their work.

As will be discussed in detail in later chapters,
there is a good deal of manipulation, adversity and perceived
negative influence between the press and the candidate, but
the overall relationship is primarily one of cooperation for
mutual benefits. Significantly, the key word for campaign
media strategists is not "manipulation," but "service." Cam-
paign consultants Herbert M. Baus and William B. Ross discuss
a "working partnership":

Today there is a working partnership between the

professionals who obtain, marshal, and present the
news in the press, and the professionals who help the

campaigning candidate and the elected official tell

the story.
The successful modern politician is the one who

has the prescience and the professionals to develop
his story and work with the press to get his story
before the people.>
In such a mutually beneficial relationship, one is
hard pressed to determine who derives the most benefit--the
press or the candidate. Many involved in the process feel

it is a tossup, as evidenced by these remarks at a round-

table discussion conducted by the Washington Journalism Review

in November 1980:

WIR: "Does that suggest the politician is using the
press more than the press is using the politician?"

Kamarck (Elaine K., of the Democratic National Com-
mittee): "I think press and politicians are in a
very reciprocal relationship."”

Keene (David K., George Bush's campaign manager) :
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"It's symbiotic."”

Schorr (Daniel S., syndicated columnist): "It's a 6
relationship of mutual satisfactory manipulation."

Other observers and participants in the process, how-
ever, are not so sure that the relationship is equally sym-
biotic to both parties. Some fear the candidate, by virtue
of his ability to control the campaign process, holds the
upper hand. Arterton is one such believer:

While there exists a great deal of shared experi-
ence as to what a campaign can do . . . to maxi-
mize its news objectives, there are no formal rules
as to what a campaign must do. Thus, one campaign
may organize "citizen press conferences" four or
five times a day in which reporters are prohibited
from asking questions, while another may schedule a
daily press briefing. Reporters may complain about
certain campaign practices or changes in their ac-
cess to information. They have, however, little
leverage to exercise on how the campaign conducts
its news strategy. Ultimately, the campaigners hold
the initiative because they control the actions and
words of the candidates.

Certainly a candidate, who controls his own media
strategy and schedule, can go a long way toward gaining the
upper hand in the relationship. The great extent to which
the candidate and his staff will go to accomplish this is
examined in some detail in Chapter II. But Arterton's argu-
ment that the candidate has the advantage in the symbiotic
relationship does not take into account the important fact
that the presidential campaign goes through a series of phases.
The degree to which the candidate has the advantage in the re-
lationship depends a great deal upon the situation, as British
journalist John Midgley notes:

What the power [of the press] generally consists of

is not easy to generalize about. It does seem plain
that the power of commentators rises and falls at
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different points of the campaign year, and that,
as between one political party and the other, it
varies with the situation of each at any given mo-
ment. When a party has an established leader who
is also accepted and electable, he can afford to
treat the media as mere vehicles for his public
relations.8

In essence, while the overall relationship is sym-
biotic, there is also a strong degree of conflict, or ad-
versity, in press-candidate relations, and who has the upper
hand depends a great dszal upon the stage of the campaign and
the situation surrounding the specific candidate. As exam-
ples in later chapters will show, the relationship can vary
in degree from an unknown candidate courting the press to
gain recognition to an "imperial" presidential incumbent
who has little need of the public media in his bid for re-
election.

While the degree to which the relationship favors
one side or the other may vary, it is nevertheless safe to
consider it a symbiotic one overall. Before examining the
specific ways in which the press and the candidate influence
or benefit each other, however, it is necessary to consider
how this relationship came to be. Not so long ago, the
press did not have such a significant role in the presiden-
tial campaign process. As correspondent Timothy Crouse
notes, the political party, not the media, played the key
role:

As recently as 1960, or even 1964, a coalition of
party heavies, state conventions, and big=-city
bosses had chosen the candidate in relatively un-

violated privacy and then presented him to the
press to report on.

Twenty years ago no symbiotic press-candidate




relationship existed because the press was not "needed" by

the candidate to the degree it is today. Consequently, it
is important to examine how the mass media has risen to this
position of prominence.

A second recent development in the press-candidate
relationship must also be discussed before moving on to the
specifics of the relationship: the rise of the campaign con-
sultant. In direct response to the increasing role of the
media in society in general, and the campaign in particular,
the reliance on public relations techniques has grown sig-
nificantly. The modern campaign staff has a considerable
contingent of media specialists whose job is to gain maximum
favqrable publicity for their candidate via both the public
and paid media.

Finally, this chapter will deal with current press-
candidate relations resulting from these two developments,

a result perhaps best described by some reporters and crit-

ics as the "new politics."”

The Rise of the Mass Media Campaign

The importance of the mass media in the presidential
campaign process is, of course, merely an outgrowth of the
increasing importance of the media to society in general.
Historian Daniel Boorstin appropriately refers to this as

the "graphic revolution”:

These events [the development of printing and
the telegraph] were part of a great, but little-
noticed, revolution--what I would call the Graphic
Revolution. Man's ability to make, preserve,
transmit, and disseminate precise images--images
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of print, of men and landscapes and events, of
the voices of men and mobs--now grew at a fantas-
tic pace.l0

With technological advances, new media were intro-
duced, and the ability to rapidly transmit a large volume
of news created a constant need for news:

Then came round-the-clock media. The news
gap soon became so narrow that in order to have
additional "news" for each edition or each new
broadcast it was necessary to plan in advance the
stages by which any available news would be unveiled.
After the weekly and the daily came the "extras" and
the numerous regular editions . . . . No rest for
the newsman. With more space to fill, hehad to fill
it ever more quickly. 1In order to justify the nu-
merous editions, it was increasingly necessary that
the news constantly change or at least seem to
change . . . . How to avoid deadly repetition, the
appearance that nothing was happening, that news
gatherers were asleep, or that competitors were more
alert?ll

Indeed, as discussed in the next section, a new breed
of press agents, far more sophisticated than their predeces-
sors, were all too happy to help the harried journalist gath-
er the news.

But the journalist, though his Jjob was immensely
complicated by the task of feeding the hungry "round-the-
clock" media, found himself with a new-found power. As
Boorstin notes, nowhere was this new power more evident than
in the realm of the political journalist:

. . «. the news-making profession in America had
attained a new dignity as well as a menacing pow-
er. It was in 1828 that Macaulay called the gal-
lery where reporters sat in Parliament a "fourth
estate of the realm." But Macaulay could not have
imagined the prestige of journalists in the
twentieth-century United States. They have long
since made themselves the tribunes of the people.

Their supposed detachment and lack of partisanship,
their closeness to the sources of information,

e




23

their articulateness, and their constant and direct
access to the whole citizenry have made them also
the counselors of the people. Foreign observers
are now astonished by the almost constitutional--
perhaps we should say supra-constitutional--powers
of our Washington press corps.

The journalist has become the intermediary between
the people and the government, primarily because of the vast
technological improvements in mass communications. This
role as intermediary is a source of considerable power to
the political reporter, as noted by one of the more prom-

inent reporters, James Perry of the National Observer:

We are filters. It is through our smudgy,
hand-held prisms that the voters meet the candi-
dates and grow to love them or hate them, trust
them or distrust them. We are the voters' eyes
and ears, and we are more than that, for, some-
times, we perform a larger and, some would say,

a more controversial function. We write the rules
and we call the game.

While the extent to which the modern political re-
porter now "writes the rules" is a point certainly open for
debate, there is no doubt of the increased significance of
the mass media in the campaign process. Not so long ago,
however, the rules were written by the political parties.
To a large extent this has changed because of modern media
and transportation technology. As Arterton notes, the rise
of the mass media in the political process parallels the de-
cline in the political parties:

In the days when Americans were less geograph-
ically mobile and the reach of the corporate com~
munications media less extensive, political parties
served as preexisting, vertical, interpersonal links
which could be mobilized on behalf of candidates
during election campaigns. The difficulties of

reaching voters during the campaign were eased by
the maintenance of enduring political organizations.




In modern election campaigning, the functions
served by the parties as ongoing networks of per-
sonal contacts can be achieved through use of dif-
ferent communications technologies: telephones,
polling, direct mail, as well as the mass media.
While these media require a good deal of expertise,
they make superfluoui4the permanent organizations
of party structures.

Taking an even broader view of the impact of com-
munications technology, communications theorist Marshall
McLuhan says the representative form of government is obso-
lete, and that direct voter involvement in the process has
resulted:

As the speed of information increases, the
tendency is for politics to move away from repre-
sentation and delegation of constituents toward
immediate involvement of the entire community in
the central acts of decision. Slower speeds of
information make delegation and representation man-
datory . . . . When the electric speed is intro-
duced into such a delegated and representational
organization, this obsolescent organization can
only be made to_function by a series of subterfuges
and makeshifts.

If there is one form of "electric-speed" that has
done more than any other to reduce the role of the political
party in the campaign process, it would have to be television.
As political scientist Michael J. Robinson notes, while the
parties have made significant use of television, particularly
at the nominating conventions, this use has served not to
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strengthen the parties, but to weaken them. The real bene-

factor of television has been the candidate, who can now by-
pass the political parties and reach the voters directly:

As television became more important as a cam-
paign tool for the national parties, it became an
even more important vehicle for candidates, who used
it as their principal mechanism for winning both pri-
mary and general elections--thus bypassing the par-
ties. In that way, television denied the parties
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their most important function--the right to recruit
and campaign for officeseekers. At the same time,
television was also taking from the parties their
role as a major source of information about local
or national campaigns and pglitics, a role they had
held since the Jackson era.l’

The decline in political party machinery has been
ongoing for several decades. Political scientist Stanley
Kelley, citing a 1952 University of Michigan survey, made

note of this decline in his 1956 book Professional Public

Relations and Political Power:

The University of Michigan Survey Research Cen-
ter has reported that the votes of only 12 percent
of its panel of interviewees were solicited by party
workers in the course of the 1952 presidential cam-
paign. And this does not necessarily mean solici-
tation in the machine pattern. The evidence would
seem to indicate strongly that machine politics has
declined in its importance and efficacy as a method
of controlling government and stabilizing power re-
lations, through this must be said without implying
that the machine does not conti?ge as an important
influence in American politics.

The decline in the importance of the party, though
due in large measure to the technological advances in the
media, is influenced by several other factors as well. One
factor, as noted by Kelley, is the increasing mobility of
the population, resulting in a breakdown in the person-to-
person party machine:

The machine was built on person-to-person re-
lationships and so depended on a certain stability i
of population, but high mobility is one of the more ;
outstanding characteristics of the contemporary pop-
ulation. The power of the boss depended in part on
his monopoly, for political purposes, of ties with
the electorate. He had a kind of independence, be-
cause, at any given moment, the relationships he had
built with his bloc of votes could not be duplicated.
The mass media of communication offer a channel through
which leaders can appeal directly to the voter and
over thi head of the boss. His monopoly of power is
broken. 19
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Another, more recent, factor that has contributed

to the rise of the mass media campaign and a decline in the
importance of the political party's role is the 1974 amend-
ment to the Campaign Finance Law of 1971. The amendment,
passed as a result of excesses committed by Richard Nixon's
Committee to Reelect the President, limits the amount of
presidential campaign contributions to $1,000 for individual
and $5,000 for political action committee contributions.
The law also provides for partial public funding of primary
campaigns and full public funding of the general election
campaign.20
The result of this amendment in the 1976 and 1980
campaigns was to eliminate big contributions and to reduce
the overall amount that could be spent by the candidates.
In 1972 Richard Nixon spent $61.4 million on his reelection

21

effort. In 1976, however, candidates were restricted to

approximately $13.1 million in the primary period and $22

a.22

million in the general election perio In the 1980 cam-

paign these limits will be 35 percent higher, based on in-

. . . 23
creases in the consumer price index.

This limiting of funds had several effects on the
campaign process. The tendency in 1976 was to emphasize
media expenditures at the cost of traditional grassroots
politicking. Jules Witcover describes this effect:

« « « Carter and Ford were the first to run under

a new campaign finance law that channeled the pres-
idential campaign into the television studio and
America's living rooms as never before, and off

the streets of the nation . . . . Determined to
reach the maximum possible voter-contact with this
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spending ceiling [$21.8 million in the general
election period], each camp in 1976 bhudgeted about
half the federal subsidy for media, and nearly all
of that for paid television. As a result, costly
grass-roots politics--organizing in the field, dis-
tributing campaign literature, buttons, bumper
stickers, manning telephone "bhoiler rooms," hiring
political workers (fortified in large cities with
"street money" to encourage voting)--was severely
cut back. State, county, and big-city campaign
headquarters that in past years had been beehives of
activity, sending ripples of enthusiasm, commitment,
and volunteer involvement out into the community,
were crippled for lack of funds.24

Hence, the new campaign finance laws, while having
the admirable effect of reducing spending and corruption,
may also be forcing candidates to turn increasingly to media
advertising to obtain the best possible voter contact per
dollar. This means less money, particularly in the general
election, for the traditional neighborhood campaigning done
by the local parties on behalf of their candidates. Some
campaigners had to go so far as to actively discourage tra-
ditional party activity on the part of political activists.
Robert J. Keefe, 1976 campaign director for Senator Eenry
Jackson, was one of several campaigners to complain of this
problem at a post-election conference at the Institute of
Politics of the Kennedy School of Government in Cambridge,
Massachusetts:

It wasn't just that you couldn't afford bumper-

stickers or that sort of thing, it was that cam-
paign managers found themselves actively discour-
aging people from doing things which would have
been considered contributions in kind or which
would have put the campaign over its limit. There
was actual discouragement of activity by people who

rea%%y wanted to do it, and they didn't understand
it.

One final effect of the new campaign finance laws
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may be that they encourage attempts by campaigners to mani-
pulate the public media to obtain free coverage. Arterton
: explains this effect:
v « » « limitations upon the amount of money cam-
= paigns could spend both in each state primary and

over the entire nomination race placed a premium

upon ways to pass the costs of communicating with
, the voters on to the corporately owned media.
: The fact that campaigns were limited in what they
; could spend and were also experiencing difficulty
- raising money led them to turn to the print and
: electronic media as a means of reachigg voters,
* supporters and uncommitted delegates.
; In short, the new campaign finance law has been a
factor in the rise of the mass media campaign and the decline
of traditional party activities. This factor, coupled with
the increased mobility of the population and the development
of an advanced, highspeed communications system, has resul-

ted in the mass media presidential campaign--a campaign in

which parties have taken a secondary role. Today, as politi-

cal scientist Thomas E. Patterson notes, the media are the

key intermediary in the campaign process:

Today's presidential campaign is essentially
a mass media campaign. It is not that the mass
media entirely determine what happens in the cam-
paign, for that is far from true. But it is no
F exaggeration to say that, for the large majority
of voters, the campaign has little reality apart
from its media version. Without the benefit of
direct campaign contact, citizens must rely on the
media for nearly all of their election information.
Moreover, the media are now without gquestion the
basis for the candidates' organizations. Presi-
dential aspirants primarily direct their activities
toward getting thei; messages through the media as
often as possible.2

And so it has come to pass that the mass media now
interact with the candidate in a symbiotic relationship.

Only through the media can the candidate reach his constituency.




Conversely, the voters' knowledge of a candidate and his
policies is derived almost solely from the mass media.

Hence, the effect of the mass media on the voter is a cru-
cial question in today's mass media campaign, and this will
be examined in Chapter V. For now it is sufficient to be
aware of the variety of roles the media can play. Politi-
cal scientist Richard A. Watson cites reporter David Broder's
list of roles:

. « o David Broder . . . suggests that newspeople
are now the principal source of information on
what presidential candidates are saying and doing.
In the process they undertake a variety of roles,
including (1) acting as "talent scouts" to dis-
cover able presidential candidates; (2) summa-
rizing the candidates' positions; (3) performing
as race callers or handicappers by assessing the
chances of victory of the various contenders;

(4) acting as the "public defender,"” in order to
expose candidates who try to "dupe the voter,”

and (5) becoming volunteer, unpaid assistant man-
agers for candidates. Thus journalists perform a
variety of political roles in the campaign, many
of which used to be the province of party and pub-
lic officials.?

The media's ability to perform these roles adequately
is a subject of much discussion by critics and researchers
and will be examined in some detail in later chapters.

If it were necessary to pick one factor that has been

the primary cause of the rise of the mass media campaign, it
would have to be the advances in communications technology,
already described in general terms by Boorstin in his dis-
cussion of "round-the-clock media." And within the area of
communications technology, no recent development has had more

of an impact on campaigning than the development of televi-

sion. Television's impact on the political party has already
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been mentioned. The overall effect of television on the

———

process, however, goes far beyond that. Some theorists,

such as Marshall McLuhan, feel that television has com=- i

pletely dominated, and changed, the nature of campaigning:

] With TV came the end of bloc voting in politics,

) a form of specialism and fragmentation that won't
work since TV, Instead of the voting bloc, we have
the icon, the inclusive political posture or stance.
Instead of the product, the process. 1In periods of
new and rapid growth there is a blurring of outlines.
In the TV image we have the supremacy of the blurred
outline, itself the maximal incentive to growth and
new "closure" or competition, especially for a con-
sumer culture long related to the sharp visual values
that had become separated from the other senses.29

McLuhan sees television as producing a new style of

campaigning--the "supremacy of the blurred outline." The
ability of a candidate to sell himself via a television image
has become a cause of concern for critics. Image~campaigning
(to the detriment of "sharp visual values" as noted above)
will be discussed in Chapter IV.

The importance of television in the campaign process,

a phenomenon that certainly developed in a very short time,

nevertheless did not happen overnight, although one might
think so from reading some accounts of the process. Polit-
ical scientist Michael J. Robinson has devoted considerable
time to studying the historical development of television in
the political process, and a brief look at his findings re-
veals how television gained its present significance in the
mass media campaign.

During the growing years of television, the decade
of the 1950's, television did not play a significant politi-

cal role:
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In its first 10 years, television was an orga-
nization working toward two goals--saturation
and acceptance. It was a new medium, and consid-
erably less diverse in its composition and motives
than older, more established media, like radio and
the movies. Television was scared of radio, scared
of the movies, and even scared of its own sponsors.

Television, so new and so expensive, could be--
and was-~intimidated. There were few within the
industry who seriously regarded television as a
political instrument, and even fewer who felt that
the industry had any right, let a%gne a responsibil-
ity, to do anything "meaningful."”

This lack of concern for political programming, how- ]
ever, came to an end in the course of a few years' time
because of several key occurrences. The first was the tele-
vision quiz show scandal in 1956, in which it was discovered

that a network (NBC) had given selected contestants the
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answers to the questions. Television's credibility took

a sharp dive in the polls, and the networks began casting
about for ways to improve their image:

Within a year [of the scandal] the National Associ-
ation of Broadcasters (NAB) had established the Tele-~
vision Information Office (TIO), the public-relations
arm for the industry.

In part, TIO did its original surveys hoping to
show that the public, despite the scandals, still loved
television. But in fact, despite loaded questions on
the topic of quiz-show scandals, the Roper survey indi-
cated that television had been hurt badly. More impor-
tantly, according to the Roper data, in 1959 clear plu-
ralities believed that newspapers were more important
and more credible than television as a source of infor-
mation. It became essential to the industry that those
pluralities be reversed. To accomplish that, the net-
works embarked on a campaign to increase the size and
quality of their news and public-affairs divisions.

. » . This policy eventually helped bring to television
news the new, high-powered talent that had grown up
regarding television as a legitimate and desirable
place to build a career. . . .32

If it were the quiz show scandals that piropelled tele-

vision into public-affairs broadcasting, it was John F. Kennedy




who brought television to political campaigning and to the

White House:

The early 1960's also witnessed another new
political function for television. Xennedy, so
pleased with the medium that everyone agreed had
helped elect him [particularly after the 1960
lNlixon-Kennedy debates], quickly tried to convert
the networks into a large Presidential megaphone.
Eisenhower had never liked television and had
done badly with it, but Kennedy reveled in it,
more than trioling his predecessor's gate of
monthly network appearances . . . . 3

Finally, as the interest in political coverage in-
creased, the networks switched to thirty minute news presen-
tations (from fifteen minutes) in 1963. This final factor
assured television's role in the presidential campaign pro-
cess, as described by Patterson:

Newly committed to gathering their own news mate-
rial, the networks lengthened their evening news-
casts in 1963 to the present 30 minutes. Trans-
mitting their news through a visual medium to na-
tional audience, they focused primarily on national
politics and personalities, thus becoming, as
Michael Robinson has noted, almost ideally suited
to the publicity need of presidential aspirants.
Since 1964, in fact, the networks' evening news
programs have been the major Eirget of the can-
didates' campaign activities.

If not by 1964, then certainly by 1968, the impor-
tance of television (and the fear of its possible persuasive
power) in the campaign process was widely recognized. Joe

MeGinniss' book, The Selling of the President 1968, brought

television's role in the campaign to the country's attention.
Public relations director Melvyn Bloom takes note of tele-
vision's impact in 1968:
. « . it seems clear that the influence of tele-
vision in the Nixon campaign of 1968 was all-

pervasive. Not only was it an important factor
in campaigning for the candidate, and an important




factor in covering the campaign for the media,

it had also by now become the silent midwife of

a continuous chain of pseudo-events, unrelated

to the presidency or to one's qualification for
office. Television was no longer even just a
medium for reaching the electorate. Now a presi-
dential candidate was performing for the medium.
McLuhanism had blossomed much more effusively in
this presidential campaign than in any of its pre-
vious quadrennial flowerings.35

Bloom, while noting television's pervasiveness, also
fears themedium's ability to distort and influence. This
was a fear often voiced by critics in the latter 1960s and
early 1970s--one which is still often heard. Some important
recent studies in agenda-setting, however, indicate that tele-
vision may not be the all-pervasive, influential medium many
believe it to be (These studies are examined in Chapter V).

While television is undoubtedly a prime factor in
the development of the mass media campaign, it is important
not to forget the print media who continue to play a signif-
icant role. Patterson notes of newspapers:

Increasingly, newspapers have assigned reporters to
the campaign trail, thus assuring the candidates of
heavier coverage in locations distant from where
they are campaigning. Moreover, the proportion of
newspapers owned by corporate chains has grown from
30 percent in 1960 to over 60 percent, many of them
heavily dependent on election news gathered by par-
ent organizations. Thus it is increasingly possible
for a candidate to receive widespread newspaper cov-
erage through contact with a few well-placed report-
ers.

In summary, the technological developments in the me-
dia, most notably the development of television as a politi-
cal instrument, coupled with the decline of the role played

by political parties, in part directly because of the devel-

oping media, have give rise to the mass media campaign.




Indeed, in today's campaign, the media "star" may attract

more attention than the candidate:

But it was [Walter] Cronkite's appearance in
Pennsylvania that really made the [1980] primary
seem special to the residents. He had joined the
press following Kennedy on Sunday, and when he
left the Kennedy plane, they greeted him with ex-
cited cries of "it's Walter; it's Walter."37

The Rise of the Campaign Consultant

In direct response to the increasing importance of
the mass media in society, the profession of public relations
developed. With the advent of Boorstin's "round-the-clock"
media came experts whco were willing to help journalists
gather the increasingly large volume of required news.

Furthermore, as the media became increasingly impor-
tant in the campaign communications process, some of these
public relations and advertising experts turned their tal-
ents to the specific task of assisting the candidate in his
communications efforts--efforts requiring an increasing a-
mount of money and expertise to be successful.

Before examining the development of the profession
of campaign consulting, it is first necessary to examine the
development of the broader field of public relations, for
campaign consulting is an outgrowth of public relations. One
of the first to make note of the increasing use of the "press
agent" was Walter Lippmann. His 1922 description of how the

press agent, later to be known as the public relations coun-

sel, functions is perhaps as accurate as any modern definition:

The enormous discretion as to what facts and
what impressions shall be reported is steadily con-
vincing every organized group of people that whether




it wishes to secure publicity or avoid it, the
exercise of discretion cannot be left to the re-
porter. It is safer to have a press agent who
stands between the group and the newspapers.

Were reporting the simple recovery of obvious
facts, the press agent would be little more than
a clerk. But since, in respect to most of the
big topics of news, the facts are not simple, and
not all obvious, but subject to choice and opinion,
it is natural that everyone should wish to make
his own choice of facts for the newspapers to

print. The publicity man does that. And in doing 38

it, he certainly saves the reporter much trouble. . . .
In the above description, Lippmann makes several im-~

portant points about how the public relations man functions,
and these points are still the key to public relations suc-
cess today, particularly in the attempts by the campaign
consultants to manipulate or influence campaign coverage.
The first point is that the public relations counsel "stands
between" the press and the group (or candidate). This de-
notes controlled access to the source of information, a key
to successful public relations.

The second point Lippmann makes above is that the

public relations counsel "chooses the facts" for the reporter,

thereby saving him "much trouble." This idea of assistance
to the reporter, with the