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ABSTRACT: The influential role of the news media’s place in affecting campaigns, elections, and voter perceptions is frequently discussed by politicians, political scientists, and journalists alike.  The purpose of this study is to investigate the hypothesis that the more a particular news media outlet favors a political candidate, the more likely the viewer of that media outlet will vote for that candidate. Partisan views are exposed when newspeople give one side of the political spectrum a distinct advantage through subjective reporting by selective presentation of facts and perspectives. News media outlets include those that provide political news coverage in print or television format, online and print newspapers, and also broadcasting television news stations. The recent election of 2008 needs more investigation of analyzing the media coverage and its effects on voters. In order to test this hypothesis, I will focus on the 2008 presidential election by distributing an online ten-question survey to approximately 300 people in hopes of obtaining 100 responses. My results help understand the effects news media bias had on voter perceptions and the 2008 presidential election outcome.
INTRODUCTION

The influential role of the news media’s place in affecting campaigns, elections, and voter perceptions is frequently discussed by politicians, political scientists, and journalists alike. Claims of media bias in political news coverage have surfaced over the course of the past two decades. Scholarly literature has explored concerns that print and broadcast media shape voter decisions in democratic processes. Given the power of media coverage of American politics to influence political outcomes, it is not uncommon for the news media to often be referred to as the fourth branch of government in the United States (Medvic 2009). 
The purpose of this study is to investigate the hypothesis that the more a particular news media outlet favors a political candidate, the more likely the viewer of that media outlet will vote for that candidate. Media bias is defined as any media outlet exposing a partisan view within news story coverage and reporting where newspeople give one side of the political spectrum a distinct advantage through subjective reporting by selective presentation of facts and perspectives. The news media is defined as a media outlet that provides political news coverage in print or television format, including online and print newspapers, and also includes broadcasting television news stations. The argument for the existence of media bias is disputed by both conservatives and liberals.  Each states that media bias exists against the other. The adversarial concerns of each side also play a significant role in deciphering whether news media does influence voter perceptions rather than just reinforcing ideological partisanship. Whether the news media shapes public opinion or simply strengthens it, media outlets are considered to have powerful effects on voters.  Thus, the existence of media bias is examined by all scholars along with its effects in shaping voter perceptions and election outcomes. The literature review presented here helps establish the importance of news media bias within print and broadcast media and investigates the problematic influence of media conglomerates setting the agenda for voters in a democratic society. Finally, in order to test this hypothesis, I will focus on the 2008 presidential election by distributing an online ten-question survey to approximately 300 people in hopes of obtaining 100 responses. My results help understand the effects news media bias had on voter perceptions and the 2008 presidential election outcome.
LITERATURE REVIEW
NEWSPAPER BIAS AND EDITORIAL SLANT IN POLITICAL COVERAGE
An ample amount of scholarly journal articles has been written on media bias within the field of print media, investigating the questioned existence of print media bias and its influence on political campaigns and voter opinion (Druckman and Parkin 2005; Dunaway 2007; Eisinger et al. 2005; and Mendez 2004). Each article focuses on the area of newspaper preference toward political candidates running for election by analyzing published newspaper articles and editorials.

Druckman and Parkin (2005) comprehensively evaluate editorial slant within the news media. By comparing two newspapers in the same city and media market during, the Star Tribune and St. Paul Pioneer Press, the 2000 Minnesota Senate Campaign, they demonstrate that editorial slant influenced voters by using an Election Day exit poll to gather their data (Druckman and Parkin 2005). Although acknowledging that their results may not apply on a larger scale, they uncover patterns that may occur in other Senate campaigns (Druckman and Parkin 2005). With confidence in their exit poll strategy, Druckman and Parkin (2005) recommend replication in future research on Presidential elections, as they state that their results raise serious questions about the media’s place in democratic elections.

Similar to Druckman and Parkin (2005), Dunaway (2007) examined two 2004 campaigns, the United States Senate race in Colorado and the Gubernatorial race in Washington. Dunaway (2007) looks at what drives biased campaign news coverage in print media by constructing anonymous phone interviews with news personnel, examining archived articles and documents from newspapers and the U.S. Census Bureau, and performing content analyses and coding articles of newspaper coverage two months prior to the election. Since news coverage is often known to have persuasive effects on voters (Druckman and Parkin 2005; Smidt 2007; Barker and Lawrence 2004), Dunaway (2007) questions whether the bias is caused by heterogeneous or homogenous news markets, where heterogeneous media markets want to appeal to the widest audience possible, and homogeneous media markets want to appeal to the dominant political preference among audiences. The results suggest that the effects on voter opinion in both markets are mixed (Dunaway 2007).  However, the organizational structure of media markets does influence how news is covered, which greatly contributes to the way voters evaluate candidates and shape electoral decisions (Dunaway 2007).

Unlike the previous scholars who have used databases and archives to analyze print media bias and voter influence, Mendez (2004) explores how the media evaluates candidates in a biased and unbiased experimental analysis by formulating fabricated newspaper articles for students to analyze. Mendez (2004) provides four tests through a computer survey in order to demonstrate whether media partisanship has an effect on participants. Through her experiment, Mendez (2004) found that when media content strongly favors a candidate, the participants were likely to recognize this information as biased and discount it and instead rely on their own party identification to evaluate politicians. Also, participants supported their party-affiliated candidates more when media content was unfavorable to one’s own political preferences (Mendez 2004). This effect was stronger with those who self-identified as Republicans (Mendez 2004). Partisanship plays a bigger effect in this study because participants were not swayed by media messages (Mendez 2004). Instead, information was processed by the individual’s political preferences and not influenced by media bias (Mendez 2004). Mendez (2004) argues that the media produces the reverse effects, where print media messages reinforce one’s partisanship rather than influence it.

Compared to the above-mentioned scholars who have analyzed one political campaign within selective publications of print media, Eisinger et al. (2005) take on a slightly different approach by investigating the use of “ideological bias” in national newspapers, where print media newspapers label politicians as either liberal or conservative (3). What makes this approach unique is the fourteen-year span, 1991 to 2004, that Eisinger et al. (2005) cover. By using Lexis Nexis to retrieve archived articles, the authors performed a quantitative analysis of ten major newspapers to search for sentences containing the ideological label of either liberal or conservative (Eisinger et al. 2005). Their research concludes that fifty percent of the regional newspapers in their study disproportionately labeled politicians as conservatives more than politicians as liberals, while national newspapers such as the New York Times and Washington Post were among the print media labeling more politicians as conservatives (Eisinger et al. 2005). Although Eisinger et al. (2005) did not address whether those newspapers influenced voter decisions and political outcomes, their findings mirror the research of other scholars, Druckman and Parkin (2005), Dunaway (2007), and Mendez (2004), where it is clear that print media bias exists; and voters are in fact affected.
BROADCAST MEDIA BIAS IN PRESIDENTIAL ELECTIONS
While print media is most commonly studied when examining media bias in scholarly work, television network coverage of political campaigns is also becoming more scrutinized as to its partisanship and biased reporting.
Scholars like Groeling (2008), Smidt (2007), and Zeldes et al. (2008) perform content analysis and empirical measuring of reporting on various television networks to determine partisan bias and whether certain broadcasting stations that are considered to lean more toward conservative or liberal reporting affect its viewers.

Two separate yet very similar scholarly studies by Groeling (2008) and Zeldes et al. (2008) examined television network bias for ABC, CBS, NBC, and Fox News. Groeling (2008) measured coverage comparing George W. Bush and Bill Clinton by gathering two separate data sets. They first collected data of broadcast polling transcripts of each network before airing and then examined a second set of data by collecting the polls that were actually aired (Groeling 2008). By examining poll differences within each network, Groeling (2008) reports that ABC, CBS, and NBC were more likely to show positive polls for Clinton and negative polls for Bush, while Fox News favored the reverse. Zeldes et al. (2008) also analyzed network newscasts during the 2000 and 2004 presidential campaigns, but only the newscasts of ABC, CBS, and NBC, and examined stories rather than polls. Zeldes et al. (2008) conclude that the individual networks showed partisan bias within their reporting:  CBS favored Democrats in both the 2000 and 2004 elections, and some news segments of ABC during the 2004 campaign favored Republicans. Overall, however, the study showed that, collectively, network coverage of the 2004 election was relatively balanced (Zeldes et al. 2008). Both studies prove patterns of political bias in its coverage, and Groeling (2008) further proves that media outlets demonstrated selection bias that matched the conservative or liberal labeling.
Paralleling Groeling’s (2008) argument of the problem of selection bias in television networks, professor and author Graber (2009) writes in her book “newspeople can counteract politicians’ pro-government spin and shape the public’s evaluations of public officials and policies” (232). Graber (2009) further states that news coverage of candidates is often negative, but newspeople have the ability to dominantly favor one side with positive emphasis despite equal amounts of coverage on various issues. She explores the 2008 election campaign and notes that network evening newscasts gave twice as much positive coverage to the Democratic Party, specifically then-candidate Barack Obama (Graber 2009). She continues to evaluate the partisan aspects of Fox News, ABC, CBS, and NBC, noting that the conservative Fox News differed from the other major networks’ coverage by positively covering Senator John McCain and unfavorably covering Obama (Graber 2009). 
Although these scholars did not reflect upon the influences these news stations have on voter decisions, the studies give crucial insight to Smidt’s (2007) work where he also examined the 2000 presidential election between Bush and Gore on television networks. Smidt (2007) argues that the news media sets the agenda for both candidates and voters and ultimately shapes public opinion and election outcomes. Measuring both candidate rhetoric and news media coverage through archived data, transcripts of evening news, and surveys, he compared candidate, news media, and mass public agendas on political issues (Smidt 2007).  His results prove that the news media not only influences voter opinions but also influences candidates’ issues, where candidates must prioritize their political agenda according to the media’s focus (Smidt 2007).
While not as extensive as print media, there is a robust amount of scholarly information on media bias within television networks. However, finding the relationship between television reporting bias coverage and changes in voters’ opinions seems limited. Thus far, there does appear to be consensus that there is in fact a partisan bias among major news stations. Whether or not this can be consistently proven to influence voter decisions is yet to be determined, but it is certainly worth researching more for its viewers and political outcomes.
BROADCAST AND PRINT MEDIA BIAS WITHIN POLITICAL CAMPAIGNS

There are a few scholarly pieces that focused on both broadcast and print media bias and, more importantly, analyzed the effects on voter perceptions (Barker and Lawrence 2004 and Baum and Gussin 2005). These essential studies add to the previous scholarly work in helping to establish the influences of news media on public opinion and election outcomes.

Barker and Lawrence (2004) explore the 2000 Presidential Primary race in New Hampshire between John McCain and George W. Bush. The authors state that the news media favored McCain over Bush in the Republican contest, yet there was balanced coverage of Democratic candidates Al Gore and Bill Bradley (Barker and Lawrence 2004). In order to draw this conclusion, they analyzed the data provided by the Center for Media and Public Affairs to extract news coverage on television and further analyzed every major newspaper article relating to the 2000 nomination (Barker and Lawrence 2004). Examining both local and national coverage between television and print media, editorial and journalistic coverage, Barker and Lawrence (2004) prove the media favored McCain, especially after the New Hampshire primary. To examine whether this had an effect on voters, Barker and Lawrence (2004) used a telephone interview of 246 Democrats and 276 Republicans in order to prove that their study supported their hypothesis that biased mainstream media coverage encouraged Republican voters to support McCain rather than Bush.
Baum and Gussin (2005) also investigate a media bias through television and newspapers by looking at selected news stories published and broadcasted and the effects those stories had on voters’ perceptions of those outlets. They conducted a content analysis, where students coded transcripts and articles from eight major network and cable news broadcasts and newspapers, including CBS, NBC, Fox, CNN, USA Today, and the New York Times, regarding the 2000 presidential campaign (Baum and Gussin 2005). This extensive experiment found that voters depend on a news outlet’s “issue ownership heuristic,” where individuals rely on a media outlet’s Republican or Democratic stance on certain issues that are “deeply embedded in the political environment” (21). Therefore, a television network or newspaper’s emphasis on one particular political issue is perceived as benefiting one party over another and, in turn, individuals perceive certain media outlets as biased (Baum and Gussin 2005). Since each station and newspaper determines which issues will receive the most airtime, voters are then influenced by the media to vote for those candidates who will best handle those issues (Baum and Gussin 2005). 
CONCLUSION

Based on the various studies and experiments conducted by the aforementioned scholars in this literature review, it is clear that there is a pattern of media bias in print and television media. Many of these studies have performed content analyses on extensive archives, coded numerous transcripts from both newspapers and news stations, and utilized exit polls and surveys to analyze voter perceptions, all of which greatly attribute to the pattern of the media shaping public opinion and, in turn, affecting voting decisions. However, there seems to be some disagreement as to whether media bias, especially broadcast media, does in fact influence voter perceptions and political outcomes considering the small amount of these studies that are available. 

Furthermore, the majority of these studies focus on elections that occurred in 2000 or 2004. The recent election of 2008 is certainly one that needs more investigation, especially with analyzing the media coverage and its effects on voters. Although recent studies have begun to examine the level of media bias in television networks during the 2008 campaign, there is still a vast amount of room for further research on this topic. We can conclude that the examined print and television media outlets have a tendency to favor one side of the political spectrum in their news coverage, and claims have been made of media bias during the 2008 campaign (Goldberg 2009; Graber 2009). Yet, what were the news media’s effects on their viewers? Did the media directly influence voter perceptions and have a significant impact on the election outcome? These questions have yet to be substantially proven for the 2008 election. Beyond the serious concerns of journalistic ethics and moral principles, where reporters are expected to write and broadcast impartially and use “only the facts,” media bias should be questioned and empirically tested in the interest of informing the voter and preserving democracy.

RESEARCH DESIGN

The purpose of this research design is to investigate the hypothesis that the more a particular news media outlet favors a political candidate, the more likely the viewer of that media outlet will vote for that candidate. News media favorability, or news media bias, is defined as any media outlet exposing a partisan view within news story coverage and reporting. The partisan view is exposed when newspeople give one side of the political spectrum a distinct advantage through subjective reporting by selective presentation of facts and perspectives. The news media is defined as a media outlet that provides political news coverage in print or television format, including online and print newspapers, and also includes broadcasting television news stations. In order to test this hypothesis, I will focus on the 2008 presidential election by distributing an online ten-question survey to approximately 300 people in hopes of obtaining at least 100 responses.

Due to time and money constraints, the most efficient way to administer a survey would be through the Internet. An online survey is an ideal way to test my hypothesis because it can be distributed to various people at little or no cost and eliminates the problem of confidentiality. In other words, the recipients of my survey will be more likely to honestly answer the questions because the participants will remain anonymous. I will not know who has or has not answered my survey. I will only receive the results. To construct this survey, the website SurveyMonkey.com allows users to create a free survey as long as the maximum number of questions do not exceed ten. Also, the website only allows up to 100 responses per free survey. By utilizing an online survey, I am easily able to send out the link to a large number of recipients in a short amount of time. It is hoped that this method will generate enough responses to test my hypothesis.

To explore the extent of which news media bias affected voter perceptions in the 2008 presidential election, I will include questions in my survey that accurately reflect validity and reliability by measuring political news reception, attentiveness, and education level among voters. To ensure that my survey did not solely measure a simple correlation between news media use and a person’s voting decision, two basic political knowledge questions that would normally be discussed in the media are asked in order to see how well a person retains the media’s information (i.e., Name the current Speaker of the House). This crucial aspect greatly enhances the validity of measuring media exposure and reception, and political knowledge is the most empirically powerful mediator of news media persuasion effects (Zaller 1996).
Also, by asking how many hours per week a voter spends on obtaining information from his or her news media outlet, I will discover how attentive a person is towards their media outlet choice. Recipients have the option to choose among television, newspaper (print form), Internet, radio, or family/friends as their primary source for how they obtain their political news. The recipient then chooses how much time they spend on acquiring information from their primary source: 1 - 2, 2 - 4, 4 - 6, or 6 - 8 hours per week.  To further enhance the reliability of this measure, I will ask what the education level is of each participant in order to assess whether knowledge affects media reception and an individual’s capacity to understand and process the information to which they are exposed, as one’s education level is closer to being a measure of reception than is self-reported media use (Zaller 1996). Therefore, for this study, the independent variable is news media reception, the dependent variable is the level of media exposure, and the unit of analysis is the survey participant. 
Aside from reception and validity variables, partisanship is measured through a question asking recipients to most closely label themselves as liberal, moderate or conservative. By asking this question, I will be able to adequately draw feasible conclusions to my study. Either news media outlets encourage partisanship, or an individual’s partisanship is determined by which news media outlet he or she chooses to watch, listen to, or read. The same principle applies to the question of which candidate the recipient voted for in the 2008 presidential election. Although a news media outlet is not the only way for people to obtain their political knowledge and it is not the sole medium of gauging one’s partisan views, by measuring one’s hours per week, their political knowledge, and their education level, I can conclude whether the news played a significant role in determining one’s presidential candidate selection, Barack Obama or John McCain.

The unit of analysis, or the voters, will be measured by primarily asking if the recipient voted during the 2008 presidential election. If the recipient did not vote, the following webpage will contain a message stating that if he or she answered “NO” to the first question, he or she is asked not to complete the rest of the survey. This is done for two reasons. First, my survey only allows me to analyze 100 responses; and since I have a limited amount of responses, they would be most accurate if he or she voted in the election. Thus, this message is used to deter either unregistered voters or those who simply did not vote from completing the survey, ensuring my data will be as constructive as possible. Additionally, the fastest and easiest way to reach at least 300 hundred people and secure enough responses would be through the online social networking website Facebook. This networking tool gives me access to reach a vast number of people in a short amount of time by sending the survey link through one uniform message to each person with whom I am connected.

However, my sampling frame contains a possible bias in the fact that those with whom I am connected on Facebook know me either personally, by acquaintance, through my college network, or through a friend. This could potentially skew my data as the majority of the survey participants are similar to me: young, web-savvy, and similar education and socioeconomic level. Also, those who know me personally might have the same political beliefs as me and may watch, read, or listen to the same news media outlets. Overall, since the majority of my sampling frame is young, my data might also be skewed toward the liberal side, as college students tend to be more liberal than other groups of people. In general, the participants know they are being tested and that their answers are being used in a study, as any self-reported data can contain a bias. Therefore, they may alter their responses in accordance to the survey questions, which could also affect the accuracy of my data. Nonetheless, the survey results will confirm or deny these presumptions and lead to a more enlightened conclusion.

By distributing an online survey, I will be able to determine if my hypothesis that the more the news media favors a political candidate, the more likely the viewer will vote for that candidate, is accurate. The 2008 presidential election is the prime focus in testing this hypothesis, as this election has generated many claims of media bias during the 2008 campaign. Therefore, the research design will help determine the effects news media bias had on voter perceptions and the 2008 presidential election outcome.

ANALYSIS


By administering my online survey, I was able to test my hypothesis that the more a particular news media outlet favors a political candidate, the more likely the viewer of that media outlet will vote for that candidate. However, as further explained and pictured below, I did not receive enough responses to determine whether my hypothesis can be proven. Even though this study resulted in a null hypothesis, I am still able to make significant findings and valuable observations from my results, which seek to advance this research. Before explaining the statistics of my data, I note the important factors that occurred with my results. First, although I hoped to attain 100 responses, I only was able to receive 95. I most likely would have been able to complete my goal of 100 responses, but time restraints prevented my survey from reaching its full potential. Also, because it is nearly impossible to accurately judge the political coverage and leanings of a person’s specific media outlet from “local news station,” “local (print) newspaper,” and “family/friends,” those participants were removed from my final sample group. Even though it is also difficult to evaluate a person’s specific Internet media outlet, those participants remain as part of my analysis because a significant number of people chose “online newspapers” as their primary source. Removing these participants would have greatly reduced my sample group, making the overall number too small to analyze. Thus, all of my data is based on a total of 81 participants.  Although the focus of this analysis will be on television and print newspaper outlets, radio and Internet will be briefly discussed.

By comparing my results with studies conducted by the Center for Media and Public Affairs (CMPA 2009), the Pew Research Center’s Project of Excellence in Journalism (PEJ 2008), and a newspaper endorsement organization website (Infochimps 2008), I am able to effectively analyze my participants’ responses based on proven studies of political news media bias and favoritism. According to CMPA, the television news networks ABC, CBS, and NBC gave Barack Obama the best press coverage ever measured for a presidential nominee, where Obama’s press was 2 to 1 positive and John McCain’s was 2 to 1 negative (2009). Overall, Obama received 68% positive coverage by reporters and nonpartisan sources whereas McCain received only 33% positive coverage on ABC, CBS, and NBC (CMPA 2009).


CMPA also reports that FOX news portrayed McCain more positively than Obama.  However, the tone of their coverage of all the candidates was the fairest and most balanced of the four networks in the sense that FOX’s coverage was generally negative toward all the candidates (2009). Unlike ABC, CBS, and NBC, McCain’s good press coverage on FOX only differs from Obama’s by 3%, where McCain received 40% better press coverage; Obama 37% (CMPA 2009). However, FOX greatly favored McCain’s policies and issue positions over Obama’s. McCain’s coverage was 61% positive compared to Obama’s 33% positive coverage (CMPA 2009). 

Finally, since MSNBC and CNN were included in my study, I used PEJ to help examine the bias of press coverage of Obama and McCain on these stations to compare to my results. According to PEJ, Obama received 43% positive coverage with only 14% negative coverage on MSNBC (2008). McCain received only 10% positive coverage compared to the 73% negative coverage broadcasted on MSNBC (PEJ 2008).  In general, negative stories outweighed positive ones by a 7 to 1 ratio for McCain on MSNBC (PEJ 2008). Similarly, although not as drastic as MSNBC, CNN also negatively covered McCain at an over 4 to 1 ratio, where he received 61% negative coverage and only 13% positive coverage (PEJ 2008). Obama’s coverage on CNN was fairly equal. He received 36% positive coverage and 39% negative coverage (PEJ 2008). 
This essential information helps validate and support my results in Appendix A, Chart 1. Of the participants who selected television as their primary news source, 16 out of 26 participants, or roughly 61%, voted for Obama. Also, the graph shows that those who watched ABC, NBC, and CNN chose to vote for Obama over McCain. Given ABC and NBC’s favorability coverage of Obama and CNN’s negative coverage of McCain, my results suggest that those participants could have been influenced by ABC’s 68% and NBC’s 73% positive press coverage of Obama and CNN’s 61% negative press coverage of McCain (CMPA 2009). Furthermore, 6 out of 10 participants, or 60%, of FOX viewers voted for McCain. FOX’s partisan coverage of McCain also could have influenced those viewers to vote for him over Obama. 

Although my sample size is extremely small for the participants who chose print newspapers as their primary source, my results perhaps hint upon the effects of newspaper endorsements, which should be extensively examined in future studies. The newspapers that participants chose as their primary source were The New York Times, USA Today, and The Boston Globe. The New York Times and The Boston Globe both endorsed Obama, whereas USA Today is one of the few newspapers that has a no endorsement policy and, thus, did not endorse Obama or McCain (Infochimps 2008). Considering the partisan reporting of The New York Times and The Boston Globe, Chart 1 demonstrates that 4 out of 5 participants, or 80%, voted for Obama. These participants read those newspapers and perhaps were influenced by the left-leaning articles. Even though USA Today is non-partisan, no one who read print newspapers in Chart 1 voted for McCain. 
In order to increase this sample size and slightly validate this observation, I note that an overwhelming majority of the survey participants reside in Massachusetts. Due to the convenience of the Internet and the cost-free access to online newspapers, it is very possible that many of the participants who chose online newspapers as their primary source would read Boston-based papers and The New York Times via the Internet. Therefore, Chart 1 shows that the majority of those who read online newspapers voted for Obama as well. Since 26 people is a much high number than the 5 who read print newspapers, it is possible that the 16 people, or 61%, who voted for Obama read either The Boston Globe or The New York Times; and the other 10 people, or 38%, could have read online papers that endorsed McCain, such as the Boston Herald, and were perhaps influenced by its right-leaning reporting (Infochimps 2008).  
Of course, news media outlets are not the sole influence over people’s voting behavior. It is important to remember that many of the participants could have had partisan views before taking into consideration their particular media outlet. In many cases, people are aware of certain media biases and chose to watch, read, or listen to these outlets because they match one’s own political views. For example, a conservative might watch FOX news because he or she knows that their reporting favors conservative values and principles. Thus, many of these media outlets could reinforce one’s views rather than influence them. This is especially seen in Chart 1 for the participants who chose radio as their primary source. Since certain radio programs are known for being partisan, my data seems to augment this perception. Of those who listened to NPR as their primary source, 100% only voted for Obama. Of those who listened to talk radio as their primary source, 100% only voted for McCain. Also, it is interesting to note that those who listened to NPR labeled themselves as either liberal or moderate. Those who listened to talk radio labeled themselves as either conservative or moderate. Perhaps predisposed partisanship contributed to why liberals do not listen to talk radio and conservatives do not listen to NPR. These results, although interesting, only touch upon the difficulties of deciphering one’s own partisanship and one’s chosen media outlet and certainly are in need of further research.


As mentioned in the research design section of this study, I tested the participants’ attentiveness to their primary media outlet by asking two political knowledge questions and the length of time they spent watching, reading, or listening to it. Appendix B contains three tables: Chart 1A, Chart 1B, and Chart 1C. Chart 1A demonstrates the aggregate amount of time each media outlet – television, print newspapers, radio, and Internet, is used. Chart 1B and 1C represent the accuracy of those who correctly and incorrectly answered the political knowledge questions. As shown in Chart 1C, the majority of participants answered that question correctly, with an 88% accuracy rate. However, the question for Chart 1B was much more difficult for participants to answer correctly, with only a 64% accuracy rate. Therefore, comparing Chart 1A with Chart 1B, those who listened to radio and read print newspapers as their primary source had a smaller error rate than any other media outlet. Also, as shown in Chart 1A, more participants chose the longest length of time, 6 to 8 hours/week, for radio. On the contrary, the majority of participants chose the shortest length of time, 1 to 2 hours/week, for Internet; and Chart 1B shows that those who chose Internet had the highest error rate than any other media outlet. Similar results also occurred with television.
On the whole, this could suggest a few interesting findings. First, it is possible that the longer one uses their chosen media outlet, the more knowledgeable they will be about political information. However, it could also suggest that one media outlet has a better chance at influencing a viewer over another. As the voting decisions for those who listened to radio are so defined, and the majority of radio listeners answered the political knowledge questions correctly compared to other media outlets, the radio listeners perhaps take in and retain the information better and apply this information to their voting decision. As always, even though this study demonstrates beneficial observations, my sample group is too small to make accurate generalizations nationwide. Yet, these preliminary analyses put forth a compelling argument that should be further examined in subsequent studies, especially for television and print newspapers.
As previously mentioned, partisanship plays an important part in this study, as many people rely on their political ideology to define their political news media outlet and their voting decision. Thus, in Appendix C, Table 1A, I compare all the participants who labeled themselves as liberal, moderate or conservative with who they voted for - Obama or McCain. In order to corroborate my results, I also list the same information in Table 1B provided by the Gallup Poll in the national election outcome study (2008). My results closely relate to the national poll, especially for those who defined themselves as liberal or moderate. Similarly, the overall percentage of those who voted for Obama and McCain in my study in Table 1C is close to the nationwide vote shown in Table 1D (Gallup 2008).  Although my sample group is not representative of the nation, these comparisons suggest that if my survey was taken on a national level and had a much larger sample group, my hypothesis could be proven, and my results would have more validity. 
Since my results in Table 1A show that everyone who defined themselves as liberal or conservative voted for Obama or McCain, respectively, then it could also suggest a strong influence of one’s own partisanship. Therefore, I further broke down my results in Table 1A for those who defined themselves as moderate, considering moderates are perhaps more undecided on who to vote for and more likely to seek out other sources, like the news media, for more information. In Appendix D, Chart 1A shows the news media outlets that moderates who voted for McCain used as their primary source. Chart 1B shows the news media outlets that moderates who voted for Obama used as their primary source. As previously discussed, certain media outlets favored or endorsed certain candidates; and the charts show that the majority of McCain moderates used right-leaning sources for their political information, whereas the Obama moderates used left-leaning sources for their political information. This information provides further rationale for my previous observations on news media bias impacting voting perceptions. However, as my sample size is too small to prove my hypothesis, this interesting aspect is worthy of advanced research. 
Even though my sample size is small, it does contain a variety of ages and education levels. Appendix E, Chart 1 shows the age range of participants compared to the highest level of education they have completed. Not surprisingly, my data contains the highest number of participants who are between the ages of 18 and 25 and are college graduates due to the distribution method of my survey. However, there are a significant amount of 40+ participants who are also college graduates and post-graduates. Although my results are heavily based on younger college graduates, my survey did reach a wider audience, which helped diversify my results. If time and money constraints did not limit my study, it is possible that the variety of participants would have increased and helped substantiate my results.
Although my study resulted in a null hypothesis, I was able to make interesting and beneficial observations, comparisons, and in-depth analyses that would most likely help prove my hypothesis if my study was conducted in a nationwide method. Based on my data, it is clear that future research should be conducted to test my hypothesis. Not only would this provide a compelling case study for journalists, political scientists, and researchers, it would also increase the awareness of political news media bias and the potential effects it has on voter perceptions in determining democratic outcomes.
Appendix A
Chart 1
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Appendix B
Chart 1A
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Appendix C

Table 1A

	MY SAMPLE GROUP
	Obama
	McCain

	Liberal
	100%
	0%

	Moderate
	71%
	29%

	Conservative
	0%
	100%


Table 1B

	NATIONAL GALLUP POLL 2008
	Obama
	McCain

	Liberal
	94%
	6%

	Moderate
	63%
	37%

	Conservative
	23%
	77%


Table 1C

	MY SAMPLE GROUP
	Obama
	McCain

	Total Number of Participants
	58%
	42%


Table 1D

	NATIONAL GALLUP POLL 2008
	Obama
	McCain

	Nationwide Vote
	53%
	46%


Appendix D
Chart 1A
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Chart 1B
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Appendix E

Chart 1
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