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Abstract 

Since the 1930s, presidential job approval public opinion polls have been 

prov iding a snapshot of the public 's general approval levels of the incumbent pres ident' s job 

perfo rmance. The job approval ratings fo r Pres ident George W. Bush ranged from one extreme 

to the nex t during hi s eight years as President of the United States . Past studies have shown the 

medi a have powerful influence on publi c opinion, especiall y with the use of news frames. A 

co ntent anal ys is of ne ws content covering Pres ident Bush investi gates the poss ible connecti ons 

between the medi a's pos iti ve and negati ve framing of President Bush and hi s job approval 

ratings. 
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Int rod ucti on 

"When what we consider reputable poll s . .. show a politi cian· s support changing from day 

to day, or a Pres ide nt" s approval rating mov ing up and down from week to week , we have 

to ask ourselves if we are measuring reality, or creating it. '· (Cannon, 2001 , p. 2490) 

This was the message deli vered to the American Assoc iation fo r Public Opinion Research 

by outgoing Pres ident Kathleen A. Frankovic in a May 22, 1993 speech (Cannon, 200 I). The 

question Ms. Frankov ic posed to her assoc iates in that May speech is a question that has been the 

subject of much research and debate and that linge rs ever more increas ingly as news media face 

criti cism and accusations of bias. The question posed in thi s study is not if media are biased, but 

rather if the news deli ve red to the public is deli vered in such as way as to influence the public's 

approva l ratings fo r the pres ide nt. 

Pres identi al job approva l ratings we re first int roduced by George Gallup in the late 

1930s to help measure the public·s support of a pres ide nt" s poli cies and handling of issues while 

in offi ce (U nited States Pres ide ntial Appro \·al Rating. n.d.) . Approval ratings are determined 

using opinion poll s conducted among the public to gauge what percentage of the public approves 

of the job the pres ident is doing HTsus \\ hat pe rce ntage of the public di sapproves of the job the 

pres ident is doing. So me pres identi al _j ob approval poll s are conducted by public opinion research 

ce nters. but the majorit y of these po lls are conducted by major nev,;s media outlets such as CNN, 

FOX NEWS. CBS/New York Times. Nev,-swee k, NBC/Wall Street Journal and the LA Times . A 

typical poll question simpl y asks. ··oo you approve or di sapprove of the job the pres ident is 

do in g-7· · Some po ll s de lve deeper as king about approval of the pres ident ·s performance on 

spec ific issues such as the economy, fo reign affairs, immi gration and healthcare. The stati stics 
'-

cited in thi s study are co llected from The Roper Center Public Opinion Archi ves at the 
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l 'ni , cr,ity nr Connecticut. whi ch agg regates the _j oh approval poll result s from all the major 

media and de termines average ratin gs. Joh approval ratings are general ly accepted as a snapshot 

of the public' s opini on of the incumbe nt president. "Hi gher approval ratings tend to pay off 

electorall y. both fo r the president and fo r hi s party in Congress .' ' (Gronke & Newman , 2003. pp. 

501-12) thus a high approval rating can be a hi ghl y valuable political too l. lt is important to 

study _j ob approval rat ings and how the public chooses to be in favo r of or against the job 

performance of a president because of the influence that high approval ratings have in the 

political environment. 

Many vari ables make up the fo rmul ati on of public opinion. They include individual 

values , personal observation, media, experiences, etc. Page and Shapiro ( 1999) argue that the 

public we ighs nev,: information and experiences against its previous values th rough a process 

call ed collecti ve deliberation. "However, the quality of this deliberation is only as good as the 

info rmation presented to the public' ' (Glynn , Herbst, O'Keefe & Shapiro, 1999, pp. 283-29 1). 

This " info rmation·· referred to by Glynn et al. ( 1999) can be attributed to the mass media that 

deliver the news to the public. Public op inion scholars offer the Full News standard which Zaller 

(2007) explains as the premi se that the news "should provide citizens with the basic info rmation 

necessary to fo rm and update opinions on all of the major issues of the day, including the 

performance of top public officials" (Porto, 2007 , pp. 303-32 1 ). Pres idential job approval ratings 

can then be considered to be the culminati on of public opinion and the media. 

Over the years since the Gallup organi zation first started tracki ng pres identi al job 

approval ratings in the 1930s, no other president has produced more dramatic swings in job 

approval than President George W. Bush. At the height of Pres ident Bush's public approval , hi s 

job approval rat ing reached 92 % in the weeks immediately fo llowing the September 11 , 200 I 
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terrorist att acks on the World Trade Center and The Pentagon. setting a record for the hi ghest job 

approYal rat ing of a president (Comparing Past Pre. idential Performance. 2006). At the lowest 

point in hi s presidency, Bush· s job approval ratings fell to 19% in the last months of his second 

term , se tting another reco rd fo r the lowes t job approval rating fo r a president (Comparing Pas t 

Pres ide nti al Perfo rmance. 2006). This data is shown in Table 1. These are interest ing stati stics 

giYen that the public·s access to and the amount of aYail ab le media coverage was unprecedented 

during George W. Bush·s eigh t years in the White House compared to all other presidential 

terms in hi story. This trend or increased media ex posure will likely continue with each nev,· 

pres ide nt who takes office as the effec ts of the in fo rm at ion age continue to impact our global 

soc iety. 

Table I. Comparison or President ial Appro ,·al Ratings 

tliqh 1", I 

Note . Table and data pn.wided by The Roper Center \Vcb si te. 



Framing a Pres ident I 0 

Considering that the public has so much available information, the question arises of how 

much influence do the media have on the public's approval or disapproval of the pres ident 's job 

pe rfor111a nce in office ') And particularly in the case of thi s stud y, does the framing of news 

stories about the president's ac ti vities in office negati vely or pos itively affect job performance 

approva l ratings? As the public is sorting th rough all this information, the concept of framin g 

must be considered because news is not simpl y delivered to the public in the fo rm of straight 

facts. As journali sts attempt to compile a se ri es of events into a meaningful and logical account 

or representation of those events into a "package., that makes sense to readers , the news stories 

tend to take on a particular slant or tone with the message that is referred to in mass media 

research as the "frame··. "Theories of fra111ing suggest that news coverage can foster changes in 

public opini on by pro111oting particular definitions and interpretations of political issues" (Shah, 

Watts. Domke & Fan. 2002. pp. 339-377). Entman (2007) argues that the accepted pos ition that 

med ia have the power to direc t what people think o/Jo11t onl y confirms support for the concept 

that med ia have the same influence to direct 11/wr people think. 

By ex amining news content publi shed by major news media in the weeks lead ing up to 

major approval and disapprlwal spikes in the president ·s approval ratings. some insight should be 

ga ined as to possible direct links between the media's framin g of President George W. Bush and 

the public's opi nion of his performance as pres ident. "Yoe! Cohen (1986) notes that public 

opi ni on and the media ·play a negatiH' role of lim iting the opti ons open to the policymaker"· 

(Public Opinion. The Press, and Public Polic y. 199-1- . p. 14). This is an important issue to study 

because the president ·s ability to ga rner public support and accomplish policy can be inhibited 

by the wc1y in which the media present or frame issues to the public. therefore impacting the 

effect ive ness of overall presidential leadership (Sparrow, 2008). 
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Literature Review 

Media one/ P11h!ic Opinion 

Researchers of mass media have often studied the effects of medi a on public opinion, 

app lying such concepts as agenda-setting. primin g and framin g. These concepts deal with the 

influence medi a have in shaping the public's evaluati on of issues . Kim and McCombs (2007) 

addressed the effec ts of age nda-setting or more spec ificall y in thi s instance, the effects of 

attribute agenda setting and attribute salience in local media coverage of the 2002 Texas 

gubernatori al and U.S. se natorial elec ti ons and also how the perce ived tone of attributes covered 

in the news we re related to the publi c·s attitudes toward the candidates. Attri bute age nda setting 

foc uses on the charac teristi cs . qu alities or tra it s the med ia se lec t to illuminate or foc us on in 

news coverage. Attribute sa li ence is the degree to which or the amount these attri butes are 

covered in the news. Kirn and McCombs based a content analys is of candidate news coverage on 

six categori es of major attributes: ge neral pol iti ca l desc ri pti ons. spec ific issue pos itions. personal 

qualifi cati ons and charac ter, biolog ica l in formation. ca111paign conduct and support and 

endo rse111ent s. findi ng th ,tt o\·e1w hel111 ingly descrip ti ons of the candidates were foc used on 

pe rsonal qualifi cati ons and ch ar:1cter both pos iti \e ly and negati ve ly. Combining these assertions 

with a survey of constituent s. their study found e\ ide nce th at the .. attributes pos iti\dy or 

negati ve ly cove red in med ia wi ll be pe rce i\ed in a similar fas hion by the public and are 

signifi cantl y related to opi nions about politica l candidates .. (pp. 299-3 1..J. ). 

The med ia undoubted ly play a criti ca l rn le in info rming and educating the publi c. Porto 

(2007) argued that citi zen compe tence. critical to the fo rmat ion of publ ic opinion and the 

de 111ocrat ic process. is affec ted by the ne\\ s med ia. Port o quest ioned ,,·hether citi zens must be or 

beco me we ll -info rmed or knowledgeab le abou t issues in order to make rati onal dec isions and 
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form log ica l op in ions. Researchers of heuri sti cs might argue that the public need not be ve ry 

kn ow ledgeable about issues in order to effective ly fo rm rat ional preferences because they are 

ab le to effi cient ly deduce decisions by relating surface- level info rm ation about an issue about 

which they are not fa mili ar to in fo rmation on issues they are more knowledgeable about in order 

to draw meaningful conclusions. For example, "Republicans favo r lower taxes on capital gains, 

and l am a Democrat, so I oppose them" (Gl ynn , Herbst, O'Keefe & Shapi ro , 1999, pp. 283-29 1 ). 

Porto (2007) explored two models of citizen competence: The Ignorant Citizen and The Rational 

Citi zen. Porto's research led to a conclusion that citi zens are rational in their opinion fo rmation 

and are able to develop sensible choices based on low levels of info rmation. Based on thi s 

findi ng, the medi a mi ght then be considered to have elevated influence among the people 

because onl y a small amount of media exposure could be required to produce signifi cant and 

lasting effects on publi c opinion. Porto' s study supports the idea that the media' s role in public 

opinion can be effecti ve ly developmental in nature with the presence of frame di versity in news 

coverage , an important fac tor in helping to maintain a balanced environment in which citi zens 

view and evaluate issues. "Only when exposed to competing interpreti ve frameworks do citi zens 

have access to cues that enable them to think about the political situation in more complex and 

ori ginal ways, even when they are not we ll info rmed'. (pp. 303-32 1 ). Porto defined interpreti ve 

fra mes as '·a spec ific interpretation of a political event or issue"' (pp. 303-32 1 ). His study 

provides a better understanding of how news quality impacts public opinion. If news coverage of 

an issue or event is primaril y reported with a single or popul ar interpretation, the effects limit the 

public's ability to evaluate the in fo rmation objecti vely. These assumptions warrant further 

discussion of frami ng. 
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Fral/ling 

Fr;.imin g studies pl ay an integral ro le in mass medi a research. Entman (2007) defin ed 

framing as ·'the process of culling a few elements of perce ived reality and assembling a narrati ve 

th at hi ghlight s connec ti ons among them to pro mote a parti cul ar interpretati on" (p. 163). In the 

media. "news fra mes are constructed fro m and embodied in the keywo rds. metaphors. concepts. 

symbols and visu;.il images influenced in a news narrati Ye .. (Entman. 199 1. p. 7). Presented here 

are studies conducted into the influence fram ing has on public opin io n. 

Simon and Jcrit (2007) se t out to disco\·er if spec ific framing of the parti al-b irth abortion 

(PB A) issue in politi cal d iscourse influenced publi c opini on fo r or ag;.i inst a ban on PBA by 

conducting a word choice experimen t. They presented separate groups of subjec ts \\"ith a 

11ewsp:1per artic le ahoul PBA suhs1i 1u1 ing only th e \\·orcls " fe tu s .. and ··baby .. ,\·i1 hi 11 the arti cle to 

measure the \\·ord choices' effec t 011 till' gwup< faq1rahility lO\\·ard a pr posed ban on PBA. 

They found that rcspomlc 111 s in the --rc1u, ·· cu11di1io11 "ere -,ignifican tly less li kely to suppo rt ;_i 

han on PBA th an res pondents in the "h;1hy· · rn nditi nn pro\ idi ng proof that ··111edia·s \\ Ord choice 

dri ,es ci1 i1e 11 -. · sun ey res ponse" tpp. 2(1:'i -.26(1) . 

On the issue of gun rontro l. Callaghan and Sch nell (200 1) found C\idence that media 

indqKndentl y frame issues \\ilh little tl1 ,w inlfoence from the i11tere1.,1 groups and legis lators that 

lobby in fayl1 r ll f or ag:1ins1 gun con trol. nnr the puhliL··s upinion 011 the issue. This is a w ry 

important fin ding in the stu dy L1f framing. :ts it ind icates the rnedia·s po\\ er to prn11101e an age nda 

among the public. In thi s case. Ctllaghan and SL·hnell argue the media·s agenda appeart'd to be 

the desire 10 kee p the matt er dram:llic and inte resting to increase or main tai n ra ti ngs and se ll 

ad Yerti sing. Thi s stu dy also highli ghts the mcdia·s abi lity to impede the de mocratic process 
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through the use or frames by withho ldi ng the detail of po litical dialogue on issues and lim iting 

the public ·s informati on on issues (pp. 183-2 12). 

Lawrence (2000) notes that "news fra mes are of particul ar interest because they 

const it ute an exercise (intentional or, quite often unintentional) of journali stic power" (April ­

June 2000. pp. 93- 114). In her study, Lawrence illuminated the press's prac tice of presenting 

po litical news in the frame of a "game" or strategy. The concern posed by Lawrence is that 

framing political news as a strategic game where the story is always about who is ahead and who 

is behind di stracts from the core objecti ve of the news, causing readers to lose sight of the ac tual 

issues (Apr-Jun 2000, pp. 93-114). The net result of "game" franling in the news is a loss of 

substance in the news that misguides public opinion fo rmati on. 

Criti cal to studying medi a framing is an acute understanding of what framing is and how 

best to appl y the theory in mass medi a research. In a 2003 confe rence paper presented to the 

International Communication Assoc iation, Li sa Holstein po inted to Deborah Tannen's 

observation of "enormous usefulness .. fra ming has "in understanding human sense-malci ng 

ac ti viti es , or 'structures of ex pectations· fo r negoti ating the environment , in that a frame ' refers 

to an expec tation about the world based on pri or experience, against which new experiences are 

meas ured and interpreted.,, (pp. 1-26 ). Holstein l2003) argued against the tendency to confuse 

themes with frames in mass communication research, explaining that labels such as conflict, 

economics. human impac t, change, morality and American values are no more than categories of 

themes and do not represent the true defini tion of frames. Instead, frames are appl ied to themes 

by the news medi a. Conseq uentl y. the study of fra mes prov ides a mechanism fo r explaining how 

news is .. soc ia ll y constructed .. and raises .. the ques tion of a media ro le as agents of social 
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control .. (pp. 1-26). Fram ing is in trinsicall y con nec ted to agenda-sett ing and fram ing analys is 

provides a contex t in which to ac tuall y measure agenda setting theo ry (Holstein . 2003). 

"Framing research is less concerned with the relat ive quantity of stories about various 

issues th an with the qualit ati ve ways in which those stories are covered .. (Aday. 2006. pp. 767-

784). Aday (2006) stu died the effects of med ia on public op inio n by exami ning the quality of 

news frames presented to the publi c tak ing into accoun t the diffe ring effects between objecti vist 

and advocacy frames. Aday defi nes objecti vist frames as those that rely on the basic ··who ... 

··what'", "where·· and '·why .. of a story. whil e ad \ ocacy frames are more rhetori cal in nature. 

1mwiding readers with more in terpreted Yiews of a story. The study rc\'ea led that med ia 

inrluence on public opini on is greater \\"ith exposure to aJ\'Ocacy frames than \\ it h objecti \·is t 

l'ra111es. The result s Je 111 nnstrated th at the 111eJia. through the use of ad\·ocacy frames. not onl y 

ha\'e the ab ili ty to influence the public about \\hat iss ue-. arc important. bu t also the ab ili ty to 

tra nskr spec ifi c th ought-pat tern s to the puhlic '-Uch as the Gtuses of an issue and ho\, the issue 

should he addressed (pp. 767-7X-+ ). 

Va nAtt eYe ldt. Klc inni_jenhuis and Rui gruk (2006) e\panded the study of frames by 

introduci ng the concep t nr assnciati\·e fra111es and ho\,. issues can become interrelated to the 

public thrn ugh strong te\ tua l ass nL· iatinns :1ml rn-0L·cu1-rence in the 111edia. Their study also 

addressed ph ysica l frames such as get1graphic location or te\ tual components and placeme nt of 

i111ages and pho tog raphs. By identifying .. meaning objects .. through key\, ords. the study 

calcu lated the insta nces of these objects relati\e to each other in ~u·ticlcs about hurricane Katrina. 

When there \\ as C\ icknce or objects occurring repeatedly in tex t. the research team argued that 

the ir respecti\ e 111ean in gs \\ Oul d beco111e associated in the minds or readers (pp. 1-23). Their 

study \\e nt furt her 10 predict objects that \\·ould occur in artic les based on the initia l presence of 
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nthcr objec ts . Applying these theories. they analyzed news stori es containing the keywords 

Islam. immi gran ts and terro r both before and after the 9/ 11 terro ri st attacks to look fo r poss ible 

associati,·e fra mes. The results showed no direct association between Isl am and terror until after 

the 9/ 1 I atlacks when the occurrence of the terms Islam and terror began to appear together in 

1217c of the articles examined (pp. 1-23 ). These results indicate opportunities fo r the media to 

bend the attitudes of the public on issues by making contextual associations through the use of 

associati ve frames. Although there has n' t been much work done in the area of associati ve 

frames, thi s study provides more insight into framing and its inherent effects on public opinion. 

Media and Presidential Approval 

Kinsey and Chaffee ( 1996) compared the effec ts that mass media versus interpersonal 

communication had on pres identi al approval for George H. W. Bush. Their study found that 

interpersonal di scuss ion plays a larger ro le in fo rming pres idential approval than mass medi a. 

Their study was conducted in the contex t of an acti ve election campaign and they theo ri zed that 

interpersonal discussions are heightened during an ac ti ve campaign, suggesting that interpersonal 

di scuss ion may play a lesser ro le in indicating pres idential approval when no acti ve campaign is 

in progress, concluding that mass medi a and interpersonal communication should be studied 

separately when evaluating their influence on pres idential approval (Kinsey & Chaffee, 1996). 

Ball-Rokeach and DeFleur· . ( 1976) medi a system dependency theory suggests that 

during times of cri sis such as the September 11 terro ri st attacks, the interdependencies among the 

public. the medi a and public offi cials intensifies. making the mass medi a the primary source of 

informati on fo r the public (Hindman, 2004 ). Hindman (2004) applied thi s theory in an analysis 

of publi c opinion about the media and the pres ident during the time of the September 11 attacks. 
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One hypothesis tested by Hindman was , ·'Support for the news media will be more close ly 

re lated to support fo r the president after September J I th than before" (pp. 29-42). He fo und thi s 

theory to be consistent wi th the results of hi s study noting that in times of great cri sis, support for 

the pres ide nt and consequentl y the media coverage in general increases as people, the press and 

polit ic ians become more interdependentl y related (Hindman, 2004 ). Thi s study sheds some light 

on the high approval ratings that Pres ident Bush experienced immediately fo llowing the 

September 11 , 200 I terro ri st attacks and is an important work in the study of media influence on 

public opinion. These findin gs further support the idea that media have a more powerful effect 

when "the audience has a high need fo r guidance,' ' (Littlejohn , 2002, p. 320) as would have been 

expec ted during a nati onal cri sis. 

Shah, Watts, Domke and Fan (2002) utili zed Fan and Cook's (2002) "ideodynamic 

model, which attempts to predict public approval based on media coverage:· (pp. 339-377) to 

pred ict public approva l of Pres ident Bill Clinton in the contex t of the Lewinsky sex scandal. 

Pres ident Clinton·s job pe rfo rmance approva l ra tings remained hi gh th ro ughout the duration of 

the Lewinsky scand al. leading Shah et al. to contend that media frames of the scandal prevented 

decreases in the public' s approva l of Pres ident Clinton. In their study, they argued that particul ar 

frames are deve loped and shared among the med ia. lead ing to an overall theme in the media 

about an issue that ultimately sways the judgment of the people and impacts overall public 

op inion. Based on a content analysis of news co \·erage of the Clinton/Lewinsky scandal, the 

results of their study suggest that the dominan t fra me used in reporting the scandal was that of 

at tac ks on Pres ident Clinton by conservati,es. whi ch neutrali zed the negati\·e overtones of the 

scandal itse lf and of the Pres ident (S hah. Watt s. Domke & Fan, 2002). Thi s neutrali zati on effect 

created by the media's news fra mes prov ided an environment where the public·s positive opin ion 
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of Pres iden t Clinton's job performance was all owed to remain intact even in the midst of a 

pending scandal. This theory is also supported by Yioutas and Segvic (2003) whose stud y 

produced similar findings in their eva luati on of news framing of the Clinton/Lewinsky scandal. 

They argued that despite poll results indicating 87% find moral character to be an important 

fac tor in vot ing decisions, Pres ident Clinton ' s approval ratinos were not neoati ve ly affected as a 
C, C, 

result of the scandal. Yioutas and Segvic's research fo und that the med ia's framing of the 

scandal coverage minimized the impact the scandal had on the Pres iden t' s approval ratings 

(A utumn 2003, pp. 567-582) . 

Ki ousis (2003) also studied the media·s influence on the publi c's opinion of Pres ident 

Clinton during the Lewinsky scandal. This study parlayed the 2002 stu dy by Shah et al. 

evaluating the public's perce ived farnrahility in add ition to _job appro ,·,d. Focus ing on the 

priming and agenda-setting theo ri es and utilizing a time- lagged meth od des igned to take into 

account the length of time it takes for public l1p ini on to respond to med ia coverage. Ki ousis 

fo und kss linkage between 111edia influence and job appro , al and a robus t relation be tween 

media influence and percei,·ed ra, 0rability of the President. indicating that job appro,a l is 

associated with cogniti,·e-perforrnance and pcrcein:d ra, arab ilit y is associated ,,·ith emo ti onal­

personal c,aluations although both cPnceph ,,ere subjec t to shi fts based on 111t·d ia co ,·erage (pp. 

Publi c opinion has also been sho,,·n tl1 be dependent on ho,,· much the publi c foc uses on a 

particular issue in the med ia. Ben ncll (2002) argued that the amount of atten tion paid to the 

111ed ia 's cme rage of the Clinton-Le,, in sk.y scand al. affec ted the public's percepti on of Pres ident 

Clinton and that the public's inattentiwness to the matter in the media can help explain the 

phenomenon of th e president ·s appro, al ratings rem aining hi gh th ro ughout the scandal. He 
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, tudicd the America n publi c·s attenti on to the scandal in the media using national poll s lro m 

January 1998 th ro ugh February 1999 that were conducted to assess how much people were 

fo li o\\ ing the st ory in the news. Bennett"s findings were that fewer Americans closely fo ll owed 

the scandal than fo llowed the news coverage of the September 11 , 200 1 terrori st attacks and the 

Jnthrax attacks . The height of attention being paid to the scandal peaked at 36% of the American 

public compared wi th a peak of 74% of Americans closely fo llowino news coveraoe of the 9/11 
b 0 

attacks. These results were contrary to earlier research on this topic performed by Brody and 

Jackman ( 1999) that claimed 80% of the American public followed the Clinton-Lewinsky 

scandal '·very' ' or "somewhat" closely (pp. 276-292). In his study, Bennett only considered 

people who "very closely' ' followed the scandal coverage. The question rai sed by both of these 

findin gs is whether presidential approval is relative to attentiveness to news coverage of issues. 

Bennett argued that in the case of the Clinton-Lewinsky scandal, the president 's high approval 

ratings can be partly attributed to the public's percei ved indifference to the issue and lack of 

overall attention Americans paid to the scandal media news coverage. 

Further promoting the effects media have on pres idential approval among the people, 

Edwards , Mitchell and Welch ( 1995) assert that an issue must be salient to people in order fo r it 

to have significant influence on evaluations of the president. Edwards et al. posit that 

understanding pres idential approval '· requires identifying not only what issues Americans think 

abou t but also oauoin o the deoree of salience Americans pl ace on these issues· ' (Edwards, 
0 0 0 0 

Mitchell & Welch, pp. I 08-134). Their study found that the public· s evalu at ion of the pres ident 

is direct ly influenced by the salience of issues to the public. Issues that were heavily addressed in 

news coverage became the issues that people we ighed when evaluating their approval of the 

pres ident , thus constant ly evolving the basi s by which the president is evaluated. 
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Kell eher and Wolak (2006) I · d I · · · · · · · exp oie t 1e etfects of issue pnm1n g on pres idential 

l,yaJu ati nns . Issue JXi min ° is the media' ,. p1·act· f d . · · · 
' t:- ·' ice o 1aw ing more attenti on to certain aspects of 

an is~ue rather than other aspects of the same issue (Glynn , Herbst, O'Keefe & Shap iro , J 999). In 

shapi ng the pub lic' s opini on about the pres ident , priming effects direct the attention of the publi c 

to part icular areas of in terest fo r consideration. Mass media research has fre quently att ributed the 

effects of media influ ence on publ ic opinion to the issue of priming. One research questi on posed 

by Kellehar and Wolak was , "Which components of presidential evaluations will be the most 

vulnerable to media effects through priming?" (pp. 193-210). In answering this question, 

Kellehar and Wolak argued that the effects of priming are conditional proportionately based on 

the complexity of issues, suggesting that more complex issues are less likely to be primed in the 

media therefore diminishing the medi a' s influence, and less complex, more familiar issues are 

more highl y primed and offer more enhanced media influence. Issues they considered to be less 

complex when evaluating the president and therefore less primed by the media were economy 

and character. Issues they considered to be more complex and therefore more primed by the 

med ia were domestic policy and fo reign policy. Using an ex tensive content analys is of 

presidential news from 198 1 to 2000 and surveys on the four topics previously described, 

Kelleher and Wolak fo und a direct link between the enhanced priming of the less complex issues 

and the deoree to which those issues are considered in evaluating the president as well as 
b 

evidence that more complex issues are less primed by the media and have less influence on the 

public's evaluation of the pres ident. (pp. 193 -210) 

The effects of medi a priming on pres identi al evalu ations were also studied by McGraw 

and Lin g (2003 ). They examined the conditions under which the effects of medi a priming on 

presidenti al evaluation are most li kely and least li ke ly to occur. The conditions that we re the 
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cut1iect of thi s analys is were assoc iated w1·th · " - ·b· · · 
., J · issue 1espons1 il1ty. novel ve rsus long-stand111 g 

issues. political knowledge and med ia trust. McGraw and Ling fo und that of the three conditional 

areas. priming effects were most heigh tened for presidential e,·aluations with medi a trust. stating 

that "priming was most likely to occur among those who trust the med ia .. (pp. 23-40). 

As with all theori es of mass communicati on. the concept of media priming has not 

always prove n to stand up to research. In a 2007 stud y into the main dete rminan ts of presidential 

job :.1pproval fo r Pres ident George W. Bush as were related to voter choice during the 200--+ 

electi on, Malhotra and Krosni ck determined that Bush's handling of the Iraq War and the 

economy had the largest impact on how peop le vie\\'ed his _j ob performance ,,·hen they ,,·ere 

considering whether to vote for him or Senator John Kerry . Ma lhotra and Krosnick tested media 

priming theory by ques ti oning if the i,uhlic ·s focus on those i,articular issues ,,as attribut ed to 

the med ia 's priming or concentrati on on thc-.e topics. The results surpri singly sho\\'cd no 

e,·idence to support that the med ia' s attenti on tn the Iraq \\' ar and the economy drm e the 

public's interest in these areas and e111ph asi" nn tlie-.e i-."ue-, ,,hen e\'aluating the pre:--ident ' sjob 

pcrl'ormance. Ma lhotra and Krnsnick rn nclu Lkd that the ""•eights that American , nters placed on 

,arious poli cy domains when e,aluating President Bu -. h \\ ere determined by !'act ors othe r than 

ne\\' s med ia \'O lu111e .. (2007. pp. 2--+9 -27X l. Furthermore . the re"ults of their study indicate that 

media priming theory \\·as dispn1,ed in thi-. Ghe because citi 1.ens are likely to he more engaged 

in the presidential e, aluation process at a deeper IC\el during times " ·hen nwre public 

il1\ oh emcnt is ex pected on po liti cal matter:- such as during an electi on or a \\ar tpp. 2..+9-278). 

Past resea rch has demonstrated th:1t ma,iL~r ne\\·-. media are the main source from \\'hieh 

citi ze ns gai n th ei r knowledge about national issues and politirnl leaders. \lcdia co,erage 

represe nts the prim:.1ry co mmunicati on channel het\\ ee n the public and the gowrnment. 
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Rc !:!a rdi 112 specifica ll y the I0b performance app ,·oval of Pi·es ·d t G w B I F h 
~ ~ • . 1 en eorge . us 1, arnswort 

and Lichter (2005) studied the amount focus and tone o·f the f I B I , news coverage o · t 1e us 1 

adm ini strat ion to examine patterns and possible mect·,a bi.as In all · d"ff t ti 1 · . , nine I eren news ou · e s 

were studied. comparing 200 I news coverage of the government and the president both before 

and after the attacks of September 11 . (pp. 9 1-108) The news outlets were divided into three 

main categories: network news, national newspapers and regional newspapers. The results and 

findings of thi s study are far too ex tensive to cover with any breadth in thi s paper, but in 

summary, coverage of Pres ident Bush became much more positi ve after the September 11 

attacks among all nine news outlets. Interestingly. coverage of the rest of the e\.ecutive branch 

remained more negati ve in nature after 9/ l l than the personal coverage of the president. 

Farnsworth and Lichter di scovered th at topics most hi ghl y concentrated on by post 9/ 11 

presidential news coverage included _j ob per fo rmance. ethi cs and character. politica l conduct and 

politica l effec ti veness. Overwhelmin gly. _j ob perfo rmance was most commonl y the foc us of news 

media coverage of the Bush administration by al l three categori es of news out lets both before 

and after the September I I terro ri st attacks ( 2005. pp. 9 1- 108 ). demonstrating the emphasis that 

med ia place on the president· s job perfo rmance. 

Contrary to Farnsworth and Lichter·s (2005) ill\ cs ti ga ti on of pres iden ti .. d job 

perfo rmance coverage among vari ous types of medi a. West ( 199 1) foc used his study so lely on 

the impact of telev ision on pres identi al app rO\ al. West com pa.red appro\ al ratings for Pres ident 

Jimmy Carter and Pres ident Ronald Reagan with degrees of public att ention to tele\ ision and the 

critical tone of tel e\"ision cove rage of these presidents. The result s of hi s study proved that "when 

news coverage is negati ve and the commentary criti ca l. presidents tend to lose popul arit y" (pp. 

199-2 14 ). West argued that most American pres ident s since the ri se of tele\ ision have lost 
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popul arity whi le they are in offi ce and that the results of h. ·t ct · ct· · · • 1s s u y 11l 1cate a strong connecti on 

between negati ve te lev ision news coverage and presidenti al popul arity. 

Burden and Mu ghan (2003) tested the effects of rnect1·a O · b 1 · t· · n JO approva ratmgs or 

President Clinton with regards to media coverage of intern ati onal economic affairs. Media 

coverage was determined to have negati ve ly impacted the job approval ratings of the president 

due to the amount of media coverage of the trade defi cit wi th Japan. "Adve rse trade relations 

with Canada proved neither to help nor hinder President Clinton's approval ratings·· (pp. 555-

578). Burden and Mu ghan attributed thi s contradiction in impact on job approval fo r the 

pres ident to the heightened media coverage of the trade relati ons with Japan compared with the 

low levels of media coverage of trade relati ons with Canada. 

A stud y conducted by Wayne Want a sugges ts that the media and the pres ide nt often 

compete fo r public all ention. By ex amining the relati onships among the press . the public and the 

pres ident. Want a ( 199 1) set out to determine how the issue agenda is de,·eloped among the three. 

Although the general consensus among researc hers has been th ,ll the media se t the agenda by 

which the public determines the im port ance of issues. Wanta argued that the three-pro nged, 

age nda-buildin g framework that ex ists among the press . the public and the media can help 

ex plain the process by which ce rtain issues become the foc us of the press and the publi c. \Vant a 

app li ed pres ide nti al appro , al ratings to the study. hypothes izing that the pres ident has more 

influence fo r shaping the age nda of the press and the public ,,·hen pres identi al appro Yal ratings 

are high and as a result. the press has less opportunit y fo r agenda-setting in an en,·iro nment 

where the majorit y of the public support s the pres ident. The results of th e stud y supported these 

concepts and prov ided evidence that the publi c li stens to the media more'' hen presidential job 

appro, al ratin gs are low_ a direc t connec ti on betwee n media credibilit y and pres idential 
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.1111m,Yai. The resu lts of the study also suooested ti t " · 
, · · · oo · 1a presidents become more popul ar when 

the\' react to their su rroundin g environment - namely the 11e d. d bl ' · · ., ( . ~ ws me ta an pu 1c op1n1on pp. 

6 72-6 79). 

This St 11dr 

Us ing what can be learned from the literature and th rough application of framing theory, 

thi s study examines the media· s ability to affect the presidenti al job approval ratings of George 

W. Bu sh. A qualitati ve content analys is of news content about the pres ident 's ac ti vities in offi ce 

was conducted to identify ex isting negati ve and positi ve frames using keyword indicators. The 

co-occurrence of the ke ywords along with references to the pres ident within the same sentence 

was then measured to identi fy instances when the pres ident was negat ively or positi ve ly framed 

in the news stories. Results were then compared to :..i pproval and di sapproval peaks in the 

public' s job perfo rmance ratings of Pres ident Bush to assess if assoc iated patterns could be 

establi shed between pos iti vely framed news coYerage of the pres ident in the \\ eek leading up to 

the spikes in approva l ra tings and betwee n negati ve ly framed coverage of the pres ident in the 

wee k lead ing up to spikes in di sapprova l job pe rfo rmance ratings . In general. thi s study 

attempted to test two spec ific hypotheses: 

HI - Job approval ratings of the president are more likely to be low \\'hen negati Ye news 

frames dominate news co, erage of the pres ide nt. 

H2 - Job approval ratings of the pres ide nt are more likely to be high when pos iti ve news 

frames dominate news coverage of the pres ide nt. 
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In order to tes t the hypotheses the fo ll owing research questi ons emerged: 

RQI - Were positi ve and negati ve frames of the pres ident· s joh perfo rm ance apparent in the 

news cove rage of the pres ident '1 

RQ2 _ Which frames were more dominant in the nc \\·:-, co ,eragc of the pre , idcnt. negatiYc or 

po:--iti\'e frames'1 

RQ3 - Did th e ncgati ve/pm iti,-c framin g nf nc,,·, cn ,·crage nf the pre ident cnim·idc wi th the 

negati,·e/pos iti,-c joh app rn ,·al ratin g, ·> 
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Method 

Combining the principles of conceptual and relati onal , I · 1· · ana ys1s, a qua 1tat1ve content 

anal ys is of news content was conducted utili z1·no a qL1a1·1tat1·ve anal s· ft II ct 
b y 1s so · ware program ca e 

QDA Miner
8 

developed by Provali s Research (www.prova li sresearch.com). The analysis was 

performed on 800 samples of online news content from three mainstream media channels: 

C N.com, FOXNEWS.com and NYTlMES.com. For the purpose of thi s stud y, '·news content" 

refe rs to news articles, telev ision news program transcripts, interview transcripts and editori al 

text either originall y published or re-prod uced on the media webs ites. The news con tent included 

tex t onl y. No images or graphics were considered. 

Selective reducti on was used to determine three se ts of keyword indicators fo r which the 

content was evaluated. Through concep!Ual analysis. the presence of the keyword indicators were 

identifi ed and respectively coded. Once coded . relational analys is was perfo rmed to identify 

co-occurrences of selected ke ywo rd indictors ,,·ithin the same se ntences of the tex t. Applying 

thi s dual method offe red the opponunity to first isolate the keywords within the ta t and then 

analyze possible relati onships between the concepts represented by the keywords. Fi ndings were 

then compared to known statistics abo ut President Bush·sjob performance ap1xo,al rat ings fo r 

tes ting the hypotheses and ded uci ng answers to the proposed research ques tions . 

Selection of'New\· Content 

Online news content was selected for thi s study primarily fo r the' as t a,·ailability of 

archi,·ed news on the Internet. Google\'.~ News Archi\'e Search re turned a'' ide 'ariety of news 

cont ent that consisted of a majorit y of anicles ori ginall y publi shed in the media webs ites· print 

pub li cati ons . as well as pub li shed transcripts from previously aired television news programs. 
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inten·ie\\'s and a sma ll percentage of edi torial co ntei,t Th . f 
1
-

. e use o on 111e news content , as 

opJJosed to print , television or other med ia was considei·ed to . . 
1
- bl · t· 1ep1esent a re 1a e cross-section o 

the major issues being addressed in the news across all outlets during the selected time frames . A 

2007 study by Jae Kook Lee about the redundancy of news and in fo rmati on published by all 

types of news outlets fo und strong evidence "that a heterogeneous agenda is not likely to appear 

across different medi a channels as long as newer media are bound by limited resources and 

dependent on traditional media in reporting'· (pp. 745-760). 

The three major news media outl et Web sites (CNN .com. FOXNEWS.corn and 

YTIMES.com) we re selected due to their ex treme popu larit y and clout among the American 

public. All three webs ites ranked among the top IO most popular news out lets on the Web as 

reported in an Oct ober 21. 2008 article publi shed by the news journal Editor & P11/J/i .,/1er. News 

content samples we re selected from the Web si te s by performing a key,nml search L)f Google8 

News Arch i\'e Search ror each of the three ,,·ebsites ba-;cd on six different time frames . Onl y one 

keyword was used fo r the news arch in~ search. ·· Bush ... This ,,as the only ,, ord reyuired ,,·ithin 

the cont ent to conclude that informati on about PresiJent Bush,, as included . The date ranges 

used fo r co llect ing the cont ent \\'ere based 0 11 six sign ificant spikes in _j ob apprn , al ratings fo r 

President Bush. Figure I illu strates the general appr() \ al trend for Presi de nt Bush . 
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General Approva l Trend fo r Pres ident Bush (02/07/2001 - 11 /01/2008) 
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Three of the dates used refl ected dramati c hikes in approval ratin gs fo r the pres ident and the 

other three dates re fl ec ted drastic dec reases in job approva l ratin gs . The foll owing Figures 2-7 

illustrate the approva l spikes identifi ed for thi s stud y. 

Figure 2. Approval Spi kc 02/08/2002 - Pres ide nt Bush· s job approva l ratings spiked 

at 82% approv al on February. 8. 2002 . 
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Figure J. ApproYal Spike 04/08/2003 _ Pres ide . . . . . 
' 111 Bush s Job approval ratings spiked at 74% 

appro\ al on April. 8. 2003 . 
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Figure 4. Approval Spike 01/07/2004- President Bush's job approval ratings spiked at 58% 

approval on January, 7, 2004. 
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Figure 5. Disapproval Spike 06/ 13/200 J _ Presiden t 8 ·h' . . . 
us s Job approval rat in gs sp iked al 

..i60r disappro\'al on June. 13. 200 I. 
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Figure 6. Disapproval Spike 04/08/2004 - President Bush's job approval ratings spiked at 

55% di sapproval on Apri l, 8, 2004. 
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Fi gure 7. Disapproval Spike 08/04/2006 Pi·es·d B 
- • 1 ent ush' · · b . · s JO approval ratmgs spi ked at 

667r disapproval on August, 4, 2006. 
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Tab le 2 shows the corresponding date ranges used fo r co ll ecting news content from Google!D 

News Arc hi ve Search, and the number of samples co ll ec ted fo r each of the media sources. 

Note. Figure prov ided by The Roper Center Web site. 
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Date :-. . Source and Vo lume of News Coiit 
I
s 

1 · en amp es 

Approva l Sp ike 1 Date Range of Samples Number of 
Source Samples - 2/ 8/ 2002 02/02/2002 - 02/08/2002 

CNN.com 63 
02/02/2002 - 02/08/2002 

FOXNEWS.com 41 
02/02/2002 - 02/08/2002 NYTIMES.com 42 

Approva l Spike 2 

4/ 8/ 2003 04/02/2003 - 04/08/2003 CNN.com 70 
04/02/2003 - 04/08/2003 FOXNEWS.com 31 
04/02/2003 - 04/08/2003 NYTIMES.com 44 

Approval Spike 3 

1/ 7/ 2004 01/01/2004-01/07/2004 CNN .com 76 
01/01/2004-01/07/2004 FOXNEWS.com 35 
01/01/2004- 01/07/2004 NYTIMES.com 33 

Disapproval Spike 1 

6/13/2001 06/07/2001 - 06/13/2001 CN N.com 44 
06/07/2001 - 06/13/2001 FOXNEWS.com 29 
06/07/2001 - 06/13/2001 NYTIMES.com 20 

Disapproval Spike 2 

4/ 8/2004 04/02/2004-04/08/2004 CNN.com 51 

04/02/2004-04/08/2004 FOXN EWS.com 40 

04/02/2004 - 04/08/2004 NYTIMES.com 30 

Disapproval Spike 3 

8/4/2006 07/29/2006 - 08/04/2006 CNN .com 39 

07/29/2006 - 08/04/2006 FOXNEWS.com 47 

07/29/2006 - 08/04/2006 NYTI MES.com 65 
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Coding f' rocess 

Two categories or keywords were established· I) fra111 · · d' . 
· mg Ill 1cator and 2) President Bush 

1.11d1·c·' tor. T \\ O different set. of keywords were then ideiiti·r·i ed f th f . . . 
... or e · ram1ng md1cator category: 

I ) l)os iti ve keywords indi cating pos iti ve framin o and 2) neoati ve ke ·d • d' - -
. i:, b ywo1 s Ill 1catmg negati ve 

framing. Onl y one set of keywords was used fo r the President Bush indicator: I ) Bush keywords 

ind icating refe rences to Pres ident Bush. Table 3 defines the li sts of keywords with in each set 

used fo r coding or the "codebook". Commonl y used words that indicate mild to moderate 

emotion, _judgment or interpretation were chosen fo r the pos itive and negati ve groups. No words 

represent ing ex treme emotion were included, as the use of those types of words is generall y 

accepted as not relati ve to normal news content. The same number of rec iprocati ng word was 

used fo r both the pos iti ve and negati ve se ts to prov ide a level of reli ab ility to the results. For 

each pos iti ve/negati ve wo rd that is coded during the analysis, the probab ility of a rec iprocating 

positi ve/negati\'e wo rd being coded is relative ly equal. For each positi ve/negati\'e word that is 

not coded du ring the analys is, the probability of 3. rec iprocating pos it ive/negative word be ing not 

coded is also relati ve ly equal. 
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Table .I Kc \ \\ orcb /Codchoo h: 

Frarning 
indicator 

Negative 
Positive Keywo rds Keyword s 
succeed * fail * 

posi tive* negative* 
resolve * conflict * 

mu ch * little * 

promote * impair * 

approve * d isapprove * 

high * low* 

certain * unclear* 

accompli sh * attempt * 

good * bad * 

progress * decline * 

accept * reject * 

support * against * 

win * lose* 

President Bush 
Ind icator 

Bush Keywo rds 

Bush * 

President * 

George* 

Th e President * 

Bu sh administration * 

adm inistrat ion* 

White House* 

,, denotes all forms o f the w ord were coded 
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p,-oudure 

The correspondin g news content samples were imported into the QDA Miner€) software 

according to each of the six sets of elate ranges corresponding with the approval and di sapproval 

sp ikes. All anal yses were petformecl separatel y on each set of data. Coding was the initial step in 

the process. All positive keyword hits in the tex t we re coded first. and then negatiYe ke ywo rd 

hits were coded, fo llowed by Bush keyword hit s. Once all keyword hit s were coded. a code 

frequency anal ys is was performed to determine the total number of codes fo r each of the 

different sets of keywords. Finall y. a code co-occ urrence analys is was performed to identify the 

instances of positi ve keywords occurring in the same sente nce as Bush keywords and the 

instances or negati ve kcyv;ords occurrin g in the sa me -.entence as Bu-.h keywords using the 

fo llow ing fo rmula/s: 

!code= pos iti\e keywords IF is tm.:r lapp in g cot.le= Bush key\\ ord-.] 

!code= negati\e kq\\ ords IF is n\ crlapp in g code= Bu-.h key\\ orJ-,J 

, . . . .. , " f · · . , . . d Bush ke,·\\·orJ-. within the -.a111e l he a\su111pt1 on mac.le \\·as that co-ocLUI ILnco n pu-.1t1\ L ,Ill · . 

. . . . . . . ., .· 1, B I I ·1, . )-occurrence-. of negati\·e and 
se ntences 1ncl1catc pos1t1\-e tram111 g ot P1 1::-. 1LLnt u-.1. \\ 11 L Ll 

. x . t ·~ framin o of Pre~ident Bush. 
Bush kcywurc.ls within the same sentences 1null'ate ne g,1 t\1:: = 
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In response to RQ I. the results of the study show d . . 
e st1 ong evidence that positive and 

eoali \·e frames of the pres ident were present in the news . 
11 = cove1age. For approval spike I, there 

,ere 226 co-occurrences of pos iti ve/Bush keywords and 136 .. . 
1 co-occu11ences of negati ve/Bush 

ke)'words. For approval spike 2, there were 146 co-occurrences f . . /B 
o positive ush keywords and 

1?9 co-occurrences of negative/Bush keywords. For approval spi·k 3 th 
182 _ e , ere were co-

occurrences of positive/Bush keywords and 122 co-occurrences of negati ve/Bush keywords. 

With regards to RQ2 and RQ3, these results for the three different approval spikes show that 

positive frames of the president were consistently dominant in the news coverage publi shed or 

broadcast during the weeks leading up to increases in the president 's job approval ratings. For 

approval sp ike I, there were 24% more pos itive/Bush co-occurrences (positi ve frames) than 

negati ve/Bush co-occurrences (negati ve frames). For approval spike 2. there were onl y 7% more 

pos iti ve/Bush co-occurrences (pos iti ve frames) than negati ve/Bush co-occurrences (negati ve 

frames). Approval spike 3 results showed 20% more pos iti ve/Bush co-occurrences (pos iti ve 

frames) than negative/Bush co-occurrences (negati ve frames). 
'- '-

When examining the news coverage of Pres ident Bush in the weeks leading up to 

decreases in the president's job approval ratings. the responses to the research questions differ 

from the results fo und when anal yzing the news coverage published or broadcaSt during the 

weeks leading up to dramatic increases in the president' s job approval ratings. Al tb0 ugh negati ve 

. • · · 1 d . ·n •ipproval ratings. The news frames were apparent , they dtd not co 111c1de wtth t 1e ec,ease 1 ' ... 

f d. · · d · tentl y hi 0 her than negati ve 111 mgs show that positive frames of the pres ident rema1ne cons1 s O "" 

f ·· · . • · · bl· d. .. val rat in °s fo r the president. 1a111es ot the president even during ttmes ot hi gh pu 1c 1sappro cc 

Tl . . . d. •oval spike I, there were 152 iese 1esult s do not support the proposed hypotheses . Fot 1sappt 
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·o -occ ui'f'Cll CC S of pos1t1 ve/Bush keywords and , 17 _ .. 
c co occu11 ences of negati ve/Bush keywords , a 

1
~1} increase in posit ive frames versus negati ve frames F . . . . 

· 01 disapp1 oval spike 2, there were 158 

·a-occurrences of positive/Bush keywords and 102 co 
c -occurrences of negative/Bush keywords, 

,J7c more pos iti ve frames than negative frames. For di sa . 1 . . 
-~ pptova spike 3, there were 189 co-

occurrences of pos iti ve/Bush keywords and 168 co-occurrenc f . 
es o negative/Bush keywords. onl y 

69r more pos iti ve frames than negative frame s. 

Dis('{{ss ion 

No evidence was found to support H 1, that job approval ratings of the pres ident are more 

likely to be low when negative news frames dominate news coverage of the president. The 

results did however consistently support H2 that job approval ratings of the pres ident are more 

likely to be hi gh when positi ve news frames dominate news coverage of the president. Due to the 

discrepancy in these findings, thi s study did not produce strong ev idence to support that 

pres idential job approval ratings are likely to coincide with the dominant frames used in the news 

media when covering the president. Much evidence of framing was apparent both in terms of 

negati vely framing Pres ident Bush and positi vely framing President Bush. There were ome 

ind ications that public opinion is possibly direc tl y affected by news media frames. as shown with 

the concurrent increased job approval ratings and hi gh percentages of positi ve framing of 

Pres ident Bush, but there are many other fac tors that go into the formation of public opinion that 

must be cons idered such as media trust , personal experiences and interpersonal di scuss ion. 

T · · · · · 1 1 1bJ·ect Based on the results of he fo rmati on of publtc op1111 on ts an ex treme y comp ex SL · 

this stud y, presidential job approval ratings are clearly not driven by media alone. History has 

h • · f • all presidents over the course 
'I own thc1t presidential job approval ratings generally declme 01 · 
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of a prcsiJcncy. as was also the case for President Georoe . . 

b W. Bush. This can 111 part be attributed 

the compounded alienat ion of demooraphic and s . 
1 

. 
to "' . pec1a Interest groups that occurs over time 

, s presidents enact legislati on and policy. With each ma· . d . . 
a. JOI ecision made by a pres ident, there 

are alwavs certain groups of people that are di spleased and f 1 1. · ee a ienated as a result of that 

decis ion. As a president's time in office lengthens the amo t f . 
' un ° people that fall 111to these 

aroups also inherentl y increases, resulting in less of the overall po 1 .· f. d' . . 
c pu at1on 111 111g sat1 sfact1on 

with the president. 

History has also demonstrated a "Rally the Troops" effect that c · d · ·d · 1 an nve pres1 ent1 a 

approval ratings up among the public during times of national crisis, as citi zens tend to seek 

more guidance and security from government leaders. This effect was appare nt after the attacks 

of9/l I , as Pres ident Bush's approval ratings soared. 

With controversy over the proposed national missile defense system in Europe. the 9/ I I 

Commission hearings, the Israeli/Hezbollah conflict in Lebanon and debate over troop 

wi thdrawal in Iraq dominating the news during the weeks of the di sapproval spikes. perhaps the 

results of thi s study also indicate that the nature of the issues being covered were stressfu l and/or 

negati ve to such a degree that no amount of positive news framing of the president was enough 

to transfer over to approval of the president ' s performance. 

Use of content analysis software and keywords fo r content analys is both present 

lim it at ions to the validity of a content analysis such as thi s, as there is simply no subStitute fo r 

coding performed by actual trained coders. However, for analysis of high vo lumes of content, 

automated content ana lys is can be effective fo r gleaning hi gh-level in fo rmation on a large scale. 

Additional studies of thi s nature are needed to test the method used in th is study 3nd provide 

d · · . • . . ·dential job approval. Studies ceper 111 s1ght in to the degree of framrng effects of media on piesi · 
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. 
1 
. . ,, ' r data set :-- that incorporate lTIOrc med ia outlets and a lonoer time frame leadino up to 

u~1ng ,11 =-c o o 

·k· , . in pre:--idcnti al job approval or disapproval should be considered. Also. an additional 
the spi t:~ · 

d 
for the selecti on of keyvwrds is recommended. An initial study should first be conducted 

111etho 

. d coders to determine sample articles that exhibit very positi ve or negative framing of 
by tr:.11ne 

-·d nt These sample articl es could then be used as the basis for extracting the li st of 
the pres1 e . 

. . d neoati ve keywords. The objecti ve would be to obtain more accurate results in future 
positive an c-

. . t sin o a more methodical approach to selecting keywords. 
studies 1Y u 0 
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