
EXPLORATION OF AGENDA-SETTING IN
THE NEWS MAGAZINE "60 MINUTES".

Item Type text; Thesis-Reproduction (electronic)

Authors Beal, Martha Bovard.

Publisher The University of Arizona.

Rights Copyright © is held by the author. Digital access to this material
is made possible by the University Libraries, University of Arizona.
Further transmission, reproduction or presentation (such as
public display or performance) of protected items is prohibited
except with permission of the author.

Download date 24/05/2023 20:26:14

Link to Item http://hdl.handle.net/10150/274772

http://hdl.handle.net/10150/274772


INFORMATION TO USERS 

This reproduction was made from a copy of a document sent to us for microfilming. 
While the most advanced technology has been used to photograph and reproduce 
this document, the quality of the reproduction is heavily dependent upon the 
quality of the material submitted. 

The following explanation of techniques is provided to help clarify markings or 
notations which may appear on this reproduction. 

1. The sign or "target" for pages apparently lacking from the document 
photographed is "Missing Page(s)". If it was possible to obtain the missing 
page(s) or section, they are spliced into the film along with adjacent pages. This 
may have necessitated cutting through an image and duplicating adjacent pages 
to assure complete continuity. 

2. When an image on the film is obliterated with a round black mark, it is an 
indication of either blurred copy because of movement during exposure, 
duplicate copy, or copyrighted materials that should not have been filmed. For 
blurred pages, a good image of the page can be found in the adjacent frame. If 
copyrighted materials were deleted, a target note will appear listing the pages in 
the adjacent frame. 

3. When a map, drawing or chart, etc., is part of the material being photographed, 
a definite method of "sectioning" the material has been followed. It is 
customary to begin filming at the upper left hand corner of a large sheet and to 
continue from left to right in equal sections with small overlaps. If necessary, 
sectioning is continued again—beginning below the first row and continuing on 
until complete. 

4. For illustrations that cannot be satisfactorily reproduced by xerographic 
means, photographic prints can be purchased at additional cost and inserted 
into your xerographic copy. These prints are available upon request from the 
Dissertations Customer Services Department. 

5. Some pages in any document may have indistinct print. In all cases the best 
available copy has been filmed. 

University 
Microfilms 

International 
300 N. Zeeb Road 
Ann Arbor, Ml 48106 





1320852 

BEAL, MARTHA BOVARD 

EXPLORATION OF AGENDA-SETTING IN THE NEWS MAGAZINE "60 MINUTES" 

THE UNIVERSITY OF ARIZONA M.A. 1983 

University 
Microfilms 

International 300 N. Zeeb Road, Ann Arbor, MI 48106 





EXPLORATION OF AGENDA-SETTING IN 

THE NEWS MAGAZINE 60 MINUTES 

by 

Martha Bovard Beal 

A Thesis Submitted to the Faculty of the 

DEPARTMENT OF SPEECH COMMUNICATION 

In Partial Fulfillment of the Requirements 
For the Degree of 

MASTER OF ARTS 

In the Graduate College 

THE UNIVERSITY OF ARIZONA 

19 8 3 



STATEMENT BY AUTHOR 

This thesis has been submitted in partial fulfillment of re
quirements for an advanced degree at The University of Arizona and is 
deposited in the University Library to be made available to borrowers 
under rules of the Library. 

Brief quotations from this thesis are allowable without special 
permission, provided that accurate acknowledgment of source is made. 
Requests for permission for extended quotation from or reproduction of 
this manuscript in whole or in part may be granted by the head of the 
major department or the Dean of the Graduate College when in his judg
ment the proposed use of the material is in the interests of scholar
ship. In all other instances, however, permission must be obtained 
from the author. 

SIGNED: 

APPROVAL BY THESIS DIRECTOR 

This thesis has been approved on the date shown below: 

Professor of Speech Communication 

Apr-./ It 
Date 



DEDICATION 

To my family—for their prayers and support. They never asked 

why;.they just loved me. 

iii 



ACKNOWLEDGMENTS 

I wish to acknowledge and thank the members of my thesis com

mittee: chairman, Andrew A. King, Henry L. Ewbank and Frank K. LaBan. 

Ever ready with challenge and mental stimulation, they encouraged me to 

reach beyond my expectations. They united that I might succeed. I also 

wish to thank Barbara H. Ewbank, without whose wise counsel and exper

tise this thesis could not have achieved its current form. Very special 

thanks is also due Mr. and Mrs. William Harrington, who gave of them

selves that I might enjoy the southwestern charm flourishing beyond the 

University of Arizona main gate. Finally, I wish to acknowledge and 

thank Philip A. Moiling for his patient understanding and prodding sense 

of humor. Through him I found within me strength, perspective and a 

deep personal contentment. He made me laugh despite myself. ' 

iv 



TABLE OF CONTENTS 

Page 

ABSTRACT vi 

CHAPTER ' 

1. INTRODUCTION 1 

Background 1 
Justification 6 
Critical Method ' 9 
Outline of Chapters 11 
Previous Research and Major Sources of Information . . 12 

2. THEORY AND ELEMENTS OF AGENDA-SETTING 14 

Stimulus Attributes 22 
Audience Attributes 30 

3. THE RHETORIC OF 60 MINUTES 41 

Characters 50 
Proxemics 55 
Physical Setting 59 
Dress 63 
Questions 66 
Language 73 
Story Arrangement 80 
Summary 82 

4. AN EVALUATION OF AGENDA-SETTING ELEMENTS IN 60 MINUTES . . 91 

SELECTED BIBLIOGRAPHY 110 

v 



ABSTRACT 

60 Minutes, the CBS News weekly magazine, has been a subject of 

controversy since the program's inception in 1968: critics have charged 

that its rhetoric has the potential to influence the public agenda. 

Thus a study was made of the agenda-setting concept and its relationship 

to the dominant news reporting format, the story. The rhetoric of 

60 Minutes was analyzed in terms of the components which comprise the 

news story. 

It was discovered that 60 Minutes exhibits various attributes 

which enhance media agenda-setting potential on conceptual and theoreti

cal levels. It was posited that 60 Minutes employs these attributes in 

order to identify more closely with its viewing audience. It was con

cluded that the patterned usage of these attributes enables 60 Minutes 

to help construct a social reality for the audience. Although containing 

pertinent agenda-setting elements, 60 Minutes was not found to set 

formally the public agenda. 

vi 



CHAPTER 1 

INTRODUCTION 

Background 

Television enjoys extra-ordinary preeminence as the symbol of 

the news. The size and complexity of the world prohibit first-hand ex

perience of the events affecting daily life. Television disseminates 

that critical information quickly and predictably, helping the viewer 

correlate the world's events to his life. Each day, over sixty-five 

million Americans watch one of the three major television networks to 

learn the latest in local, national and international developments.̂  

Most Americans have come to believe that television is a necessary ele-

2 ment in their lives. 

In addition to being one of the most popular news sources, tele

vision remains one of the most credible news sources. The American 

3 
people have consistently rated it first in believability since 1961. 

This credibility is distinctly of television's own making. The absence 

1. David Altheide, Creating Reality (Beverly Hills: Sage Publi
cations, 1976), p. 11. 

2. Roper Organization, "Trends in Attitudes Toward Television 
and Other Media," in Public Perceptions of Television and Other Mass Me
dia; A Twenty Year Review 1959-1976, ed. Roy Danish (New York: Televi
sion Information Office, 1979), pp. 1-5. 

3. Ibid. 

1 
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of partisan allegiances historically so common to newspapers plays a 

part. The typical brevity of stories precludes detail that might tres

pass on fact or interpretation that would strain confidence. Finally, 

at its heart, are two features embodied in television: the visual 

4 coverage of events and the display of news personnel. 

During the last decade, people became hungry for nonfiction 

programming. There was a growing interest in informational programs 

among viewers."' Some journalists described this interest as the Ameri-

can public's insatiable appetite for indepth, televised news coverage. 

Despite its popularity and immediacy, the traditional televised news 

program faced a problem. Daily newscasts were usually too pressed for 

time to give more than perfunctory treatment to news events. Newsmen, 

as well as viewers, wished to expand the news reports. Walter Cronkite 

captured the feeling: "I want to say how and why things happened in

stead of just that they happened."̂  As a headline service, the daily 

news could not afford him that opportunity. The growing demand for 

indepth, televised news coverage, limited by the lack of time, caused 

4. George Comstock, Television in America (Beverly Hills: Sage 
Publications, 1980), p. 48. 

5. "Why Overhaul TV News Shows?" U.S. News and World Report, 
85 (November 20, 1978), 53. 

6. "TV News Growing Too Powerful?" U.S. News and World Report, 
88, (June 9, 1980), 59. 

7. "The New Look of TV News," Newsweek, 88 (October 11, 1976), 
78. 
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NBC News president, Lester Crystal, to state: There must be another 

8 way to do more than just deal with the events of the day." 

The televised news magazine is the networks' response to the 

need for longer investigations of complex issues. Bringing more flexi

bility and diversity to televised newscasts, the news magazine, suggest 

critics, has proven that the news packaged in an entertaining style, 

can be as successful, efficient and complete as the printed page. A re

cent study by one television consultant found sixty-two percent of all 

9 viewers citing news magazines as their favorite shows. Public demand 

has prompted all the major networks to develop magazine programs. 

Some of the news magazine's popularity stems from its versatile 

format. Having more time to develop and present fewer stories, the 

news magazine can emphasize involved features and personality close-ups. 

These are areas the daily news has little time to explore. "People are 

incredibly curious about other people's lives," said Karen Lerner, a 

producer for NBC's Weekend. "The television magazines are replacing 

neighborhoods. We don't know the people who live next door to us, but 

we know all about celebrities."̂  According to producer Don Hewitt, 

60 Minutes has even capitalized on the fact that its hosts have them

selves become celebrities. "I think people watch 60 Minutes because 

8. "Why Overhaul TV News Shows?" U.S. News and World Report, 
54. 

9. Ibid., 51. 

10. "Sons of 60 Minutes," Newsweek, 89 (May 16, 1977), 104. 
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they're interested in seeing Morely, Dan and Mike pursue a story, just 

11 as they like to watch Kojak pursue a criminal." John Sharnick, 

another CBS news producer, pinpointed an attraction of the news maga

zine format. He stated: "The thing TV does best is to convey an ex

perience; and the magazine format forces a compression that conveys 

12 
information with feelings." Yet, once again, it is this compression 

of information which creates still another problem for the viewing audi

ence . 

To a large extent broadcast news is a fragmentation of reality. 

Networks select those "snippets of action which are drawn to its atten

tion by groups and institutions with privileged access to the public 

13 ear." Also, as a commercial endeavor, the nature of the news organi

zation has profound implications on the selection and packaging of 

those snippets of action. Information is assimilated into a story for

mat, complete with plot line, climax and conflict elements. The news 

is, in effect, fictionalized according to demographic criteria and com

petitive marketing strategies. 

The American masses need to learn of local, national and inter

national events. This need empowers the newsmen to gather and organize 

life's events for the masses. Thus, viewers base their evaluation of 

the world state upon the selection and interpretation of those events 

11. Ibid., 106. 

12. Ibid. 

13. Peter Golding and Philip Elliott, Making the News (London: 
Longman Group, Ltd., 1979), p. 151. 
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by a small number of reporters. Yet, because the viewing masses have 

limited knowledge of the heuristic procedures of the networks, they 

have no independent means of verifying the accuracy or salience of news 

reports. Unable to establish for themselves the truth of an assumption 

or assertion, the mass audience is also unable to establish for them

selves what the salient issues are. 

It has been said that television has a transforming effect upon 

14 
events. Television also has a transforming effect upon the people 

who watch its report of those events. In 1922 Walter Lippmann wrote 

that "the way the world is imagined determines at any particular moment 

what men will do."̂  Lippmann was alluding to the fictional nature of 

news reporting which stems from basic media limitations: lack of re

sources, lack of space, public demand for sensationalism. He empha

sized the all too frequent disparity between "the pictures in our 

heads" (a pseudo-environment created by the news) and the real world 

where accomplishments and results take place. 

In this second half of the twentieth century, tremendous oppor

tunity exists for etching in the minds of people information, impres

sions and ideas which may change the course of their lives. It seems 

trite to observe that knowledge is power. Yet, according to Gaye 

Tuchman, that rationalistic dictum is "both a tenet of our society and 

14. Michael Arlen, Living Room War (New York: Viking Press, 
1969), p. 10. 

15. Walter Lippmann, Public Opinion (New York: The Free Press, 
1922), p. 25. 
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a ruling premise of newswork. For power may be realized through the 

dissemination of some knowledge and the suppression of other ideas. 

And it may be reinforced by the way knowledge is framed as a resource 

for social action. 

During the next decade, as issues become more complex, respon

sible broadcasting will supply more news and informational programming. 

The news magazine should flourish since it allows more coverage time of 

important and critical social issues. Says CBS President, Gene 

Jankowski: "It will provide a needed, demanded and better public serv

ice.""'"̂  Current investigation of the heuristic nature of the news maga

zine could reduce a core problem facing tele-journalism today. Viewers 

would be better able to assimilate the truths in news, because they 

would understand better the selection and framing procedures for the 

news. 

Justification 

60 Minutes is the premier televised news magazine. Since its 

inception in 1968 to its tenth year anniversary, 60 Minutes was net

work television's single, on-going success in news programming, outside 

18 
of the nightly news. By 1979-80 the CBS weekly news magazine was the 

most watched program in prime time television. It boasted an average 

16. Gaye Tuchman, Making News (New York: The Free Press, 1978), 
p. 215. 

17. "The New Look of TV News," Newsweek, 61. 

18. Thomas Griffith, "Mike Wallace's Jugular Journalism," 
Time, 109 (May 2, 1977), 60. 
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weekly audience of almost thirty-six million. According to the A. C. 

Neilsen Company, this surpassed the average thirty-four million house-

19 
holds watching a network evening newscast everyday. Today 60 Minutes 

is second only to another CBS show, Dallas, in the continuing race for 

20 
prime time dominance. Says executive producer Don Hewitt: "60Minutes 

is finally up in the parlor with J. R. There is nothing I like to talk 

about more than how 60 Minutes made reality as popular as make be-

21 lieve." 60 Minutes is the only news program to compete with pure en

tertainment programming and to emerge victorious. 

60 Minutes is not only a household word. It has become a pro

fessional prototype. Although it remains to be seen whether the 

success of 60 Minutes can be matched, the premier news magazine has 

spawned a host of imitators. There are at least ten national televi

sion news magazines on the air, in the works, or already history; there 

22 are dozens of local variations. 

Held in esteem by many, 60 Minutes is, nonetheless, held in 

disrepute in other circles. Reed Irvine, editor of the Accuracy in 

19. "TV News Growing Too Powerful?" U.S. News and World Re
port, 59. 

20. Tom Jory, "How '60 Minutes' Keeps Ticking," in The Ari
zona Daily Star. Sunday ed., 11 April 1982, Sec. L, p. 12. 

21. Don Hewitt, speech prepared for the California Associated 
Press, TV-Radio, 3 April 1981. 

22. "Sons of 60 Minutes," Newsweek, 104. 
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Media Report, denounced 60 Minutes for its "established and unenviable 

23 record for distortion." 

Those in business have accused 60 Minutes of an anti-business 

orientation in its news coverage. Malcolm Furbush, Senior Vice-

President and Counsel for Pacific Gas and Electric, labeled this treat

ment the 'pro-entertainment' aspect of 60 Minutes. He likened the CBS 

news weekly magazine theory of entertainment to a crusade, a drive "to 

2 A find some sort of culprit." 

Illinois Power was so unhappy about the coverage 60 Minutes 

gave them in 1979, the company made its own television report. It in

cluded twenty minutes of rebuttals interspersed with the sixteen 

minutes that appeared on the CBS broadcast. The company emphasized 

where it felt 60 Minutes was wrong, had left out important facts, or 

had strategically edited filmed interviews. Then, Illinois Power made 

1500 cassettes of its report and distributed them to business groups 

25 and other interested parties throughout the nation. 

J. L. Ferguson, chairman and president of General Foods Corpor

ation, ended a fairly harsh consideration of journalistic practices 

with a short litany. He began with I Corinthians 13, verses 1-2: 

"Though I speak with the tongues of men and angels, and have not 

23. Reed Irvine, "You Can't Trust Dan Rather," in the Accur
acy in Media Report, 10, No. 16 (August—II, 1981), 1. 

24. "Who's Giving Who the Business?" Inside Story, No. 105, 
corr. Hodding Carter, prod. Ned Schnurman, in The Press and the Public 
Project, Inc., PBS, 4 June 1981. 

25. Ibid. 



9 

charity ... I am nothing." Continuing in a more colloquial vein, 

Ferguson clarified his view of the business-news magazine relation

ship: "The reality is that we are all in the same boat. The reality is 

that we are all being whipsawed by change that has come too fast. 

There is no further profit in a search for Bad Guys. The solutions we 

find will be solutions we find together. The benefits that accrue will 

, , „26 accrue to everybody. 

Other critics have urged the producers of 60 Minutes to heed 

the admonition of St. Paul and the head of General Foods. With bigger 

audiences and more persuasive appeal being added to 60 Minutes all the 

time, the power of CBS to shape public opinion, public thought is grow-

27 mg. 

The study, then, has been initiated for the purpose of analyz

ing the rhetoric of 60 Minutes. It will explore the way CBS shapes its 

news for the weekly magazine and for mass consumption. Specifically it 

will seek to determine if 60 Minutes displays the characteristic ele

ments needed to set the public agenda. Exploration of the agenda-

setting dimension of 60 Minutes, the number one rated news magazine, is 

surely justified. 

Critical Method 

The purpose of this study is to explore the agenda-setting ele

ments of the CBS news weekly magazine 60 Minutes. In so doing, this 

26. Marvin Barrett, Rich News, Poor News (New York: Thomas Y. 
Crowell Co., 1978), p. 68. 

27. "TV News Growing Too Powerful?" U.S. News and World Report, 59. 
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study will ask the following questions: what is the dominant reporting 

format, how is it constructed, and how does it function? Additionally, 

this study seeks to determine to what extent the format identifies a 

specific audience and identifies with it. 

This paper will include a thorough examination of 60 Minutes 

broadcasts from January 1982 through September 1982. Special consid

eration will be given to a 1979 broadcast of the Illinois Power-

nuclear energy story. 

The examination will be guided by Maxwell McCombs' definition 

of agenda-setting. According to Dr. McCombs, the idea of agenda-

setting and its components (the media agenda, the public agenda and the 

linkage between them) has been conceptualized and measured in a great 

variety of ways. The most common idea of agenda-setting asserts a di

rect, causal relationship between the content of the media and the sub

sequent public perception of what the important issues of the day are. 

However, there is another, more basic, theoretical point. Agenda-

setting grows out of a general concern with how people organize and 

28 structure the world around them. As developed by Dr. McCombs and his 

colleagues, the metaphor of agenda-setting is a macrodescription of 

this process. Part of the richness of the metaphor as a style of com

munication is that it allows each individual to make his own 

28. Maxwell McCombs, "Introduction," in "Setting the Agenda 
for Agenda-Setting Research: An Assessment of the Priority Ideas and 
Problems." Paper prepared for the American Association for Public Opin
ion Research annual convention, Buck Hill Falls, PA. (June, 1979), 
p. 3. 
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translation of the linkage between the media and public agendas. Thus, 

the structuring or ordering of news events reflects man's over-riding 

values and beliefs, his ideologies. 

Dr. McCombs states that audience viewers seek cues in televi

sion news reports which help them order their environment; they feel 

29 uncomfortable in the absence of such order. This thesis will examine 

the kinds of cues which the media supply and people attend to in struc

turing the world in 60 Minutes. 

Outline of Chapters 

The examination and conclusion of this study of agenda-setting 

within the weekly news magazine 60 Minutes will be advanced in four 

chapters. Chapter I will serve as introduction to the background, pur

pose and procedures to be followed. Chapter II will investigate the na

ture of agenda-setting; specifically it will discuss the requisite 

criteria facilitating agenda-setting influence in the media. Addition

ally this chapter will explore the agenda-setting capability of the 

dominant reporting format, the news story. Chapter III will encompass 

a full exploration of actual segments from the news magazine 60 Minutes. 

It will identify the news magazine's salient program features as well 

as the prevalent themes and images within individual segments of pro

grams. Chapter IV will provide a summation of the agenda-setting ele

ments found within 60 Minutes, and will present areas for further 

s tudy. 

29. Ibid., p. 4. 
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Previous Research and Maior Sources of Information 

Much.of the research literature about news reporting has been 

published since the 1960's, thus coinciding with the increasing popular

ity of televised news. Information emphasizing the general organiza

tional nature of news production is most extensively presented in 

Jay Epstein's News From Nowhere. Herbert Gans' Deciding What's News. 

Michael Schudson's Discovering News, Bernard Roshco's Newsmaking, and 

Gaye Tuchman's Making News and The TV Establishment; Programming for 

Power and Profit. 

Additionally, myriad books identify specific news directions, 

such as media control of political information, media's aim to mold 

public opinion and media's distortion of news events. Historical ac

counts and statistical analyses of television's rapid growth and ac

ceptance as a news source are plentiful. Numerous dissertations and 

scholarly articles have been written on the nature of televised news 

gathering. These sources highlight the medium's distinctive features, 

selection priorities and future directions. However, few of these 

studies address the agenda-setting capability of a news magazine and 

seldom analyze an individual program. 

Since 1975 there has been a pronounced increase in television 

research. Most recent publications explore the long range effects of 

television viewing on society, correlating network policies with cul

tural mores. Still, these studies fail to apply this information in 

specific contexts. 
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Information detailing the agenda-setting features of television 

news programs tends to focus on political rhetoric and issues of promi

nence, such as racial tension or the anti-establishment movement of the 

1960's. Agenda-setting research of the print medium is more prevalent 

than research of television's agenda-setting influence. Those studies 

examining television emphasize the agenda-setting aspects of nightly 

news casts; few have considered a news weekly magazine. 

Little extensive research has been done on the agenda-setting 

function of 60 Minutes, the CBS news weekly magazine. Characteristics 

of the magazine's format may be gleaned from periodicals, journals and 

an examination of the actual program. Although original transcripts 

of the programs were unavailable, CBS executives did provide informa

tion addressing the"strategies and techniques employed in the produc

tion of the program. 

Information concerning 60 Minutes' alleged distortion of 

events and anti-business orientation comes from political critics, cur

rent articles, popular periodicals and the Accuracy in Media Reports 

as well as the public television series Inside Story. 

Few rhetorical studies have addressed the question of how the 

various methods of news gathering and processing affect the final pro

duct reaching the public. The dearth of pertinent investigation of a 

growing public force supports the significance and need for this re

search. 



CHAPTER 2 

THEORY AND ELEMENTS OF AGENDA-SETTING 

This chapter will examine the nature of agenda-setting within 

the news media. Specifically, it will identify the salient features 

of the agenda-setting process. Those features will then be correlated 

with the dominant news presentation format, the news story. 

The metaphor of agenda-setting, which has captivated mass com

munication researchers in recent years, is a succinct statement about 

the social impact of the mass media. It captures the idea so long 

cherished by social scientists that mass media have a significant im

pact on our focus of attention and what we think about. Focusing on 

this basic notion of mass communication influence, Lang and Lang ob

served: "The mass media force attention to certain issues. They build 

up public images of political figures. They are constantly presenting 

objects suggesting what individuals in the mass should think about, 

know about, have feelings about.""'' Perhaps this hypothesized agenda-

setting function of the media is most succinctly stated by political 

scientist Bernard Cohen. He asserted that the press "may not be 

1. Kurt Lang and Gladys Engel Lang, "The Mass Media and Vot
ing," in Reader in Public Opinion and Communication, eds. Bernard 
Berelson and Morris Janowitz, 2nd ed. (New York: The Free Press, 1966) 
p. 468. 

14 
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successful much of the time in telling people what to think but it is 

o 
stunningly successful in telling its readers what to think about." 

In their initial empirical exploration of agenda-setting, 

McCombs and Shaw solidified this concept. They identified the agenda-

setting effects of the media on eligible voters not yet fully committed 

to a presidential candidate in 1972. They found impressive correla

tions between major and minor issues presented by local and national 

media and voter perceptions of important campaign issues. Positive cor

relations were also found when the media were considered separately, 

leading to the conclusion that the media were able to perform an agenda-

3 
setting function. 

Subsequent research continued to consider the agenda-setting 

aspect of mass media within a political arena. McLeod, Becker and 

Byrnes conducted a study to identify the agenda-setting functions per

formed by a liberal and a conservative newspaper. Significant correla

tions between the agendas of the two newspapers and their respective 

audiences were found for older voters, younger voters with weak party 

identification and less-interested voters. The failure to find an 

overall agenda-setting effect suggested that other media may be impor

tant sources of information for perceived important issues. McLeod, 

Becker and Byrnes contend that agendas of people using television as 

2. Bernard C. Cohen, The Press and Foreign Policy (Princeton: 
Princeton University Press, 1963), p. 13. 

3. Maxwell McCombs and Donald Shaw, "The Agenda-Setting Func
tion of Mass Media," Public Opinion Quarterly, 36, No. 2 (Summer, 1972), 
176-187. 
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their most important source of information may be more affected by this 

medium.̂  

Another study, by McClure and Patterson during the 1972 presi

dential campaign, compared agenda-setting effects of television and 

newspapers on personal agendas. Newspaper and personal agendas were 

highly correlated while television and personal agendas were not. The 

authors posit that the differential agenda-setting effects of print and 

electronic media can be attributed to their news format. The nature of 

television newscasts prevents the viewer from focusing on specific is

sues; by contrast, newspapers allow readers to reflect on the day's 

events and select interesting stories based on headlines and lead para

graphs.̂  

Regardless of the medium, agenda-setting research promotes one 

idea: the news media can influence the public agenda. Thus, the news 

media wield power. This conclusion caused political analyst 

Theodore White to state: 

The power of the press in America is a primordial one. It sets 
the agenda of public discussion; and this sweeping political 
power is unrestrained by any law. It determines what people 
will talk and think about—an authority that in other nations 
is reserved for tyrants, priests, parties and mandarins. 

No major act of the American Congress, no foreign adventure, no 
act of diplomacy, no great social reform can succeed in the 

4. Jack McLeod, Lee Becker and James Byrnes, "Another Look at 
the Agenda-Setting Function of the Press," Communication Research, 1 
(1974), 131-166. 

5. Robert McClure and Thomas Patterson, "A Comparison of the 
Agenda-Setting Influence of Television and Newspapers," Journalism 
Quarterly, 54, No. 4 (Winter, 1977), 744-749. 
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United States unless the press prepares the public mind. And 
when the press seizes a great issue to thrust onto the agenda 
of talk, it moves action on its own—the cause of the environ
ment, the cause of civil rights, the liquidation of the war in 
Vietnam, and, as climax, the Watergate affair were all set on 
the agenda, in the first instance, by the press. 

For many researchers of the agenda-setting concept, Watergate 

is the clearest example of the power of a press-generated issue, by 

persistance, to thrust itself into public awareness. The role of news 

exposure in the rise in saliency of Watergate news from late 1972 to 

mid 1973 has been shown in a North Carolina study. Nationally, fifty-

two percent of American adults had heard about Watergate in September 

1972, but by late June 1973, ninety-eight percent had heard.̂  Why had 

the issue of Watergate not taken hold earlier? One possible reason, 

suggested by reporter James Perry, is that many reporters following the 

campaign did not really think it was that important; they did not dig 

in enough to make it more than one story in many. Watergate, as an is

sue, caught fire only after press exposure was accelerated by the tele-

g 
vised U.S. Senate Committee hearings. 

Up to this point, agenda-setting research asserted only a 

direct, causal relationship between the content of the media agenda and 

the subsequent public perception of the important issues of the day. 

6. Theodore White, The Making of the President, 1972 (New York: 
Atheneum Publishers, 1973), p. 245. 

7. David Weaver, Maxwell McCombs and Charles Spellman, "Water
gate and the Media: A Case Study of Agenda-Setting," American Politics 
Quarterly, 3, No. 4 (October, 1975), 458-472. 

8. James Perry, Us and Them, How the Press Covered the 1972 
Election (New York: Clarkson N. Potter, 1973). 



18 

This was an assertion of direct learning by members of the public from 

the media agenda. Although significant, this assertion was by no means 

a complete definition of the agenda-setting function of media. Through 

further research by McCombs, Shaw and others, agenda-setting began to 

acquire a more basic, theoretical perspective. In 1976 McCombs and 

Shaw posited that the.media, in addition to setting the public agenda, 

structure an 'unseen environment' for its audience. They stated: "Au

diences not only learn about public issues and other matters from the 

media, they also learn how much importance to attach to an issue or 

topic from the emphasis media places upon it. What reaches the public 

is the result of decisions made by political leaders, reporters, and 

editors. It is this power of the press, the ability to structure the 

unseen environment of symbols, which (can also be) called the agenda-

setting function." 

Thus, agenda-setting can grow from a general concern with how 

people organize and structure the world around them. The metaphor of 

agenda-setting is a macrodescription of this process. As developed by 

McCombs and Shaw, agenda-setting research of this type rests on some 

specific assumptions and questions about the kinds of cues people at

tend to in structuring their world.For example, the typical measure 

9. Maxwell McCombs and Donald Shaw, "Structuring the 'Unseen 
Environment'Journal of Communication, 26, No. 2 (Spring, 1976), 18. 

10. Maxwell McCombs, "Introduction," in "Setting the Agenda for 
Agenda-Setting Research: An Assessment of the Priority Ideas and Prob
lems." Paper prepared for the American Association for Public Opinion 
Research annual convention, Buck Hill Falls, PA. (June, 1979), p. 4. 
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of media agendas, which arrays issues according to frequency of mention, 

is based on an assumption that the frequency with which an item or 

topic appears is a major cue used by audiences to evaluate its salience. 

This assumption that individuals in the audience do seek cues which 

help order their environment (and, in fact, feel uncomfortable in the 

absence of such order) is further elaborated in the psychological con

cept 'need for orientation,' which has been used in a number of agenda-

setting studies."'"''' Since these assumptions about the need for, and use 

of, orienting cues are assumptions about a psychological process, they 

also establish an important distinction between a narrow concept of 

agenda-setting and a broader theory of agenda-setting. 

Clearly, the concept of agenda-setting asserts a positive rela

tionship between what is emphasized in the mass media and what members 

of the audience come to regard as important. In other words, the sali

ence of a topic in the mass media influences the salience of that topic 

among the audience. Agenda-setting asserts that audiences learn these 

12 
saliences from the mass media. Stated in causal terms, this concept 

suggests that "increased salience of a topic or issue in the mass media 

influences [causes] the saliency of that topic or issue among the pub-

13 
lie." Thus, the basic concept of the agenda-setting function of mass 

11. Ibid. 

12. McCombs and Shaw, 1976, 18-22. 

13. Maxwell McCombs and Donald Shaw, "An Up-to-Date Report on 
the Agenda-Setting Function." Paper prepared for the International Com
munication Association annual convention, Acapulco, Mexico. (May,1980), 
p. 16. 
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communication is itself a two variable hypothesis. As with any other 

mode of communication, there must be a sender and a receiver. In short, 

the emergence of a public agenda from the media agenda must be seen as 

the result of a bargain struck by two active participants, the mass me

dia and the individuals in their audiences. From a transactional view

point, "Influence results both from the content of the mass media and 

from the social situation in which that content is scanned by each indi

vidual in the audience.""̂  

Realizing the transactional nature of the agenda-setting dyad, 

this basic concept may be placed in a larger behavioral context. No 

one contends that agenda-setting is an all powerful effect of mass com

munication reminiscent of the old hypodermic theory of mass communica

tion. Agenda-setting effects often have been demonstrated, but they 

are neither consistent nor of major magnitude in all circumstances. 

Thus, the agenda-setting role of media is not a universal influence af-
i 

fecting all public issues for all persons. Almost from the very begin

ning of this research tradition, scholars have speculated about those 

characteristics of mass media (their messages, their audiences, and the 

social setting of mass - communication) which accelerate or inhibit the 

agenda-setting role of the media. For McCombs and his colleagues, 

these concerns and the empirical research to explicate them, began a 

process of creating a theory of agenda-setting.̂  While some studies 

14. McCombs and Shaw, 1980, p. 19. 

15. McCombs, 1979, pp. 3-4. 
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test the basic concept of an agenda-setting role of the media, others 

either assume this relationship or go beyond it to link the basic con

cept with other variables. Typically, these other varid}les selected 

for study are those hypothesized to accelerate or inhibit agenda-set

ting influence. Introducing these variables yielded the first connec

ted pieces in a larger intellectual jigsaw puzzle, the theory of 

agenda-setting. Thus, the concept of agenda-setting, which is itself a 

hypothesis, was expanded to form a larger theory of agenda-setting. 

Specifically, for McCombs, Shaw, Eyal, DeGeorge and Winter, this theore

tical approach (making explicit the variables which accelerate or inhi

bit agenda-setting) brought together the long dominant effects 

tradition of mass communication research and its more recent intellec

tual competitor, uses-and-gratifications research. McCombs explained 

this idea, stating: "In the tradition of effects research, the basic 

concept of agenda-setting asserts a direct, powerful effect of the mass 

media on public opinion. But the larger theory of agenda-setting modi

fies this assertion by recognizing that the ways in which people use 

16 
mass communication affect its role and impact." 

With ideas similar to these in mind, researchers who have 

tested the agenda-setting hypotheses have paid special attention to con

tingent conditions, those attributes of the communication situation 

under which effects are either accelerated or inhibited. Says James F. 

Winter: "Especially in survey research, where there are numerous 

16. McCombs and Shaw, 1980, p. 18. 
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uncontrolled variables, it is not sufficient to simply indicate that 

relationships occurred. It is important to determine the robustness of 

relationships, and one way to do this is to look at their contingent 

conditions.""̂  

Generally, those variables or contingent conditions which help 

determine the degree of agenda-setting influence in the media can be di

vided into two categories: stimulus (sender) attributes and audience 

(receiver) attributes. An exploration of both sets of attributes fol

lows . 

Stimulus Attributes 

There is a wide variety of stimulus attributes which affect 

agenda-setting. A prime attribute concerns the obtrusiveness of issues. 

As defined by Winter, obtrusiveness is the amount of direct public con-

18 
tact with an issue independent of media emphasis. Zucker compared na

tional Gallop Poll data and television news content to determine if the 

obtrusiveness of issues played a role in the.degree of influence on sub

sequent audience agendas. He found an effect only for comparatively un

obtrusive issues, and at that, only relatively early in their rise to 

17. James P. Winter, "Contingent Conditions and the Agenda-
Setting Function of the Media," in "Setting the Agenda for Agenda-
Setting Research: An Assessment of the Priority Ideas and Problems," ed. 
Maxwell McCombs. Paper prepared for the American Association for Public 
Opinion Research annual convention, Buck Hill Falls, PA. (June, 1979), 
p. 34. 

18. Ibid. 
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19 
prominence on the television agenda. Thus, issues would appear to be 

a significant variable, with differing agenda-setting effects for rela

tively unobtrusive events such as international developments, where one 

would expect maximal media impact. Those obtrusive issues such as 

inflation, unemployment, or crime, where people are more likely to be 

influenced by first-hand experience, do not constitute as significant a 

variable. 

Duration of exposure also appears to be important, with issues 

20 rising and falling on both public and media agendas over time. 

Zucker looked at pollution, drug abuse and energy over an eight-year 

period, and found significant agenda-setting effects only relatively 

early in these issues' rise to prominence in the television medium. Di

viding his study period in half, Zucker found effects in the first four-

year period, but not in the second. This finding suggests that despite 

21 continued media coverage of issues, public interest may wax and wane. 

The nature of issues constitutes a third stimulus attribute. 

In 1979, Eyal, Winter and DeGeorge studied the time frame for agenda-

setting. They discovered that "issues vary in the amount of time 

19. Harold G. Zucker, "The Variable Nature of News Media In
fluence," in the Communication Yearbook II, ed. B. D. Ruben (New York: 
Brunswick, NJ: Transaction Books, 1978), pp. 225-240. 

20. Ibid. 

21. Ibid. 
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necessary to bring them to a position of importance in public opin-

22 
ion. An oil embargo may suddenly thrust the issue of energy short

ages and conservation onto public agendas; an oil spill can make 

pollution rise to importance, whereas it may take years for the honesty 

in government issue to become prominent in public awareness. Each 

issue has its own temporal history. Eyal, Winter and DeGeorge conclu

ded that since issues rise and fall in media and public agendas over 

time, some of those issues may be at an extended duration of high sali

ence; some may have peaked prior to data collection; others may have 

just come onto the agenda and be far from their peak during the period 

23 of time chosen for the measurement of the media agenda. Thus, the 

varying nature of issues would seem to preclude the possibility of 

wholesale transfer of issues from media to public agenda. 

If obtrusiveness, nature and duration of issues are contingent 

conditions for optimum agenda-setting influence, so it appears the related 

question of an issue's geographic proximity also affects function. 

Palmgreen and Clarke found diminished mass media effects on the local 

24 level, with respect to local issues when compared with national issues. 

22. Chaim Eyal, James Winter and William DeGeorge, "Time 
Frame for Agenda-Setting," in "Setting the Agenda for Agenda-Setting 
Research: An Assessment of Priority Ideas and Problems," ed. Maxwell 
McCombs. Paper prepared for the American Association for Public Opin
ion Research annual convention, Buck Hill Falls, PA. (June, 1979), 
p. 10. 

23. Ibid. 

24. Philip Palmgreen and Peter Clarke, "Agenda-Setting with 
Local and National Issues," in Communication Research, 4, No. 4, (Oc
tober, 1977), 435-452. 
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This obviously is closely related to the obtrusiveness of the 

issue. 

In their study of agenda-setting in a Danish election, Siune 

and Borre found that the credibility of the perceived source of media 

messages plays an important role in the magnitude of the agenda-setting 

effect.̂  

A related contingency involves the influence of a particular 

medium, for example newspaper versus television. McCombs and Shaw's 

seminal agenda-setting study did not show any significant differences 

26 between the two media; Many subsequent researchers assumed no differ

ences between the two media (e.g., Sanders and Atwood, 1975; Carey, 

1976; Hilker, 1976; Hong and Shemer, 1976). Other researchers have 

found that newspapers are more effective than television in their 

agenda-setting function. The printed agendas were often found to bet

ter match the agenda of the public than did the broadcast agendas (e.g., 

Tipton, Haney, and Baseheart, 1975; Benton and Frazier, 1976; McClure 

and Patterson, 1976; McCombs, 1977; Weaver, 1977; Mullins, 1977). 

But Palmgreen and Clarke found only limited support for the hy

pothesis that newspapers manifest a stronger agenda-setting effect than 

television. They found that on local issues, newspapers appear to ex

ert a strong influence while television networks have no impact at 

25. Karen Suine and Ole Borre, "Setting the Agenda for a 
Danish Election," Journal of Communication, 25, No. 1 (Winter, 1975), 
435-452. 

26. McCombs and Shaw, 1972. 



26 

all. On the other hand, national network news reports were found to be 

superior to newspapers in influencing the public agenda of national is- , 

27 
sues. These findings may be explained by the fact that, unlike 

earlier research, the study was not conducted during a national politi

cal campaign, and by the authors1 suggestion that national television 

news programs are more efficient than the newspaper's presentation of 

28 
the news. As Lang and Lang suggest, much of what happens during poli

tical campaigns is the direct result of events occurring during non-

29 political periods. 

Finally, other studies, analyzing television content only,, have 

presented significant agenda-setting effects (e.g., Frank, 1973; 

Zucker, 1978). These studies were all based upon media news content in 

a pure sense. Eyal asserted that "drawing conclusions about televi

sion's agenda-setting role on the basis of news alone may be insuffi

cient because televised commercials and the news, while related, appear 

30 
to exert different effects, sometimes independent of each other." 

Eyal cited several studies to support this tenet (e.g., McClure and 

Patterson, 1976; Shaw and Bowers, 1973; Bowers, 1977). In each 

27. Palmgreen and Clarke, 1977. 

28. Chaim Eyal, "The Roles of Newspapers and Television in 
Agenda-Setting," in "Setting the Agenda for Agenda-Setting Research: 
An Assessment of Priority Ideas and Problems," ed. Maxwell McCombs. 
Paper prepared for the American Association for Public Opinion Research 
annual convention, Buck Hill Falls, PA. (June, 1979), p. 22. 

29. Kurt Lang and Gladys Engel Lang, Politics and Television 
(Chicago: Quadrangle Books, 1968). 

30. Eyal, 1979, p. 25. 
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instance, the researchers found that due to the nature of television 

and to the normal patterns of audience exposure, incidental attendance 

to various messages is often unavoidable. Yet such exposure is not ac

counted for in studies employing news content only. 

Eyal further posited that while most television agenda-setting 

studies use only the news to define the television agenda, "it is clear 

that the medium provides numerous additional cues and information rela-

31 
ting to the issues of the day." He cites special programming, brief 

news summaries, updates and teasers, regular issue-oriented programs 

(such as 60 Minutes), talk shows and even situation comedies as capa

ble of setting the public agenda. He states: "Many of the cues are re-

32 ceived incidentally while others are consciously attended to." 

McCombs and Weaver theorized that although television may not 

be the best teacher of the relative salience of issues, it is not 

33 wholly without influence. It has some short-term impact on the com

position of the public agenda. States McCombs: "Perhaps the best way 

to describe . . . these influences is to label the role of television 

as spotlighting. The basic nature of the agenda seems often to be set 

by the newspapers, while television primarily reorders or rearranges 

31. Eyal, 1979, p. 26. 

32. Ibid. 

33. Maxwell McCombs and David Weaver, "Voters and the Mass 
Media: Information Seeking, Political Interest, and Issue Agendas." 
Paper prepared for the American Association for Public Opinion Research 
annual convention. Buck Hill Falls, PA. (June, 1977). Rpt. in 
McCombs, 1979, p. 27. 
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34 
the top items of the agenda." According to McCombs, there are two 

distinct phases in agenda-setting. The print medium initiates and 

moves public opinion. As time goes on television makes the issues sali-

35 ent for the viewers, especially those not reached by newspapers. 

According to this view, then, the role of television is not 

merely that of reinforcing the newspaper agenda. Rather, McCombs as

serts, "television news cuts into reality at a different angle. It is, 

for one, more visually oriented. Television news also has a very dif

ferent style from news stories in the print media. TV news is not 

36 newspaper news with pictures." 

Other contingencies include such influences as the duration, 

length, amount and kind of information contained in the media's message. 

37 Some of these contingencies have been examined by Thurston. Eyal, 

DeGeorge and Winter also conducted studies in this area. They conclu

ded that the type of message can determine its agenda-setting impact. 

34. Maxwell McCombs, "Elaborating the Agenda-Setting Influence 
of Mass Communication." Paper prepared for the Bulletin of the Insti
tute for Communication Research, Keio University, Tokyo, Japan. (Fall, 
1976), p. 6. 

35. Maxwell McCombs, "Newspapers Versus Television: Mass Com
munication Effects Across Time," in The Emergence of American Politi
cal Issues: The Agenda-Setting Function of the Press, ed. Maxwell 
McCombs and Donald Shaw. (St. Paul: West Publishing Co., 1977), 
pp. 89-105. 

36. Ibid., p. 98. 

37. Carol Thurston, "Modification of Judgment Through Increase 
of Message Length," Journalism Quarterly, 55, No. 1 (Spring, 1977), 
169-172. 
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They state: "It is plausible that highly visual topics, such as civil 

disobedience, . . . will gain more prominence in the visual media and 

will gain salience in the public mind faster than other, non-visual is-

38 
sues." Gormley asserted that the exact elements within each medium 

were critical to the agenda-setting influence of the medium. He mea

sured the correlation between the agendas of political elites at the 

state level and the aggregate of five newspapers normally read by state 

legislators. Gormley found strong support for agenda-setting when his 

twenty-five issues were collapsed into seven issue areas, but weak 

evidence of support when the twenty-five issues were addressed specifi-

39 
cally and individually. DeGeorge concluded that Gormley's level of 

agreement between media and public agendas "may depend to a large de

gree on how badly an issue is defined."̂  

In sum, stimulus attributes include the nature of a particular 

issue, its obtrusiveness, geographic proximity and length of duration 

of exposure. The medium itself may affect the message, as can the type 

of information presented, the way it is presented, and the perceived 

source for the message. 

38. Eyal, Winter and DeGeorge, 1979, p. 9. 

39. William Gormley, "Newspaper Agendas and Political Elites," 
Journalism Quarterly, 52, No. 2 (Summer, 1975), 304-308. 

40. William DeGeorge, "Conceptualization and Measurement of Au
dience Agenda in Agenda-Setting Research," in "Setting the Agenda for 
Agenda-Setting Research: An Assessment of Priority Ideas and Problems," 
ed. Maxwell McCombs. Paper prepared for the American Association for 
Public Opinion Research annual convention, Buck Hill Falls, PA. (June, 
1979), p. 17. 



Audience Attributes 

By far most of the contingent conditions that have been ex

amined in relation' to media agenda-setting have addressed audience 

attributes. 

Need for orientation represents one psychological dimension of 

the transaction between audiences and mass media. Grunig has suggested 

that need for orientation and low involvement are two key contingent 

conditions for the agenda-setting research in the original study by 

41 McCombs and Shaw. The condition of voter uncertainty which they 

used as a criterion for including respondents has been expanded to in

clude measures of party affiliation, and combined with measures of 

42 either interest or relevance. In all of the studies surveyed which 

reported introducing this concept, high need for orientation led to 

an enhanced agenda-setting effect compared with lower levels of need 

for orientation (e.g., McCombs, Shaw and Shaw, 1972; McCombs and 

Weaver, 1973; Weaver, Auh, Stehla and Wilholt, 1975; Weaver, McCombs 

and Spellman, 1975; Weaver, 1977). 

Related to this concept is the contingency of prior experience. 

The amount of prior experience by an individual with an issue has 

43 clear implications for whether or not the media exert any influence. 

For topics like inflation, there is little need to look to the media 

41. McCombs and Shaw, 1972. 

42. Winter, 1979, p. 40. 

43. McCombs and Shaw, 1980, p. 25. 
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for cues about the topic and its importance. Everyday life provides 

sufficient experience and information. For more distant and abstract 

issues like the hostages in Iran or nuclear proliferation, the media 

are our limited window on the world. 

Another attribute to be considered is the amount of audience 

exposure to the media. Mullins found that agenda-setting influence in-

44 creased with media exposure. Weaver, McCombs and Spellman found that 

a higher level of media use was associated with increased perceived sa-

45 lience of the Watergate issue. Similar findings were reported by 

46 McClure and Patterson. 

Interpersonal discussion constitutes still another audience at

tribute. Agenda-setting research of this contingency is mixed. Some 

researchers indicate that increased interpersonal discussion reduces 

the agenda-setting influence of the media; it tends to filter or re

duce media influence. Others argue just the opposite; interpersonal 

discussion facilitates the agenda-setting effect. For example, 

McCombs and Shaw found that increased interpersonal discussion reduced 

47 the agenda-setting effect. In a study of students at the University 

44; Edward Mullins, "Agenda-Setting on the Campus: The Mass 
Media and Learning of Issue Importance in the '72 Election," paper 
prepared for the Association for Education in Journalism annual conven
tion, Fort Collins, CO. (1973). Rpt. in Winter, 1979, p. 36. 

45. Weaver, McCombs, Spellman, 1975. 

46. Robert McClure and Thomas Patterson, "Setting the Politi
cal Agenda: Print vs. Network News," Journal of Communication, 26, 
No. 2 (Spring, 1976), 23-28. 

47. McCombs and Shaw, 1972. 



of North Carolina, Chapel Hill, during the 1972 election, Mullins found 

that increased interpersonal discussion enhanced agenda-setting influ-

48 
ence. Winter attributed part of the discrepancy in findings to the 

precise definition of interpersonal communication employed by the re-

49 
searchers. Some studies measured the frequency of interpersonal com

munication on specific issues mentioned by survey respondents. Others 

measured the discussion of politics generally. Regardless of the de

finition or findings, Winter asserts that the social influence result

ing from interpersonal discussion of an issue does affect the 

agenda-setting capability of the media. 

McCombs suggests still another contingent condition which 

should be considered in agenda-setting research. "One general frame

work for organizing additions to the catalogue of variables is 

Schramm's (1949) theory of immediate and delayed rewards.This 

theory conceptualizes a broad continuum of perceived utilities of the 

mass media which can be specified by numerous variables. It is a 

theory about the kinds of rewards to be obtained from use of the mass 

media, 

48. Edward Mullins, "Agenda-Setting and the Young Voter," in 
The Emergence of American Political Issues; The Agenda-Setting Function 
of the Press, ed. Maxwell McCombs and Donald Shaw (St. Paul: West Pub
lishing Company, 1977), pp. 133-148. 

49. Winter, 1979, p. 38. 

50. Ibid. 

51. McCombs and Shaw, 1980, p. 26. 



33 

Certain kinds of media content are instantly gratifying. They 

have immediate reward for the viewers. In the area of public affairs, 

examples of media content with high personal utility and immediate re

ward is information perceived as useful for making a decision or infor

mation on a topic in which the individual has high personal interest. 

For some, television per se is pleasurable and immediately rewarding. 

It may be perceived as rewarding and having utility both now and later 

because of a civic belief that one has a duty to keep up with the 

52 news. 

At the other end of the continuum, delayed reward, would be 

certain kinds of knowledge which may be useful in future decision ma

king. Placing each individual in a social setting, a number of studies 

have demonstrated a social psychological utility of mass communication, 

53 providing material for future conversation. McCombs suggests that 

those media which emphasize messages with rewards in mind have a 

54 higher level of agenda-setting influence than those which do not. 

In sum, audience attributes include the interest level and ne§d 

for orientation of the audience as well as the amount of its exposure 

to the media. Prior experience, interpersonal communication and per

ceived rewards also affect agenda-setting influence. 

52. Ibid., p. 27. 

53. Ibid. 

54. Ibid. 
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It must be noted that stimulus and audience attributes function 

concurrently. Thus, for maximum agenda-setting effect, they must be 

considered in a composite fashion. For example, Eyal found little or 

no correlation between the media agenda and the public agenda when he 

considered the entire array of issues present during the 1976 U.S. pre

sidential campaign. When this array was divided into obtrusive issues 

(those with which respondents had direct experience) and unobtrusive 

(those limited to media experience), he found zero correlations for 

the obtrusive issues and some correlation for the unobtrusive issues. 

Interestingly, Eyal also found that across the months of the campaign 

the distinction between the two sets of issues faded. Past some point, 

it would appear, mass communication became as 'real' and as 'obtrusive' 

as direct, personal experience. 

This perceived capability of mass communication to make direct 

and personal those events experienced vicariously via the media sug

gests still another dimension to the agenda-setting influence. 

According to McCombs, agenda-setting can be conceptualized as one step 

of society's ongoing process of achieving a level of social consensus 

56 which allows peaceful functioning and reasonable adaptation to change. 

Healthy societies exist somewhere between issue anarchy and total issue 

conformity. In that sense, the media have an important part to play. 

55. Eyal, "Time Frame in Agenda-Setting Research: A Study of 
the Conceptual and Methodological Factors Affecting the Time Frame of 
the Agenda-Setting Process," DA, 40 (1980), 6052A (Syracuse University). 

56. McCombs and Shaw, 1980, p. 28. 
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News media sources and reporters must determine the important issues 

with which a social system must grapple and put them on the 'agenda.' 

These issues, whether they are the correct ones or not, provide an im

portant common focus for a social system. Issue stability is important, 

but not issue rigidity: societies change and reporters and news sources 

must adapt to that change. 

The ability of mass media to effect change is attributed to 

the ongoing selective process by media gate-keepers who first of all de

termine which events are newsworthy and which are not, and then assign 

different weights to them. These decisions affect the' length (time or 

space), prominence, frequency of appearance, position in the news flow, 

and conflict (the manner in which the material is presented) of items 

which pass through the gate. "Media very clearly reveal their assess

ment of the salience of an item. Agenda-setting posits that audiences 

adopt these media assessments, and in so doing, incorporate an equal 

58 
set of weights into their own agendas." Thus, from the audience 

point of view, the media agenda provides a daily array of issue cues. 

Major emphasis and continued emphasis provide important cues as to 

what news sources and reporters regard as important. Audiences may 

agree; they may not. McCombs posits that this news-to-issue trans

formation frequently takes place only after an audience tests issue 

cues against its immediate social environment. In short, audiences 

57. Ibid. 

58. DeGeorge, 1979, p. 15. 



"accent as issue those which are reflected back by the mirror of 

59 [their] own social environment.11 

McCombs and Shaw further hypothesize that agenda-setting is a 

part of a larger social anchoring process at work in society.̂  Audi

ences function in society only to the extent that they feel plugged 

into the issues and concerns of that society. . Additionally, assuming 

they want to participate actively, audiences cannot know an issue is so

cially important beyond the media unless they individually check that 

issue against some meaningful standard: their friends, acquaintances, 

reference groups. Crouse argues that reporters do the same thing; they 

constantly check each other to make sure they are emphasizing the cor

rect facts or angle in a news story.*'"'" 

McCombs and Shaw liken this process in agenda-setting to the 

balance theory. They assert: perceptions of issues are balanced by 

press audiences in accord with the views of their acquaintances and 

friends as well as the emphases in the press. In this respect, assum

ing interactive participation, "press attention, while an important in

gredient, is neither a necessary nor sufficient condition to transform 

news about an event into information about a social issue . . . For 

59. McCombs and Shaw, 1980, p. 30. 

60. Ibid. 

61. Timothy Crouse, The Boys in the Bus (New York: Random 
House, 1973). 
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many issues audiences test issues against the closest social reality, 

62 the interpersonal environment rather than the press." 

Thus, for McCombs and Shaw, the question becomes not how the 

media set the public agenda (as it is most often posed in agenda-

setting research) but how an individual balances personal, reference 

63 group and media issues into a cognitive constellation. Balance 

theory posits that normal movement is toward conformity or balance; 

people are uncomfortable without conceptual anchors. Applying this 

concept to agenda-setting, as McCombs and Shaw do, it becomes apparent 

that media agenda-setting is situational. Society's agenda is a compe

ting array of social concerns. Yet, only a few issues reach the top 

positions. According to McCombs and Shaw's social anchoring theory, 

translation of the media agenda into an array of social issues of con

cern to individuals requires reality testing. "For most individuals 

and many issues, the social environment is a major part of reality. 

This particular aspect of agenda-setting influence, the ability 

to foster a social reality for the audience, is facilitated by the par

ticular structure media employ.̂  The fundamental form of news items 

and issues is the narrative. News reports are, for the most part, 

62. McCombs and Shaw, 1980, pp. 31-32. 

63. Ibid., p. 32. 

64. Ibid., p. 35. 

65. Wenmouth Williams and William Semlak, "Structural Effects 
of TV Coverage on Political Agendas," Journal of Communication, 28, 
No. 4 (Autumn, 1978), 114-119. 
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stories about the events of our life, our world, Reuven Frank, NBC 

News executive and documentarist, circulated a memorandum at NBC which 

clearly indicated that the news organizations themselves view news pro

duction as storytelling. He said: 

Every news story should, without any sacrifices of probity or 
responsibility, display the attributes of fiction, of drama. 
It should have structure and conflict, problem and denouement, 
rising action and falling action, a beginning, a middle and an 
end. These are not only the essentials of drama, they are the 
essentials of narrative.66 

Furthermore, news narratives are rarely concerned with indivi

duals qua individuals; rather, they are concerned with individuals as 

social types of actors. The. particular individual portrayed is a sym

bol for a social type. In that same memorandum Frank went on to say: 

The picture is not a fact but a symbol . . . the real child 
and its real crying become symbols of all children . . . Its 
symbolic truth, its power of evocation is enhanced by the sup
posed reality which the sounds [and pictures] which surround 
it stimulate.67 

Norman Swallow asserts that those executives shaping a news 

program encounter problems similar to the problems of the novelist or 

dramatist. He cited the following as universal: how to vary pace and 

mood, how to balance those sections appealing to the heart and to the 

68 
head, how to begin effectively, how to build to a third act. 

66. Jay Epstein, News From Nowhere (New York: Random House, 
1973), pp. 4-5. 

67. Ibid. 

68. Norman Swallow, Factual Television (London: The Focal 
Press, 1966), p. 54. 
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To resolve some of these problems and thus construct the story, 

newsmen ask the questions who, what, where, why, when and how. They 

are not fancy questions, nor are they particularly inventive. Yet 

Hilton and Knoblauch assert that they work because they reveal essen

tial elements of the story.̂  For Williams and Pearce, these elements 

are simply matters of common awareness. They state: "A culture's story 

system contains its inventory of reality . . . [yet] it is the most im

portant constituent of any human environment; for it is through and in 

their story systems that hxaman groups produce 'the real world'. 

Williams and Pearce further posit that it is the organization and struc

ture of these elements that allow a group to achieve public meaning, 

ideology.̂  

Thus, not only does the narrative shape and contain meaning by 

virtue of the recorded events, actions and attributes of the charac

ters, it also shares and contains meaning by virtue of the conceptual 

images of characters which emerge through their actions and the opposi

tion of one character's actions with those of another. Burke noted 

that the interaction of characters in a narrative is never simply the 

interaction between individuals, but is also always an interaction 

69. Jack Hilton and Mary Knoblauch, On Television: A Survival 
Guide for Media Interviews (New York: Amacom, 1980). p. 21. 

70. Patrick Williams and Joan Pearce, The Vital Network 
(Westport: Greenwood Press, 1978), p. 16. 

71. Ibid., p. 21. 



between social types of actors and the social principles the characters 

72 represent. Leah Ekdom suggests that one understands what these so

cial types and principles are both through the opposed images and the 

sequence of narrative actions in which such oppositions occur. She 

states: "It is in this sense, then, that form both shapes and contains 

meaning; for the narrative form as a whole, encompassing both plot and 

images evokes in the . . . viewer the special perception, the meaning, 

73 of the narrative." 

A formal or structural analysis of news stories as narratives 

enables us to discuss the meanings created by news stories. It allows 

us to explain how it is that two stories with the same subject matter 

can have different meanings and how two stories about different, sur-

74 face subject matter can have the same meaning. Specifically, it al

lows us to explore the agenda-setting aspects of a news program. 

72. Kenneth Burke, The Rhetoric of Motives (Los Angeles: 
University of California Press, 1969), pp. 215-217. 

73. Leah Ekdom, "Narratives, Motifs and Meanings in Televi
sion News," paper prepared for the Western States Speech Association 
annual convention, Denver, CO. (February, 1982), p. 7. 

74. Ibid., p. 9. 



CHAPTER 3 

THE RHETORIC OF 60 MINUTES 

This chapter will analyze the agenda-setting aspects of the 

CBS news weekly magazine 60 Minutes. In this regard, it will first 

survey the advancement of 60 Minutes as a televised news magazine. An 

historical sketch will trace the inception and development of the CBS 

news program. It will describe 60 Minutes' genesis, its goals; it 

will discuss some reasons for its apparent success. It is important 

one understand the working principles propelling 60 Minutes. Explor

ing the motives and aims for the program will elucidate how the pro

gram is constructed and how it might help to set the public agenda. 

Further, chapter three will analyze actual Sunday evening programs, 

both the individual segments composing a program and the hour-long 

format itself. Specifically this chapter seeks to describe and iden

tify the type of information presented in 60 Minutes, the way it is 

presented and the perceived source for the information. 

The key move at CBS News, in the fall of 1968, was the intro

duction of 60 Minutes, a news magazine."'" Don Hewitt, a prominent 

producer of television documentary in America, got permission to de

velop 60 Minutes because "he felt the hour-long, one-topic news 

1. Charles Hammond, The Image Decade: Television Documentary: 
1965-1975 (New York: Hastings House Publishers, 1981), p. 150. 
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documentary repeatedly reached the same audience—small, homogenous, 

o 
made up of persons truly curious about the world." He wanted to test 

his theory that there was a more general audience for a different kind 

of documentary, a multi-topic, public affairs one. Don Hewitt felt 

that few stories or subjects warranted full-scale treatment of an hour-

long broadcast in prime time. An avid student of popular culture, 

Hewitt professed that the secret to news programming success lay in va

riety, a shrewd mixture of serious subjects treated briefly and fea-

3 ture stories about show business and other less weighty matters. 

Hewitt spoke candidly about 60 Minutes on Tom Snyder's Tomorrow pro

gram in April, 1976. He stated he had unabashedly patterned the 

program after Life magazine. To him Life stressed current manners, 

morals and mores. Of 60 Minutes he said the same: "We have always been 

interested in manners, mores and morals."̂  He continued: "We deal less 

with those who make the news than with those who are victimized by the 

problems that events cause. 

From the beginning, 60 Minutes was conceived with Harry 

Reasoner in mind. Hewitt thought Reasoner's droll and literate style 

would give 60 Minutes both sophistication and a distinct tone.*' Yet 

2. Ibid., p. 249. 

3. Gary Gates, Air Time; The Inside Story of CBS News (New 
York: Harper and Row, 1978), p. 222. 

4. Hammond, 1981, p. 150. 

5. Ibid., p. 42. 

6. Gates, 1978, p. 224 
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Hewitt felt the multi-subject format would benefit from a dual on-

camera presence, especially if that man had a style clearly contrasting 

with Reasoner's.̂  Hewitt hired Mike Wallace. Wallace covered the 

tough ugly stories. He wore a black hat of sorts and played the vil

lain's role. Reasoner, on the other hand, walked the sunny side of the 

street. He portrayed the charming nice guy. 

The first edition of 60 Minutes aired on September 24, 1968. 

It featured stories on the Nixon-Humphrey presidential campaign, police

men (spawned by the police riot at the 1968 Democratic Convention) and 

"Why Man Creates" (a look at aesthetic sensibility). It was a blend 

of hard news, front page stories and soft news, back of the book fea

tures. During that first broadcast, Reasoner explained that 60Minutes 

was "an attempt to bring to television the flexibility and diversity of 

8 
the printed page." The program did use blow-ups of printed pages to 

serve as a prominent backdrop. But the stop-watch motif (Hewitt's 

creation), ticking away as the program unfolded, linking various seg

ments and cueing commercials, helped maintain the awareness that it was 

a broadcast news program, moving inexorably through time, spending only 

9 
so much attention on a topic, then moving on. 

During the first three years of its existence, from 1968-1971, 

60 Minutes was a bi-monthly broadcast aired on Tuesday evenings in 

7. Ibid., p. 223. 

8. Hammond, 1981, p. 42. 

9. Ibid. 



prime time. In that slot, it became a succes d'estime, but that was 

all. Like almost every other news show that had been thrown into the 

arena of entertainment programming, 60 Minutes did not fare well in the 

ratings. It remained in prime time as long as it did only because CBS 

news executives Dick Salant and Bill Leonard argued that 60 Minutes 

brought a much needed touch of prestige to the network's regular line 

up. But in 1971, their superiors decided that three years of prestige 

were enough. That fall 60 Minutes was shifted to the 6 p.m. Sunday 

slot, which, over the years, had been occupied by The Twentieth Cen

tury and other news or public affairs programs. There it became a 

weekly broadcast. Although Salant and Leonard protested the initial de

cision, the switch turned out to be exactly the tonic the show needed. 

In its new time slot, 60 Minutes gradually attracted a larger and lar

ger audience. At the same time, the program grew in critical esteem; 

some' reviewers went so far as to laud it the best show of any kind on 

commercial television. Hewitt and the 60 Minutes production team 

proceeded to win Emmy's and other awards with impressive regularity, 

thus reinforcing the prestige argument. 

By 1975, the 60 Minutes ratings had improved so much that the 

network executives moved the program back into prime time. No longer 

was the news magazine viewed with condescension as a 'throwaway' pro

gram that would bring CBS a smidgen of prestige and nothing more. 60 

Minutes became CBS' counter offensive for the 1976 Prime Time 

10. Gates, 1978, p. 414. 
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Sweepstakes."'"''' From there, 60 Minutes has gone on to become one of the 

ten most consistently top-rated shows on network television. 

Many theories have been raised in an effort to explain 60 Min

utes ' long-lasting triumph in prime time programming. Lester Crystal, 

President of NBC News, credited 60 Minutes' audience appeal to its regu-

12 13 
lar timing, frequency and variety. Others say it is the fast pace. 

Life magazine, 60 Minutes' progenitor, cites its instinct for the im

portant story, the leg work of its editors and reporters as well as the 

14 
tough questions it asks as the formula for success. Gary Gates 

posits that the real success for 60 Minutes lies in its creative talent. 

According to Gates, the show is staffed with some of the best field 

producers in the CBS news organization; CBS consistently employs top 

camera crews, even if it means hiring free lance.̂  Gates identifies 

Don Hewitt as the main creative agent behind the show: 

For years he.[Hewitt] had been guided by the conviction that en
tertainment values were not anathema to news programming. On 
the contrary, he believed a judicious use of show business tech
niques was needed to lure viewers 'into the tent.' With 60 
Minutes he conclusively demonstrated that slick entertainment 
and journalistic quality could be combined to achieve a highly 
positive effect.16 

11. Ibid. 

12. "Why Overhaul TV News Shows?" U.S. News and World Report, 
85 (November 20, 1978), pp. 51-54. 

13. Hammond, 1981, p. 41. 

14. Cyclops, "News Good or Bad—But Intelligent," Life, 72 
(May 12, 1972), p. 20. 

15. Gates, 1978, p. 224. 

16. Ibid., p. 415. 
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Gates explains that unique combination by alluding to the talents of a 

former television great, Edward R. Murrow. Says Gates: "The old dis

parity that critic John Lardner once defined as 'Higher Murrow and Lo

wer Murrow' was fused on 60 Minutes. In its stories on serious, contro

versial subjects, the program was every bit as strong and provocative 

as See It Now had been, and yet it also attracted the kind of mass au

dience that Murrow had been able to reach only with his gossipy 

17 interview show, Person to Person." 

Hewitt, himself, suggests it is 60 Minutes polished use of actu

ality which feeds the news magazine's popularity. 

There are two kinds of news on television: the news of the last 
24 hours which is what the evening newscasts do; we are not 
very concerned with the news of the last 24 hours. We're con
cerned with the news of the times in which we live—not issues 
but stories about people coping with issues. Even the people 
who wrote the Bible knew that people would understand issues 
better if you told them a story. The issue was evil. The story 
was Noah.18 

Mr. Glenn Esterly, a professional writer for the networks and 

TV Guide, agrees with Mr. Hewitt. He stated that much of the appeal in 

60 Minutes stems from its real-life drama. According to Esterly, there 

is so much poor fictional drama on television, that viewers prefer to 

watch a program that gives them better drama. 60 Minutes provides 

19 that drama; it is real,' it is life. 

17. Ibid. 

18. Don Hewitt, speech prepared for the California Associated 
Press, TV-Radio, 3 April 1981. 

19. Glenn Esterly, personal phone call, 22 June 1982. 
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Hewitt is quick to qualify, however, that alone, reality shown 

in an entertaining style is not enough. The story's success depends 

20 
upon the story teller. 60 Minutes keeps ticking, says Hewitt•, be

cause the emphasis is on what four very special reporters have to say. 

"Our audience is not necessarily interested in what's happening in 

China; they are interested in what Mike Wallace finds but about China 

. . . There's a cult of personality around here, and it's vital to the 

thing."21 

Clearly, for Hewitt, 60 Minutes is a show about four reporters, 

reporters who are more fascinating being themselves, "than Robert 

Redford and Dustin Hoffman were playing Woodward and Bernstein. And 

the stories that 60 Minutes producers find for real are more fascina-

22 ting than the ones Lou Grant finds for make-believe." In a sense, 

Hewitt did take the Ed Murrow of Person to Person and the Ed Murrow of 

See It Now and married the two concepts to get both in one broadcast. 

That one broadcast is called 60 Minutes. 

Having explored the inception and growth of 60 Minutes as a 

televised news magazine, this chapter will now investigate individual 

components within the various programs. The analysis will first de

scribe the general programming format employed by CBS News. Specifi

cally it will highlight distinct elements found in each program. Next, 

20. Tom Jory, "How '60 Minutes' keeps ticking," The Arizona 
Daily Star, Sunday ed., 11 April 1982, Sec. L, p. 12. 

21. Ibid. 

22. Don Hewitt, 1981. 
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this chapter will elucidate the composite picture drawn in light of the 

elements. .Finally, the analysis will discuss possible agenda-setting 

trends emerging from the overall program format and its weekly view

ing. 

60 Minutes is a weekly televised news magazine. As such, its 

program format resembles that of a print magazine. It contains a vari

ety of investigative reports and feature articles. The news reports 

are compiled by a staff of researchers under the direction of execu

tive producer Don Hewitt. Hewitt explains the process: 

Being the executive producer of 60 Minutes is like being the 
managing editor of a magazine. I have 14 producers . . . 
they're like contributing editors. Once we determine a story, 
they go, and I don't see it again until what we call a rough 
cut. Then I go in and look at it. I figure what's got sex ap
peal. And that's how I put together a line up.23 

The feature articles are designed and executed by one man— 

Andy Rooney. Rooney highlights life's little trials and questions 

man's state in the world. A combination soothsayer-psychologist-comic, 

Rooney does for television what Erma Bombeck, Ann Landers and Omar do 

for newspaper. His articles are lively and humorous attempts to make 

the everyday world more livable. 

Finally, like print magazine editors, video magazine producers 

like to feel they have some feedback from listeners, a sort of elec-

24 tronic 'Letters to the Editor' department. 60 Minutes contains a 

23. Hammond, 1981, p. 42. 

24. Ibid., p. 23. 
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similar feature at the end of its program. The story presenters, 

Wallace, Reasoner, Bradley and Safer, discuss letters from viewers com

plimenting or castigating past stories. 

The format for a televised news magazine does resemble that of 

the print magazines. Additionally, both media report their news in a 

story format. Unlike the printed journals which display only a fin

ished product, television brings more immediacy, more fullness to its 

stories. Says Bernard Roshco: "Newspapers have been forced to acknowl-

25 edge broadcasting's greater immediacy in publishing headline items." 

Roshco continues that for a time the print media emphasized a greater 

fullness in their news reports, thereby attaining immediacy for what 

broadcasting omitted. The televised news magazine ended even that ad

vantage. No longer was the televised news simply a headline service. 

The news magazine added the fullness and depth of reporting the nightly 

newscasts omitted. Rather than just reading about the outcome of an in

terview, televised news magazines allow their viewers to see the actual 

interview, either live or via video-tape. In other words, because tele

vision is a visual medium, the newsgathering process itself, in which 

all journalists engage, is actually seen. It becomes an integral part 

of the news report.- It is as much news as the event being covered is 

news. 

This combination of process (the way the news is gathered) with 

the report (those events, people, and places constituting the news) 

25. Bernard Roshco, Newsmaking (Chicago: University of Chicago 
Press, 1975), p. 11. 
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adds a unique dimension to the news story. The combination presents a 

picture to the viewers. This picture is composed of various elements 

which, depending upon their use and handling, create an impression with 

the viewer. 

Within each story broadcast by 60 Minutes, salient elements 

26 stand clear. A description of these elements follows. 

Characters 

There are four types of characters in each 60 Minutes story: a 

protagonist, an antagonist, a reporter, and a person used as a source 

for validating information. 

Each 60 Minutes report focuses on a leading character, a protag

onist. This could be one person, as seen in "Billy" (2/28/82; 5/9/82), 

a feature story of a Hollywood film producer/director or "The Last 

Nazi" (7/11/82), an investigative report on Rudolf Hess, a World War I 

spy. Sometimes the leading character is one family, as seen in "It 

Didn't Have to Happen" (2/28/82), the story of a young boy killed in 

a hotel while he and his parents vacationed together, or in "Cults" 

(8/15/82), the story of a parent's fight to have his son released from 

a specific religious following. 

Sometimes the leading character is a multiple personality. An 

example of this would be 60 Minutes investigation of "A Candle in the 

26. The names and places cited in the description of particu
lar 60 Minutes stories may be misspelled. Several attempts were made 
by the author to obtain transcripts of the programs from CBS. CBS does 
not release such information. Thus, the spellings are as close as pos
sible, based upon the author's viewing of the programs. 
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Dark" (7/18/82), the story of a group of concerned U. S. citizens who 

seek to free innocent people imprisoned in international jails. Other 

examples are "Having a Baby" (3/21/82), an article highlighting a num

ber of couples wishing to have their babies at home or in an alterna

tive birthing center rather than in hospitals; "Out of Work" (3/7/82), 

the story of iron manufacture workers at a GE plant in Ontario, Califor

nia, which was being closed. 

Often, the leading character is portrayed by a particular seg

ment of society. In "Scotch on the Rocks" (5/30/82), 60 Minutes 

focused on the plight of the Scotch liquor manufacturers. In "The Old 

Neighborhood" (7/11/82) and "Homeless" (8/29/82), 60 Minutes explored 

the housing situation of our nation's poor and indigent. 

Finally, at times, the leading character is the general Ameri

can public. "The Bad Drug" (7/4/82), "France is into Training" (6/27/ 

82), and "The Bomb" (5/9/82) are all examples of how an object (drug, 

train or bomb) affects or could affect the lives of the American 

people. 

Likewise, each 60 Minutes segment contains an adversary to the 

leading character. This person, the antagonist, in some way controls 

information or procedures which could help or hinder the protagonist as 

he pursues his goals in life. 

Usually, the antagonist represents a large group of people. 

For example, in "You're Under Arrest" (8/8/82), 60 Minutes interviewed 

a drunk driver who was under arrest for killing two teenage girls while 

he was driving under the influence of alcohol. This man stood for all 
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drunk drivers. As such, he posed a threat to the general American pub

lic as well as the two teenage girls. In "Having a Baby" (3/21/82), a 

medical doctor was interviewed. When asked his views about home births, 

he stated that as a member of the medical profession he could not con

done them. In the 1979 broadcast of an investigative report on the 

building of a nuclear power plant in Illinois, one man was the spokes

man for all Illinois Power executives. Mr. Gerstner, Vice-President of 

Illinois Power, served as a figure head in this segment. He represen

ted the true adversary, Illinois Power. In a larger context, he also 

represented a more pervasive adversary, the utility companies. 

Often the antagonist is not identified through a single persona. 

No spokesman or figure head is seen. Rather mention is made of an ob

ject or group that opposes the leading character. For example, in 

"The Bomb" (5/9/82), the potential for nuclear destruction and those 

who support that potential were cited as the adversaries to the Ameri

can public. In "The Money Shuttle" (3/7/82), Rockwell Enterprises was 

identified as the adversary. The company was charged with hiking 

prices unnecessarily on their construction of aircraft for NASA. That 

Rockwell would not consent to an interview with the 60 Minutes repor

ters further defined them as a culprit to the peaceful existence of 

the American people. "Is it a Fake?" (3/21/82), a broadcast investi

gating charges of fraud against the Metropolitan Museum of Art, 

paralleled "The Money Shuttle" (3/7/82). The Met was accused of try

ing to pass off a fake painting as an original by de la Tour. The 
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Met would not comment on the charges; 60 Minutes drew the conclusion, 

again, that they must be guilty. 

Sometimes the antagonist is more nebulous. It seems to center 

on a question or attitude of morality or religion, a societal value 

that cannot be readily defined. For example, in their broadcast of 

"Mercy Killing" (8/1/82), 60 Minutes reported about a man who killed 

his bfother. James Columb was dying of Alzheimer's disease, an incur

able and painful brain cancer. Woodrow, his brother, shot him to end 

his suffering. Was the adversary Woodrow, the disease, the killing, 

or the technological society that makes possible a national dilemma? 

Was it a combination of all four? This is a moral and ethical ques

tion; it concerns people's beliefs. There can be no one adversary. 

Another example of this nebulous antagonist is found in "Cults" 

(8/15/82), the story of conflict between a young man's religious pref

erence and his parents' concern for his welfare. Again the question 

arises: Who is the antagonist? Is it the son, for opposing his par

ents' wishes? Is it the parents for trying to dissuade their son from 

his religious practice? Or is it the religion itself? These are mat

ters not easily distinguished. 

A final example of this type of adversary is found in the 

story "Fantasy Island" (8/29/82). This report focused on the liberal, 

unapartheid attitude held in Botswana, South Africa, a country just 

outside the apartheid Republic of South Africa. The reporter ques

tioned the financial success of Botswana's casinos and night clubs 

which are frequented by large numbers of South African citizens. 



How, he asked can these people discriminate by day when they rub elbows 

with the blacks by night? In all of these situations, the arbitrari

ness of the antagonist can be resolved by the context of the story or 

by the viewer's perception of it. 

Sometimes more than one antagonist is found in a story. In "It 

Didn't Have to Happen" (2/28/82), the story of a young boy's murder in 

a Florida hotel, the murderer was an ex-convict who had been released 

from a mental institution only three weeks prior to the murder. The 

boy's family was suing the mental institution for negligence; appar

ently this man was in no condition to be released. Even the nurse and 

orderly who cared for him in the mental institution were surprised when 

the doctor signed the release forms. The suit, however, was being held 

up in the judicial system by due process. In this instance, the mental 

institutipn and the judicial system as well as the killer were all com

plicating this family's quest for justice. 

It is interesting to note that although the antagonists varied, 

eighteen adversaries out of forty-five different programs appeared to 

be some form of business; thirteen were related to a governmental 

agency. The remaining fourteen antagonists were usually matters of 

morality, religion or values. 

The reporters serve as narrators in each story. It is their 

job to relate the story, keep it moving and provide the transitions 

and analyses for each situation. CBS has four principal reporters: 

Harry Reasoner, Morely Safer, Ed Bradley and Mike Wallace. Each one 

tells one story; they alternate stories on a weekly basis. 
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The source characters are used for reference or information 

verification. Although they vary from program to program, they are, 

for the most part, seen in a professional light. They are asked to pro

vide clarification of ideas and actions, or to verify a fact or statis

tic. For example, in "Mercy Killing" (8/1/82), a nurse who was two 

doors down from Jim Columb's hospital room was asked to describe the 

events that occurred the day Woodrow Columb shot has brother. In "Fan

tasy Island" (8/29/82), the reporter spoke with the Mayor of Botswana 

to learn more about the social/racial tensions found in that country. 

Sometimes, the source is a former company employee, as in the 1979 Illi

nois Power story, "I. Magnin File" (7/25/82), and "The Money Shuttle" 

(3/7/82). 

Proxemics 

The physical state of proximity between a story's characters 

and the reporter is clearly delineated in a 60 Minutes program. 

The protagonist is usually seen in a group setting (with family 

members, co-workers, good friends, people in similar circumstances), 

all sharing common experiences. For example, in "It Didn't Have to 

Happen" (2/28/82) and "Cults" (8/15/82), each time the leading charac

ter was shown, he was with his spouse and/or other children. In "Out 

of Work" (3/7/82), the leading character was shown with several other 

iron workers, all of whom were to be laid off permanently. 

"Mrs. Breadwinner" (8/15/82), the story detailing change of traditional 

roles for man and wife, showed each married couple together. 
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As the story's reporter talked with these people, he sat close 

to the group, privy to their inner thoughts and feelings. Ed Bradley 

reported the story about the mercy killing. During the program, he met 

with"a support group for people who have family members suffering from 

Alzheimer's disease. The group sat in a circle; Bradley was a part of 

that circle. At one point he asked a woman how she felt about her hus

band's illness. Would she want him to continue living the way he was 

now? She replied that her husband was suffering; he was lost in the 

'corridors of his mind.' If God would listen, that's what she would 

say. She added she would tell her husband to go to sleep, and not wake 

up. (8/1/82) 

Harry Reasoner asked questions in a similar setting during the 

segment "A Candle in the Dark" (7/18/82). Here he spoke with members 

of the group Amnesty International. The group meets in the living room 

of one of its members on a regular basis. In this particular segment, 

the people were sitting in furniture arranged in conversation group

ings. Reasoner was also a part of the group. When asked what the 

group's goal is, one member responded that they (Amnesty International) 

were ordinary people patiently involved with prisoners they may never 

see and their parents. 

In the segment "Out of Work" (3/7/82), Mike Wallace talked with 

a group of GE iron workers about the plant closing. They discussed the 

plant's imminent closing on the factory floor where they work. Asked 

how she felt about the work she does, one woman stated she has great 

pride in the job and the product. She noted that GE has been in the 



town for over 50 years; her parents worked in the factory as well as 

her children. For this woman, GE was the town and life for them all. 

Thirty-two protagonists in forty-five stories appeared in 

groups. The remaining thirteen leading characters were either seen 

singularly or referred to en masse (i.e., the American people). 

The antagonist, on the other hand, is usually interviewed 

alone. The reporter is separated from him by a large desk, an operat

ing table, or some distinct object which provides maximum distance be

tween the two people. Examples of this spacing are plentiful. 

Typical of this visual patterning was Mr. Gerstner, Vice-

President of Illinois Power. In this 1979 60 Minutes story on nuclear 

energy, Mr. Gerstner was interviewed in his office, alone. He sat be

hind his desk.v Harry Reasoner, the reporter, sat alone on the other 

side of the desk. In "I. Magnin File" (7/25/82), Mike Wallace ques

tioned a personnel executive for the department store chain about his 

company's retirement policy. The question Wallace was investigating 

was whether or not I. Magnin had intentionally retired three managers 

because of their age. Wallace interviewed this man alone, in this of

fice, each one on either side of a large desk. "The Alton Memo" (7/ 

11/82), a report by Morley Safer, explored an Alton Telegraph article 

linking bank executive Jim Barber and housing developer Jim Greene to 

the Mafia. The newspaper article allegedly cost both men their jobs 

and destroyed their good names in Alton. Safer interviewed the 

Editor-in-Chief of the Alton Telegraph in his newspaper office, alone, 

each man on either side of a large desk. 
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When no particular adversary was identified, or when the antag

onist declined an interview with 60 Minutes, the reporter commented on 

the antagonist in front of a structure lined with the antagonist's name, 

business or reputation. For example, in "It Didn't Have to Happen" 

(2/28/82), one of the adversaries cited was the judicial system. Al

though he did not speak with the lawyer handling the case for the slain 

boy's family, Safer commented on the amount of red tape slowing down 

the judicial process while standing across the street from the State 

Court House. In "The Deep Tunnel" (3/21/82), the story about a new 

Chicago sewer system, Ed Bradley delivered his commentary on the slow 

progress and questionable efficiency of the new system from the streets 

of Chicago. He overlooked the Chicago River and the construction site; 

the city planners had declined an interview. In "The Bad Drug" (7/4/ 

82), Mike Wallace commented on the Smith Kline Pharmacy's questionable 

reputation as a quality drug manufacturer across the street from the 

company's corporate headquarters. Finally, in a story about Rudolf 

Hess, "The Last Nazi" (7/4/82), Ed Bradley spoke in front of the 

Spandau Prison, the place where Hess is supposedly confined. In this 

story, no one seems sure who the adversary is. It could be the Russian 

government, the English government or the German government. Spandau, 

an imposing structure, represents the only identifiable adversary: it 

is what refuses Hess his freedom, and thus, becomes who refuses him 

freedom. 
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In each of the instances cited, the reporters were separated 

from the building or symbol of the adversary. They did not stand next 

to it. Distance was put between them, just as there was distance be

tween the reporter and adversary during an actual interview. 

Twenty-one antagonists in forty-five stories were seen alone. 

Twelve were depicted by a symbol. Eight were unidentified. The remain

ing antagonists were seen in a group. 

The persons used as impartial sources for information were al

most always seen in a professional setting. However, the reporter was 

not necessarily separated from the source by an object. For example, 

in "Mercy Killing" (8/1/82), Ed Bradley stood directly adjacent to the 

nurse in a hospital room when she told him about Jim Columb's murder. 

In "Having a Baby" (3/21/82), Harry Reasoner walked beside the chief 

administrator of an alternative birthing center as they toured the fa

cility. 

Physical Setting 

The setting for the interview between reporter and character 

is also specifically designated in a 60 Minutes program. 

In most 60 Minutes reports, the protagonist is viewed in famil

iar surroundings. "Cults" (8/15/82) and "It Didn't Have to Happen" 

(2/28/82) showed the respective families in their own homes. In "Mrs. 

Breadwinner" (8/15/82) and "Having a Baby" (3/21/82), the respective 

couples were shown in their own homes or the particular birthing cen

ter the couple had chosen. "I. Magnin File" (7/25/82) and "Out of 



Work" (3/7/82) revealed the protagonists and their support groups in 

their usual working environment, the place they go day after day. "The 

Pink Panther" (7/25/82) placed Mary Kay Cosmetic salespeople in their 

offices and in the homes of their customers. In each instance the lead

ing character(s) were shown in places where they spent a great deal of 

time, places where they felt comfortable. 

Feature articles are also set in familiar surroundings. "So 

You Want to Make a Movie" (8/8/82) and "Billy" (2/28/82) were stories 

of film producers. Each story took place in the particular film pro

ducer's studio. Earl Owens and Billy Wilder were interviewed amidst 

all the equipment and scenery needed to make a movie. The studio was 

home to them. 

Sometimes the protagonist is seen in a familiar albeit uncom

fortable environment. For example, in "15 Years to Life" (7/11/82), 

Henry Barker, the protagonist, is also a convicted killer. However, he 

and others felt he was framed for a murder he did not commit or intend 

to commit. Harry Reasoner interviewed Barker in prison. In "Who 

Killed Malcolm X?" (6/27/82), Mike Wallace interviewed Thomas Hagen, 

convicted killer of Malcolm X, in his prison cell. Two other men were 

convicted along with Hagen. Hagen claimed that those men were inno

cent and should be freed. However, Hagen was unable to convince the 

District Attorney that his story was true. In each case, again, the 

protagonist was interviewed in familiar surroundings, a place he must 

call home for the time being. 
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Because the protagonist's setting is familiar, small personal 

belongings are always in clear sight, close at hand. These..items add 

to the homey atmosphere being presented. For example, in "Cults" (8/15/ 

82), Mr. and Mrs. Malleck were interviewed in their living room. Be

hind the couch where they sat was a table. On the table rested a vase 

of fresh flowers, a lamp and a picture of their son in a Navy uniform. 

Mike Wallace interviewed Vladimir Horowitz and his wife in their New 

York City apartment living room. (5/30/82) At the start of the story, 

Horowitz and his wife were seated on a couch; Wallace sat in an adja

cent chair. Pictures, awards and other memorabilia hung on the wall 

behind the couch, thus forming an apropos backdrop for the musician. 

Toward the end of the conversation, Horowitz moved from the couch to 

his piano. It was covered with pictures and well-worn music scores. 

The setting for thirty-nine of the forty-five stories placed 

the protagonist(s) in a home or a home away from home. The remaining 

six portrayed a more general protagonist, usually the American public. 

The antagonist is sometimes seen in a familiar surrounding, al

though usually it is a professional setting. For example, he was 

often interviewed in his office as in "I. Magnin File" (7/25/82), the 

Illinois Power nuclear report (1979), and the "Alton Memo" (7/11/82). 

In "Having a Baby" (3/21/82), Harry Reasoner interviewed the doctor 

who opposed birthing centers in a hospital delivery room. 

Often, the antagonist is seen as a unique individual in an un

common environment. For example, in "The Old Neighborhood" (7/11/82) 



and "Left City" (8/8/82), Ed Bradley explored the housing situation for 

the nation'-s poor and indigent. Brand new high rise apartments or re

juvenated older dwellings were seen adjacent to slums and tenements. 

In both stories, new gentry was moving into older slum neighborhoods in 

an effort to improve and restore the area. In so doing, they displaced 

the poor who lived there. The poor were no longer able to 'keep up 

with the Jo,nes.f The antagonist, the new bourgeoisie, was seen as the 

misfit. Interviewed in a setting where it did not belong traditionally, 

it appeared as a menacing invader. "You're Under Arrest" (8/8/82) pre

sented another example of an inappropriate setting for the antagonist. 

Scenes of cars weaving down the road reminded the viewer that the 

drunk (the antagonist) was in a place he did not belong, on the road. 

He was in a place where he could bring harm and misfortune to the pro

tagonist (in this case, the American public). 

When no particular person is identified â  the adversary, the 

alleged antagonist is seen as an object ("The Bomb," 5/9/82), a place 

("The Ultra Secret," 8/1/82), or an institution (the Smith Kline Phar

macy in "The Bad Drug," 7/4/82). In each instance, these symbols sig

nified the pervasiveness of the antagonist. 

Sometimes the adversary is even more intangible, such as an 

attitude or physical handicap. In these instances examples of the re

sults of the antagonist's influence are used to set the scene. For 

example, in "The Invisible Handicap" (8/15/82), a story of children 

coping with deafness, the antagonist (deafness) was visualized at 
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Gallaudet College. This setting was symbolic because Gallaudet was one 

of the first schools of higher education for the deaf. Pictures were 

shown of students trying to overcome their handicap in the classroom, 

on the playing field, while socializing. "Fantasy Island" (8/29/82), 

the story of the racial mix in Sun City, Botswana, South Africa, identi

fied the apartheid system as the antagonist. 60 Minutes set the scene 

by contrasting pictures of blacks and whites together in Sun City 

against pictures of Johannesburg, South Africa, where black and white 

never appear together. 

The setting for all antagonists is highly professional. Accord

ingly, the accoutrements in sight are of a business nature, usually 

acknowledgments of professional activity. Office settings contained 

diplomas, awards, charts and graphs (Illinois Power, 1979; "I. Magnin 

File," 7/25/82). Other professional settings such as delivery rooms, 

construction sites and army training fields revealed the equipment or 

machinery needed to do a job ("Having a Baby," 3/21/82; "The Deep Tun

nel," 3/21/82; the Chinese army, 3/28/82). There were few personal or 

intimate belongings in any antagonist's setting. 

The setting for thirty-six antagonists in forty-five stories 

was a professional environment. The remaining nine settings were ei

ther neutral or not clearly defined. 

Dress 

The characters in each 60 Minutes segment can be identified by 

their dress. 
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The protagonist and his supportive group are attired in work 

clothes or everyday wear. The garb is neat, clean, average. For exam

ple, "Out of Work" (3/7/82) and "I. Magnin File" (7/25/82) showed the 

protagonists wearing whatever they would normally wear to work, skirts 
i 

and blouses, heavy duty work slacks and shirts. "France is into Train

ing" (6/27/82) showed -a particular protagonist (the train engineer) in 

his company uniform. Businessmen, as seen in "Scotch on the Rocks" 

(5/30/82) and "The Last Nazi" (7/4/82) appeared in suits. Those pro

tagonists interviewed in the privacy of their own homes were depicted 

in sweaters, slacks, sport shirts and jackets, and other types of 

casual wear ("The Alton Memo," 7/11/82; "A Candle in the Dark," 7/18/ 

82; "Joel Nelson is Missing," 8/1/82). 

The antagonists, without fail, wore their professional garb, a 

three-piece suit ("I. Magnin File," 7/25/82; Illinois Power, 1979; "15 

Years to Life," 7/11/82), a white clinical coat ("It Didn't Have to Hap

pen," 2/28/82; "Having a Baby," 3/21/82). The uniform, of sorts, was 

always clean and neat. 

The attire for source people is also primarily professional. 

In "Out of Work" (3/7/82), the MIT professor, who studied company relo

cations and closings, wore a suit and tie. "Is it a Fake?" (3/21/82) 

had three sources. All were art critics, all were wearing business 

suits and ties. In "Cults" (8/15/82), because the issue was religion, 

a Roman Catholic priest and a Jewish rabbi were interviewed as refer

ences. Each man wore his respective clerical dress. In "Mercy Kill

ing" (8/1/82), a nurse, in nurse's uniform, was asked to relate the 
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incidents she observed on the day Woodrow Columb shot his brother in 

the hospital. The sources generally wore clothes that helped depict 

their careers. 

The reporters' clothing varied, depending upon the person or 

group with whom they were talking. In the Illinois Power story (1979), 

Harry Reasoner wore a suit and tie when speaking with Mr. Gerstner, 

Vice-President of the company and the designated antagonist. When talk

ing with Steve Radcliffe, the protagonist and former employee of 

Illinois Power, Reasoner wore a sport shirt, open at the collar. On 

the construction site of the nuclear power plant, Reasoner again wore 

the open-collar sport shirt. However, when he discussed the charts and 

maps previously referred to by Vice-President Gerstner, he again wore a 

full suit and tie. In "Homeless" (8/29/82), Ed Bradley wore a turtle 

neck and sports jacket while discussing housing with the poor on the 

streets. He wore a suit and tie when he talked with a New York lawyer 

who was trying to find housing for the city's transients. In "Scotch 

on the Rocks" (5/30/82), Harry Reasoner wore a turtle neck and trench 

coat as he walked the Scottish moors; he wore a suit and tie when he 

interviewed a scotch drinking connoisseur during an official taste 

test. 

In forty-five stories, twenty-eight protagonists appeared in 

casual clothes. Fourteen protagonists appeared in traditional work 

clothes. The remaining two stories had no designated protagonist. Ad

ditionally, thirty antagonists in forty-five stories wore professional 

clothing. Of the remaining fifteen stories, four had antagonists who 
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declined the interview with 60 Minutes and eleven did not specify an 

antagonist. These eleven were feature articles, highlighting a single 

person's career ("Billy," 2/28/82; "The Pink Panther," 7/25/82), a spe

cific time in history ("The Ultra Secret," 8/1/82), or handicap ("The 

Invisible Handicap," 8/15/82). Thirty-three sources in forty-five 

stories appeared in professional clothing; five wore casual clothing 

and the remaining seven did not distinguish between professional or ca

sual clothing. 

Questions 

The types of questions asked during the interview portions of 

the stories vary widely among the.characters. 

When the reporter interviewed the protagonist or his support 

group, the questions were simple and direct. He was concerned with how 

the protagonist felt about the situation he was facing, the treatment 

he was experiencing or the suffering he had endured. The questions 

were personal; they evoked an emotional response from the protagonist. 

The reporter appeared more concerned with how an experience had person

ally affected the protagonist's life, rather than with why the protagon

ist thought it had happened. Examples of this type of questioning were 

plentiful. 

In "15 Years to Life" (7/11/82), Mike Wallace asked a man con

victed of murder: "Do you feel you have been unfairly treated?" During 

that same Sunday night broadcast, Ed Bradley reported about "The Old 

Neighborhood." He asked a group of poor folk being displaced from 
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their homes (where most had lived all their lives): "How do you feel 

about moving? Where will you go?" In "You're Under Arrest" (8/8/82), 

the story of drunk driving in America, Harry Reasoner asked a mother, 

whose two teenage daughters had been killed by a drunk driver, how 

she felt about that young man's imminent parole from prison. "It 

Didn't Have to Happen" (2/28/82), the story of a young boy's murder in 

a Florida motel, found Morley Safer asking the boy's father: "Can you 

tell me what happened? How did you feel about it?" A final example 

can be found in "Mrs. Breadwinner" (8/15/82), the story of young 

couples' change of traditional societal roles. Harry Reasoner asked a 

husband turned housekeeper: "How does it feel to have your wife making 

more money than you? What's it done to your love life?" 

These questions were asked in a conversation mode. The repor

ter appeared to be just talking with the protagonist rather than 

interviewing him. He gave the protagonist ample time to answer, often 

restating the question or answer to afford the protagonist a chance to 

add additional comments or clarify an idea. For example, in "Scotch 

on the Rocks" (5/30/82) Harry Reasoner asked a scotch drinking con

noisseur if and why people were turning to other kinds of liquor. The 

man answered; Reason added: "There's a note of disapproval in your 

voice." The connoisseur then expanded his explanation for the current 

downward trend in scotch drinking. Reasoner showed a similar struc

ture when interviewing a convicted criminal in "15 Years to Life" (7/ 

11/82). Here Reasoner asked the prisoner what he really wanted. The 

man replied: "Just a hearing." "Just a hearing?" repeated Reasoner. 



"Yes," the convict confirmed. In "The Invisible Handicap" (8/15/82), 

Mike Wallace interviewed a deaf girl who could speak. He wanted to 

know if daily routines were considered a problem for the deaf. When 

the girl responded negatively, Wallace contined. He asked if most 

people who are not deaf think they (daily routines) are a problem for 

the deaf, and if this situation caused problems for her. Again, in 

"Who Killed Malcolm X?" (6/27/82), Wallace stated and restated his ques

tions. Discussing the murder with Malcolm's former manager, Wallace 

asked him five or six times if Butler and Johnson were there. 

Often silence was used to encourage answers from the protagon

ist, in the sense that they suggest interpretation. Ed Bradley used 

this method of questioning in "Cults" (3/7/82) and "Mercy Killing" (8/ 

1/82). In both stories Bradley was discussing the loss of a loved one 

with family members. Rather than pushing one question on top of 

another, he paused and let the characters pace themselves. 

Sometimes the reporter seemed to lead the protagonist to speci

fic answers. His questions took a closed, direct approach. For exam

ple, in "The Invisible Handicap" (8/15/82), Wallace's conversation 

with the deaf girl focused on the public's general misconception of the 

deaf. He asked her if people were cruel to her. She responded: "Yes, 

especially when they don't mean to be." In "Cults" (3/7/82), Ed 

Bradley asked the parents of a son participating in a specific reli

gious group: "What is your greatest fear for your son?" They respon

ded: "Mental damage." Bradley continued: "You think he's been brain 

brainwashed?" They again responded, this time affirmatively. In "It 



Didn't Have to Happen" (2/28/82), Morley Safer asked the father of the 

dead boy who was to blame. The father replied, the state, the govern

ment and the hospital. For him, all were guilty of negligence. Fi

nally, in "The Old Neighborhood" (7/11/82), Bradley asked a woman: "Did 

they force you to move?" 

Each of the instances cited above indicates that the reporter 

asked the protagonist personal question, thus evoking emotional respon

ses from him. Forty-three stories employed this type of questioning. 

Two stories did not interview any type of protagonist. 

The questions presented to the antagonist are also distinctive. 

Although just as direct as those for the protagonist, the reporter 

seeks to discover why a new program was implemented, a factory was be

ing closed, or a mental patient was released. These questions elicit 

pragmatic responses from the antagonists. The reporter appears less 

concerned with why that something exists. Examples of this kind of 

question are numerous. 

In "Out of Work" (3/7/82), Mike Wallace asked a GE executive 

why General Electric was moving its iron works to Hong Kong. In the 

"I. Magnin File" (7/25/82), Waliace asked the chairman of the board 

why the department store was implementing a "planned introduction of 

young people into the store." Ed Bradley, in "The Bomb" (5/9/82), con

ferred with the need of the nuclear crisis relocation program in 

Washington, D.G. Bradley asked him what the cost of the seven-year 

program was, what percentage of rescue rate was projected, and why 

the American public should deal with this evil. "The Woodhouse Way" 
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(5/30/82), a commentary on British dog trainer Barbara Woodhouse, found 

Morley Safer asking a BBC executive why people watch television, parti

cularly why they might watch "The Woodhouse Way." "Who Stole Super

man?" (7/25/82) explored the pirate trade in video cassettes of recent 

films. While discussing the 'business' with an alleged cassette-tape 

producer, Harry Reasoner asked the man why he did it, what was in it 

for him, and how he got the tapes so quickly. 

Like the questions for the protagonists, the reporter often 

leads the antagonist to specific answers through direct, closed ques

tions. For example," in "Who Killed Malcolm X?" (6/27/82), Wallace 

asked the defendant's lawyer: "You couldn't persuade the jury?" The 

lawyer responded: "I didn't persuade the jury." Wallace countered 

with: "And you still think you gave him an adequate defense?" In "Out 

of Work" (3/7/82), Wallace asked a GE executive for a head-to-head com

parison of operating costs between the new Hong Kong iron works and 

the old Ontario, California, plant. The executive stated he had not 

done the comparison. Wallace countered with an actual comparison. "Is 

this right?" he asked the GE executive. The man responded affirma

tively. In "France is into Training" (6/27/82), Harry Reasoner spoke 

with Allen Boyd, chairman of Amtrak. Boyd explained why, in his esti

mation, Americans cannot run trains like the French. He listed too 

many grade crossings, old and bad road beds, and lack of private in

vestment as possible causes. Reasoner replied: "Americans don't have 

train know-how?" Boyd confirmed that thought, indicating that 



71 

Americans can make train commercials, but they surely can't make rail

roads . 

Occasionally, the 60 Minutes reporter asks the antagonist a 

question he cannot answer without incriminating himself. For example, 

in "A Modern American Tragedy" (8/29/82), Mike Wallace asked an FBI 

spokesman why, if the FBI suspected William Bell of selling top-secret 

defense plans for the U. S. to Polish/Soviet spies for a year, the FBI 

didn't step in before the damage was done? The FBI spokesman had no an

swer. In "Mrs. Breadwinner" (8/15/82), Harry Reasoner asked a critic 

of the new roles for modern couples if he (the critic) figured we were 

'stuck with it' (the new roles). The critic did not respond. 

Each of these examples indicates that the reporter asked prac

tical questions of the antagonists, thus evoking pragmatic responses. 

Thirty stories employed this method of questioning. In four stories, 

the antagonist declined an interview with 60 Minutes. In eleven stor

ies, no particular antagonist was designated, or the antagonist was an 

intangible experience. 

Finally, the reporters, when interviewing those people used for 

reference or support, ask background questions first. For example, in 

"The Homeless" (8/29/82), Ed Bradley discussed the housing situation 

for a city's misfits with a group of sociology researchers. The dis

cussion focused upon why society despises these people and how they 

attempt to rid themselves of them. In "Mercy Killing" (8/1/82), 

Ed Bradley talked with the nurse who attended Jim Columb in the hospital. 
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Bradley asked her what happened on the day Jim was killed by his bro

ther. He also asked her about Jim's health status and prognosis prior 

to the shooting. Harry Reasoner in "Mrs. Breadwinner" (8/15/82) talked 

with a psychologist about the role reversal for husband and wife. He 

was interested in knowing why this trend is growing and what advan

tages men and women find in these new roles. In "It Didn't Have to 

Happen" (2/28/82), Morley Safer spoke with employees of the mental in

stitution where a convicted killer had been residing. He asked them 

about the convict's mental condition prior to his release from the in

stitution. Finally, in "Out of Work" (3/7/82), Mike Wallace discussed 

why companies close American-based plants with a professor from MIT. 

He asked the professor how other companies handle the lay-off issue. 

He wanted to know if it was the company's responsibility to provide 

displaced employees with other job opportunities. 

This type of questioning was asked in all forty-five stories. 

Secondly, the reporter often asks his resource people for per

sonal opinions about the antagonist in question or the situation. For 

example, in "It Didn't Have to Happen" (2/28/82), Morley Safer asked 

several employees of the mental institution if they would, in good con

science, have released the convict. In "Cults" (3/7/82), Ed Bradley 

asked a rabbi to comment on cultism in America. The question Bradley 

asked was: "If you (traditional religion) are not filling the needs of 

the youth, is it wrong for kids to look elsewhere?" The rabbi re

sponded that that was not the presiding question. He restated the 



question as "Is it wrong or a failure of the church or cult not to let 

its members know what's involved?" In a story dsout Claude Pepper, one 

of the oldest Congressional members, and Social Security, Morley Safer 

talked with one of Pepper's constituents. (6/27/82) He asked him why 

he liked Pepper and what Pepper had done to help him. The answer was 

resounding: Pepper,was an advocate for Social Security and he had cut 

mandatory retirement in business. He stuck up for the elderly. In 

"Is it a Fake?" (3/21/82), Morely Safer talked with art critics about 

the Metropolitan's bogus de la Tour. He asked why the Met hadn't re

moved the painting and were they negligent when they purchased it. The 

critics replied, 'money' and 'most certainly,' respectively. 

Questions of this type were asked of sources in twenty-eight 

of the forty-five stories. 
v 

It is interesting to note that when the prime antagonist de

clined an interview with 60 Minutes, the reporter made mention of that 

fact during the broadcast. He would then rely solely on outside sour

ces for his commentary. At this time, he would specifically ask for 

a source's opinion about the antagonist. Examples of this are found 

in "Is it a Fake?" (3/21/82), "The Bad Drug" (7/4/82) and "The Money 

Shuttle" (3/7/82). In each instance the source persons were asked to 

justify or decry the antagonist's actions. 

Language 

In a 60 Minutes broadcast, the reporters have between ten and 

twelve minutes to relate a story. It is difficult for them to cover 
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all aspects of a current situation and provide background data and 

evidence in the time allotted. Stylized language usage ensures an effi

cient use of their time. Three techniques are employed. First, the 

reporters choose their words carefully, capitalizing on metaphoric 

richness. Second, they distinguish between formal and informal use of 

proper names. Finally, their descriptions of people and places are 

categorized according to the type of image they wish to create about 

that person or place. An exploration of the three techniques follows. 

Often 60 Minutes reporters use short-cut phrases or labels to 

promote ideas and feelings. For example, Harry Reasoner spoke of a 

'China Syndrome of costs' while discussing the construction costs of a 

nuclear power plant in Illinois (1979). In this instance the connota

tion of the term 'China Syndrome' was transferred from the object it 

ordinarily designates (a fictitious nuclear power plant in the movie 

"China Syndrome") to an object it designated only by implicit compari

son and analogy (the actual power plant in Illinois). Other examples 

of this metaphoric use of language were found in "The Money Shuttle" 

(3/7/82). Here Morley Safer referred to Rockwell Enterprises' new 

spaceship as a real 'James Bond Moonraker' and he accused Rockwell of 

robbing Peter to pay Paul. "The Deep Tunnel" (3/21/82) found Ed 

Bradley referring to Chicago's new sewage system as a cross between a 

'white elephant and the eighth engineering wonder of the world.' In 

"The Bomb" (5/9/82), Ed Bradley referred to the crisis relocation pro

gram in Nederlands, Colorado, as effective as a 'mini air conditioner 



for hell.' Harry Reasoner In "Scotch on the Rocks" (5/30/82), posed 

the question: "If Japanese scotch has overtaken Scotland can Kamikaze 

bourbon be far behind in America?" Claude Pepper became a 'Gallahad of 

the elderly' in "Social Security" (6/7/82); the new gentry moving into 

"The Old Neighborhood" (7/11/82) became 'urban pioneers'; the growing 

leftist trend in Santa Monica city politics became analogous to Hitler's 

Germany. In fact, the broadcast for "Left City" (8/8/82) began with 

Ed Bradley welcoming the television viewers to the 'People's Republic 

of Santa Monica.' Finally, the controversy between the Alton Tele

graph and the U.S. Justice Department was likened to the Lincoln-

Douglas debates. ("The Alton Memo," 7/11/82) Interestingly, both 

Lincoln and the Alton Telegraph were Illinois born and bred. 

This technique of language usage appeared in all forty-five 

stories. 

The second dominant language technique in a 60 Minutes broad

cast is the use of names during an interview. When a reporter speaks 

with a protagonist, he usually calls that person by his first name. 

For instance, in "Mercy Killing" (8/1/82), Ed Bradley referred to 

Jim Columb's widow as Helen. In "I. Magnin File" (7/25/82), Mike 

Wallace spoke with Phil, John and Thelma, three I. Magnin employees 

who were fired, allegedly due to their older age. During the story 

on Illinois Power (1979), Harry Reasoner conferred with Steve, a for

mer Illinois Power construction worker. Morley Safer talked with Ray 

and Brian, former Rockwell employee and NASA official in "The Money 



Shuttle" (3/7/82). Likewise, these men and women addressed the repor

ters as Morley, Harry, Mike and Ed. 

On the other hand, the antagonist is almost always addressed by 

his formal name and title. Harry Reasoner spoke with Mr. Gerstner, 

Vice-President for Illinois Power (1979). He also spoke with Mr. Boyd, 

Chairman of Amtrak ("France is into Training,u 6/27/82). Mike Wallace 

addressed Ned Butler's lawyer as Mr. Chance throughout the story "Who 

Killed Malcolm X?" (6/27/82). In "The Left City" (8/8/82), Ed Bradley 

spoke with and about Mayor Ruth Goldway, a social reformer for Santa 

Monica. 

When the antagonist is an institution or object, it is referred 

to by its popular name. Safer referred to 'the Met' in "Is it a Fake?" 

(3/21/82); Bradley referred to 'the bomb' in "The Bomb" (5/9/82); 

Wallace spoke of 'the bad drug' in "The Bad Drug" (7/4/82). 

The oft-implied antagonist (i.e., business, government) is 

rarely addressed directly. Rather, the reporters allude to the adver

saries via rhetorical questions. Throughout "The Last Nazi" (7/4/82), 

Ed Bradley consistently asked if Hess were really in prison, or if, 

perhaps, the man in Spandau Prison called Hess were really an imposter. 

He questioned if the British government could be keeping him there, 

keeping him a secret, because they wouldn't want him to expose the 

British Nazi-sympathizers of the 1940's. In "You're Under Arrest" 

(8/8/82), Harry Reasoner asked if the court system were getting in the 

way of solving the drunk driving problem in America. He cited 
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examples of massive plea bargaining, few convictions and clean license 

records as indicative of the judicial malaise. Finally, in "Fantasy 

Island" (8/29/82), Morley Safer questioned the future of Sun City, 

Botswana, South Africa, (a city known for its liberal racial practices) 

when the Republic of South Africa, with its strict apartheid traditions, 

resides next door.. 

Source people are usually introduced ahead of the actual in

terview with the 60 Minutes reporter. They are identified formally 

(i.e., Fr. James McGuire, "Cults," 8/1/82; Nurse Nancy Holliday, "Mercy 

Killing," 3/2/82). During the interview itself, these people usually 

are not called by name. The focus of those segments is on the informa

tion the source provides, not the person himself. 

Each story employed this technique of naming formally and infor

mally in varying combinations. 

The final distinctive use of language concerns the description 

60 Minutes reporters employ. Description, the transmission of a mental 

image or impression with words, varies in the broadcasts, depending 

upon the character in focus. 

When describing the protagonist, the reporter is quick to de

tail the 'type' of person he is. For example, in "The Woodhouse Way" 

(5/30/82), Morley Safer described Barbara Woodhouse as one who 'lives a 

quiet, country life.' Safer's description of Claude Pepper in "Social 

Security" (6/27/82), also depicted a life style. Of Pepper Reasoner 

stated that Claude 'doesn't dwell on what might have been. He doesn't 

quit, even when half his life is gone.' 
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Sometimes the reporter will describe the protagonist by outlin

ing the character's helpless state in life. For example, in "15 Years 

to Life" (7/11/82), Harry Reasoner described the outlook for Henry 

Barker by pondering how many times a jury would rule in favor of an es

caped convict. He answered his own question with a resounding 'never.' 

In "The Old Neighborhood" (7/11/82), Ed Bradley explored the plight of 

Cincinnati, Ohio's poor. He indicated that the slums were 'sandwiched 

between expanding downtowns and the young jet set.' He furthered this 

idea, asserting that the people who live in these 'neighborhoods in de

cline' feel displaced. They don't want to leave, he continued, but 

they feel they are being 'pushed out by the urban renaissance.' Fi

nally, in "Joel Nelson is Missing" (8/1/82) , Mike Wallace described the 

unfortunate results of Nelson's fraud. He talked with and about 

Nelson's victims. GoIda and Jalef, one of the couples duped by Nelson, 

were survivors of Aufswitz. From that beginning, Wallace went on to 

say that this was Golda and Jalef's second marriage each; they had 

been married prior to the second world war but each of their spouses 

had died in the concentration camp. According to Wallace, Golda is 

not well and Jalef, who worked hard all his life, had to retire to care 

for her. He completed his description by asking, "What will they do 

for money?' 

The protagonist, in each of the above examples, is described in 

terms of personal attributes and circumstances. 
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Descriptions of the antagonists and their activities are usu

ally brief and less personal. Wallace said of Joel Nelson: 'He did not 

start out to be a swindler.' ("Joel Nelson is Missing," 8/1/82) Safer, 

in "Is it a Fake?" (3/21/82), described the Met's purchase of de la. * 

Tour's Fortune Teller in these words: 'The Met bought itself a lemon.' 

Ed Bradley, in "Homeless" (8/29/82), accused New York City of turning 

the single-room-only hotels (havens for the poor) into condominiums and 

luxury spots. For Bradley, the city was presenting the 'bare minimum 

of help to its growing number of homeless.' Finally, in 1979, Harry 

Reasoner described the construction site of Illinois Power's new nu

clear power plant as a 'mess.' He added that most nuclear plant con

struction sites are, but 'this is worse than most.' Illinois Power 

did not know what it was getting into, said Reasoner. He cited the 

company's excellent history in coal, but stated that Illinois Power 

was 'shocked to see all the nuclear costs.' 

In each of these examples, the antagonist was described in 

terms of his professional activity. 

For the most part, descriptions of reference people related 

only to their professional or scholarly activity. Ed Bradley, in 

"Cults" (3/7/82), said of Fr. James McGuire: 'He is a Roman Catholic 

priest who talks about cults with youngsters.' Of Nancy Holliday, in 

"Mercy Killing" (8/1/82), Ed Bradley said: 'She was Mr. Jim Columb's 

nurse; just two doors down the day he was killed.' Mike Wallace, in 

"Out of Work" (3/7/82), described an MIT professor by explaining the 

research he had done on company closings and relocation practices. 
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In nearly all of the programs, the resource people were de

scribed in neutral terms. Their biographical sketch was designed to 

lend credibility to their studies, reports, and opinions. The repor

ters did not seem interested in learning about them personally. 

Story Arrangement 

There is a distinct pattern of story development in a 60 Min

utes broadcast. It addresses the way individual elements are arranged 

in one story line. 

Each story begins with a brief sketch of the story's plot. The 

reporter qrients the audience to the story's theme. He gains audience 

attention by asking rhetorical questions, citing statistics, posing a 

scenario. For example, in "Cults" (3/7/82) Ed Bradley began his story 

about a young man's religious preference by discussing the wonders of . 

mind control. In "Out of Work" (3/7/82), Mike Wallace stated that un

employment was on the rise again. He cited moving company locations 

abroad as one cause for the upward trend. In "The Bomb" (5/9/82), Ed 

Bradley opened his story about crisis relocation programs with a scen

ario of nuclear combat between the United States and Russia. In each 

instance, the audience's attention was gained through a combination of 

information and intrigue. In a sense, the audience's curiosity was 

piqued as they pondered how the story would unfold. 

Typically the reporter follows with background information con

cerning the conflict between the protagonist and the antagonist. For 

example, in "The Last Nazi" (7/4/82), Ed Bradley related some of 



Rudolf Hess' activities during World War II; specifically, he related 

how Hess was shot down over Germany and, ultimately imprisoned. In 

"The Ultra Secret" (8/1/82), Morley Safer explained the precarious 

state of Great Britain during 1941; specifically he highlighted 

Churchill's fight for England's survival. In "Who Killed Malcolm X?" 

(6/27/82) Mike Wallace provided background for the viewers by reviewing 

a 1965 taped interview he had with Malcolm X. 

Once the story is introduced, the reporter begins his interview 

with the protagonist. For example, after viewing the 1965 film clip of 

Malcolm X's interview, Mike Wallace moved to his interview with con

victed killer Tom Hagen. Hagen wished to regain his dignity by clearing 

the names of two other men also convicted of the murder. According to 

Hagen, they are innocent. Authorities had refused to acknowledge 

Hagen's testimony. They felt it was too little too late from a convic

ted killer. In "Mercy Killing" (8/1/82), Ed Bradley talked with Jim 

Columb's widow, Helen, after he had explained the circumstances sur

rounding the death of her husband. In "The Admiral" (3/28/82), Morley 

Safer talked with former Admiral of the U.S. Navy, Admiral Rickover, 

after first introducing the story with a film of Rickover's farewell 

speech to the joint sessions of Congress. 

The antagonist is the second person interviewed in a 60 Minute 

segment. For example, in "Mercy Killing" (8/1/82), Ed Bradley spoke 

with Woodrow Columb, Jim's brother and killer, directly after his in

terview with Helen. In "The Alton Memo" (7/11/82), Morley Safer 
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interviewed the two protagonists first; then he talked with the Alton 

Telegraph editor. 

After discussion with both protagonist and antagonist, the 

story usually turns to a source interview: background questions are 

asked about the conflict. For example, in "Cults" (3/7/82), Ed Bradley 

verified information he had gathered from the protagonists (boy's 

parents) and the antagonist (the boy) with Fr. James McGuire and a 

rabbi. In "Joel Nelson is Missing" (8/1/82), Mike Wallace sought more 

information about Joel's character from his former partner. However, 

he did this after talking with the protagonists (several of Joel's 

fraud victims, including his wife). 

Most 60 Minutes stories continue alternating in this fashion 

for the remainder of the program. Background information is followed 

by conversation with protagonists and antagonists, respectively. 

Summary 

The elements described above constitute three essential compo

nents of televised news: context, content and continuity. These 

components meld together, forming a deeper, more composite picture of 

reality. They form a message that transcends the immediate message of 

a news report. This concept is not new to television journalism. Re

cent years have produced a spurt in journalistic research, particularly 

studies exploring television's news gathering and disseminating pro

cesses. Gaye Tuchman, Jan Epstein, Herbert Gans, Norman Swallow, 

Charles Darton, Daniel Schilling: all assert that television news emits 
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two kinds of messages to its viewers. One message is factual; it re

ports the names, places, dates and actions of a newsworthy event. The 

other message is iconic. It creates an impression in the mind of the 

viewer. A mental picture of sorts, this message or impression is a 

.representation of someone, something not readily observed. Schiller 

posits that the news is a framing device like a window on the world, 

through which Americans learn of themselves and others, of their insti

tutions, leaders and life styles, and those of other nations and 

27 peoples. Tuchman expands Schiller's concept to include the iconic 

message. She cautions that, like any other definition of the news, 

the news as a frame and window is problematic. "The view through the 

window [the message] depends upon whether the window is large or small, 

has many panes or'lew, whether the glass is opaque or clear, whether 

the window faces a street or a backyard. The unfolding scene also de

pends upon where one stands, far or near, craning one's neck to the 

side, or gazing straight ahead, eyes parallel to the wall in which the 

28 
window is encased." It is the interplay of context, content and con

tinuity which renders this view, albeit subliminal, of reality. 

The consistent usage and interplay of these three elements in 

a 60 Minutes broadcast also renders a reality beyond the immediate 

story line. A description of that view follows. 

27. Dan Schiller, Objectivity and the News (Philadelphia: Uni
versity of Pennsylvania Press, 1981), pp. 1-10. 

28. Gaye Tuchman, Making News (New York: The Free Press, 1978, 
p. 1. 
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Each 60 Minutes story suggests that man fights for survival in 

an unfriendly society. The icon presented is the classic struggle be

tween good and evil. In most instances, the protagonist searches for 

truth, justice and happiness. Society has suggested that these are 

worthy traits, indicative of a good man. The antagonist challenges 

that search; he controls the information, influence, authority which 

the protagonist needs to acquire his goal. Because he stands between 

the protagonist and his goal, the antagonist is perceived as evil. By 

thwarting the protagonist's pursuit, the antagonist creates conflict. 

It is this conflict which propels the 60 Minutes story. It is this 

conflict which tells a story within the immediate 60 Minutes story line, 

for it is through this window the audience views the story and all its 

events. 

The struggle between good and evil is emphasized in the context, 

content and continuity of each CBS broadcast. Moreover, it is these 

three components which build the story's conflict. For example, 60 

Minutes' characterizations are clearly distinguishable, almost stereo-

typically, thus making them readily identifiable to the viewers. The 

dress, physical setting and use of space all help depict the character, 

his nature and his motivations. The protagonist is often seen with or 

in close proximity to a group. This group is supportive. The 60 Min

utes reporter appears in physical and psychological concert with the 

group. He appears as a friend, physically close to the others. The 

setting for the protagonist is homey, usually a living room, family 

room or home-away-from-home environment. Thus, the protagonist appears 
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comfortable in his surroundings. His casual or typical attire reinfor

ces this notion of comfort and intimacy. These symbols, this view, 

contribute to our impression of goodness within the protagonist. That 

he appears with a group reinforces our belief that he must have a valid 

quest. There is, after all, safety and impact in number. That we are 

ushered into the privacy of his home or working place reinforces our 

perception that he is a personable character; we feel, we have gained 

insight to his private life. It is as though we are conversing with 

him personally, from one living room to another. That he is dressed in 

simple, casual attire reinforces our perception that he is like us; he 

is an average American. We identify with him because he dresses like 

us, he is in an environment we recognize easily, and .he has friends.. 

In a sense, he has become an extension of us. We tend to believe that 

we are good human beings. Therefore, since the protagonist is one of 

us, he must also be a good, humane being. 

In the same vein, the reporter symbolizes one of us as well. 

He has been admitted to the group; he has entered the protagonist's 

personal dwelling. Often, he dresses in casual attire like the protag

onist. Since the protagonist seems to trust the reporter, we do also. 

In a sense, he, too, is one of us. Yet he has special power, an abil-
S 

ity to locate and define the problem, to confront the oppressor and to 

gain access to the whole mind of the community. The protagonist's 

problem has public symbolic significance only because the reporter is 

there. 
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The antagonist is usually seen alone. Immediately, his nature 

and intention are suspect; he has no support group. Furthermore, there 

is noticeable distance between him and the reporter in an interview. 

The 'intimate' space has not been achieved. Although the antagonist is 

seen in a familiar setting, it does not appear to have the same homey 

atmosphere of the protagonist's. The office or professional environ

ment appears somewhat sterile, almost too business-like. There is 

little indication of the antagonist's personal nature; no objects re

vealing his personality are seen. When compared to the warm and per

sonal milieu of the protagonist, this setting seems foreboding and cold. 

This impersonal essence leads us to the conclusion that the antagonist 

is bad. There is a sinister-like quality enveloping him. 

Finally, source characters appear to be neutral personalities 

and icons. While they tend to support the protagonist's point of view, 

they are not offered the same opportunities as the protagonist to dis

close their personalities. While they appear in professional settings 

much like the antagonist's, no negative connotation is derived from 

it. Rather, the environment appears to build credibility for the 

source person. Why? There is no conflict in this situation. The 

source is at odds with neither the antagonist nor the protagonist. He 

is more like a referee for the conflict. He merely provides informa

tion about the contest. 

Clearly the context augments the characterizations of a 6() Min

utes story. It also heightens the drama of the story. Research in 

communication supports this contention. As Abercrombie stated: "We 
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speak with our vocal organs, but we converse with our entire bodies; 

conversation consists of much more than a simple interchange of spoken 

29 
words." Other strands of communication are woven with speech into 

the fabric of conversation. These include such factors as facial ex

pressions; eye-contacts, gestures and posture; body orientation, prox-

30 imity and physical contacts, appearance. E. T. Hall, Dale Leathers, 

Mark Knapp, Ray Birdwhistell, Michael Argyle and others believe that 

information, exchanged between participants in a communicative interac

tion, is achieved through nonverbal as well as verbal means, through 

nonvocal as well as vocal means. The type of information exchanged, 

then, varies according to the behavioral means employed. According to 

Laver and Hutcheson, three prime types of information emerge in a com

municative interaction. Cognitive information consists of the proposi-

31 tional or purely factual content of the linguistic signals exchanged. 

Indexical Information is information about the speaker himself. The 

listener uses it to draw inferences about the speaker's identity, at

tributes, attitudes and mood. It, thus, includes any behavioral infor

mation which serves as evidence for a speaker's biological, 

psychological or social characteristics. A tacit theme running through 

29. David Abercrombie, "Paralanguage," in Communication in 
Face to Face Interaction, ed. John Laver and Sandy Hutcheson (Middle
sex: Penguin Books, Ltd., 1972), p. 64. 

30. John Laver and Sandy Hutcheson, "Introduction," in Commu
nication in Face to Face Interaction, ed. John Laver and Sandy 
Hutcheson (Middlesex: Penguin Books, Ltd., 1972), p. 11. 

31. Ibid. 



the research of this area is that a participant uses all the communica

tive strands of conversation for a variety of indexical purposes. He 

uses them not only to announce his individual and psychological struc

turing of the interaction. In brief, a participant projects indexical 

information in order to define and control the role he plays during 

32 communicative interaction. The third type, interaction-management, 

is information that the participants exchange in order to collaborate 

with each other in organizing the temporal progress of the interac-

33 
tion. All three types of temporal information, transmitted in vari

ous behavioral means, allow a listener (or in the case of 60 Minutes, a 

viewer) to construct a profile of the speaker's characteristics in 

terms of his membership in particular social groups, his individual 

identity within such groups, and his psychological and physical state 

at any given moment.̂  

Edward Hall's research demonstrates that man lives in varying 

sensory worlds much of the time. He selectively screens all sensory 

data during communication, admitting some things while filtering out 

35 
others. Hall sees man as an interlocutor with his environment. His 

message about the nature of man and his relationship to his environment 

32. Ibid., p. 12. 

33. Ibid. 

34. John Laver, "Voice Quality and Indexical Information," in 
Communication in Face to Face Interaction, ed. John Laver and Sandy 
Hutcheson (Middlesex: Penguin Books, Ltd., 1972), pp. 189-203. 

35. Edward Hall, The Hidden Dimension (Garden City: Doubleday 
and Company, Inc., 1966), p. 6. 
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is this: "There is a great need to revise and broaden our view of the 

human situation, a need to be both more comprehensive and more realis

tic ... It is essential that we learn to read the silent communica-

36 tions as well as the printed and spoken ones." According to Hall, 

this is the only way we can reach other people, understand other people. 

He urges us to remember that man learns while he sees, and what he 

37 learns influences what he sees. Context, (the physical setting, the 

character's appearance, his use of space) is a type of silent language. 

It is what we see. It frames our view through the window. 

Context does not, cannot stand alone. Content (the questions 

asked and the language used) also defines the icons and heightens the 

drama. For example, the protagonist is asked emotional questions; the 

reporter uses a pathetic appeal. The antagonist is asked pragmatic 

questions; the reporter uses an ethical appeal. Aristotle has clearly 

demonstrated that these are two very different types of questions. 

They evoke different types of responses; they are used in different 

kinds of situations. They cannot be compared because they are not 

equal. Yet, in a 60 Minutes broadcast, these series of questions are 

asked alternatively within the same story. The reporter appears to be 

addressing a single issue (the conflict between characters) on one 

level, with one mode of appeal. Actually, the reporter is addressing 

separate issues; the emotional impact of the conflict on the 

36. Ibid. 

37. Ibid. 
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protagonist and the pragmatic reason for the conflict by the antagonist. 

Consequently, the conflict between the two characters is heightened. 

The protagonist appears more downtrodden, more emotional as the antag

onist appears more heartless, more authoritarian. If the reporter were 

to ask the antagonist how he felt about the conflict, the response 

could be more personal and emotional. Then, and only then, would it be 

possible to compare the questions between protagonist and antagonist. 

They would be responding on the same, level. 

Continuity is the factor which weaves the conflict throughout 

the context and content. There is continuity of icon and continuity of 

pattern. 

Each 60 Minutes story is comprised of a series of segments, 

each separate and unique. The segments contain icons. These icons are 

plotted one against another in order to define a reality for the story. 

For example, the protagonist, who symbolizes good, is plotted directly 

opposite the antagonist, who stands for evil. The drama in the story 

emanates from the interaction of the two. As the central source of 

conflict, these characters also define what is good and evil. The con

text in which they appear and the content of their dialogues with the 

reporter assume their good and evil traits. Thus, the story in a 60 

Minutes program is always a dichotomous controversy, a struggle be

tween good and evil. 



CHAPTER 4 

AN EVALUATION OF AGENDA-SETTING ELEMENTS IN 60 MINUTES 

The nature of agenda-setting patterns was discussed in Chapter 

Two: agenda-setting was defined as a process linking the content of the 

media agenda with the subsequent public perception of what the impor

tant issues of the day are. Moreover, agenda-setting influence was de

termined to grow from a general concern with how people organize and 

structure the world around them. Variables affecting the agenda-set-

ting influence of the media were discussed, and the news story was 

identified as the dominant format facilitating media's agenda-setting 

influence. The rhetoric of the news weekly magazine 60 Minutes was an

alyzed in Chapter Three in terms of its story elements. The CBS pro

gram was seen to contain many of the elements deemed essential for 

effective dramatic structure: protagonist, antagonist, symbolic and 

metaphoric language, conflict. It was determined that the consistent 

usage of these elements by 60 Minutes created a recurring message for 

the viewers. The icon presented was a struggle between good and evil 

forces. Yet, for this icon to set the public agenda, for the news 

magazine to display agenda-setting influence, additional contingent 

conditions should be met. A discussion of 60 Minutes' compliance with 

these contingencies follows. 

91' 
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In this regard, two lines of analysis will be pursued. The 

first is that advanced by James P. Winter: the combination of stimulus 

attributes with audience attributes furthers the agenda-setting influ

ence of the media. The second means of analyzing the agenda-setting 

aspects of 60 Minutes stems from Maxwell McCombs' contention that 

agenda-setting is at once both concept and theory. This rationale sug

gests that not only can the media define specific issues for the public 

agenda, it can also create a social reality for its audience. This is 

done through a distinct patterning within the presentation of public 

affairs. 

Finally, this chapter will summarize the aspects of agenda-

setting found within the news weekly magazine 60 Minutes and will sug

gest areas for further research. 

As discussed in Chapter Two, the concept of agenda-setting is 

supported by James P. Winter's theory of stimulus and audience attri

butes. These program attributes delineate the link between public and 

media agendas. The news magazine 60 Minutes appears to address these 

contingent conditions. 

60 Minutes emphasizes relatively obtrusive issues in its broad

casts. Questions of religious freedom, inflation, unemployment, 

economic stability, nuclear energy, death, birth, good and evil are 

issues with which the television viewing audience has direct, some

times daily contact. In this sense 60 Minutes would appear to be 

thwarting its agenda-setting influence. However, 60 Minutes presents 
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these fairly obtrusive issues in very unobtrusive stories. The people 

become characters, the town, homes and factories become settings, the 

issues become specific conflicts: these are program dimensions not per

sonally encountered by the television audience. Consequently, the 

audience needs to be oriented toward the story. The only way the major

ity of the viewers learn the essence of a 60 Minutes story is through 

the 60 Minutes coverage. An obtrusive issue (theme) is seemingly en

countered anew with each 60 Minutes broadcast. Thus, 60 Minutes does 

maximize its agenda-setting influence. 

It is interesting to note, however, that because the story's 

theme is universally obtrusive, the issue it represents is readily 

identified by the television audience. In other words, the audience's 

degree of interest in the story is high. Their own experience sup

ports the perceived salience of the dominant program issue. The issue 

' is reinforced; 60 Minutes's agenda-setting influence is again strength

ened . 

A related area of research has been investigated by Noelle-

Neumann, who asserts that the fear of isolation is critical to 

individual judgment of what is important."'" She maintains that what in

dividuals view as important and say is important is contingent upon 

the perceived popularity of opinion, their estimate of the current 

1. Elizabeth Noelle-Neumann, "The Spiral of Silence—A Theory 
of Public Opinion," Journal of Communication, 24, No. 2 (Spring, 1974), 
43-51. 
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'climate of opinion.' McCombs asserts, in that regard, that for many 

obtrusive issues audiences judge the climate of opinion surrounding is

sues in accord with the views of their acquaintances and friends as 

well as the emphases of the media. He posits: "For many issues au

diences test issues against the closest social reality, the interper-

sonal environment." Ranging from single individuals to formally 

organized groups, these additional information reference sources serve 

as a third point (the public agenda) in the agenda-setting triangle. 

The amount of outside reference a 60 Minutes audience will seek is not 

known. However, the degree of issue obtrusiveness in the stories sug

gests that interpersonal discussion will either precede or result from 

the news magazine's broadcast. This interaction, say researchers, will 

affect the agenda-setting power of the news magazine. 

The media's presentation of a message also helps the viewer to 

discern the climate of opinion. For example, in a 60 Minutes broadcast, 

the audience regularly sees the protagonist surrounded by friends and 

supporters. Often there is a multiple protagonist. The antagonist, on 

the other hand, is generally seen alone. The active, open interper

sonal nature of the protagonist versus the seemingly closed interper

sonal void of the antagonist is a picture affecting the viewer's 

2. Elizabeth Noelle-Neumann, "Turbulences in the Climate of 
Opinion; Methodological Applications of the Spiral of Silence Theory," 
Public Opinion Quarterly, 41, No. 2 (Summer, 1977), 143-158. 

3. Maxwell McCombs and Donald Shaw, "An Up-to-Date Report on 
the Agenda-Setting Function," paper prepared for the International Com
munication Association annual convention, Acapulco, Mexico. (May, 
1980), pp. 31-32. 
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perceived climate of opinion. Michael Argyle classifies this type of 

picture as one containing many nonverbal cues. Further, he asserts 

that the "nonverbal cues have considerably more impact than the verbal 

• • E. T. Hall, Dale Leathers and other nonverbal communication re

searchers have identified many of these cues. According to Hall, a 

prime cue is the way people control their proximate environment. He 

posits that people code their distance with one another according to 

their needs and desires. These codes have meaning."' Often in a 60 Min

utes ' broadcast, the protagonist, his support group and the CBS repor

ter appear to be interacting at a close personal distance. In this 

distance, there is a great implication of involvement, a social-casual 

g 
intimacy. The antagonist and the 60 Minutes repoxter, however, appear 

to be interacting at a social distance. Their separation from one 

another is far enough that their communication reflects an impersonal 

quality. Again, the perception of interpersonal involvement affects 

the agenda-setting aspect of 60 Minutes. 

Another set of attributes which address the agenda-setting in

fluence of the news magazine 60 Minutes concerns the amount, frequency 

and duration of the media's message as well as the amount of exposure 

4. Michael Argyle, Social Interaction (London: Methuen and 
Company, Ltd., 1969), p. 74. 

5. Edward Hall, "Silent Assumptions in Social Communication," 
in Communication in Face to Face Interaction, ed. John Laver and Sandy 
Hutcheson (Middlesex: Penguin Books, Ltd., 1972), p. 278. 

6. Dale Leathers, Nonverbal Communication Systems (Boston: 
Allyn and Bacon, Inc., 1976), p. 55. 
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the audience has to that information. Eyal has stated that television 

is not the best teacher of the salience of issues. The viewer is time 

bound; he is forced to follow a series of news reports presented in ra

pid succession.̂  Bernard Roshco, Gaye Tuchman, David Altheide and 

g 
Herbert Gans further Eyal's claim. They suggest that a television au

dience sees only the logic of one moment or event in a news report. 

The reporters do not look beyond the event being reported for a larger 

context or for more far-reaching logic. They report only the logic of 

that particular event. E. T. Hall agrees. He states: "Given our li

near, step-by-step, compartmentalized way of thinking, fostered by the 

schools and public media, it is impossible for our leaders to consider 

events comprehensively or to weigh priorities according to a system of 

g 
common good." 60 Minutes counters many of these charges through its 

expanded format and its scheduling. 

First, 60 Minutes is more than a headline service for public 

affairs reporting. Unlike the one- to two-minute stories in nightly 

7. Chaim Eyal, "The Role of Newspapers and Television in 
Agenda-Setting," in "Setting the Agenda for Agenda-Setting Research: 
An Assessment of the Priority Ideas and Problems," ed. Maxwell McCombs, 
paper prepared for the American Association for Public Opinion Re
search annual convention, Buck Hill Falls, PA. (June, 1979), p. 27. 

8. These scholars have researched the news-gathering process 
of the media in depth. Due to the nature of the process and the large 
amount of information which impacts daily life, they contend that news 
reporters are forced to compress their reports. This compression 
automatically excludes much information which might give the viewer 
more perspective about an event. Only the facts warrant mention. 

9. Edward Hall, Beyond Culture (New York: Doubleday, 1976), 
p. 11. 
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news broadcasts, 60 Minutes spends ten to twelve minutes relating a 

story. The commentators provide background information, allowing the 

audience to see the series of events leading to the present conflict. 

The commentators also provide interviews with people representing both 

sides of the conflict as well as with impartial sources who provide in

formation about various dimensions of the conflict as well as with im

partial sources who provide information about various dimensions of the 

conflict. Thus, 60 Minutes appears to be presenting a balanced view of 

the conflict; the audience can analyze it from all angles. Whenever 

possible, the commentators revise the conflict status of a previous 

story during a later broadcast. Thus, the viewers can, if they wish, 

maintain a running tally or follow-up on stories and conflicts. 60 

Minutes attempts to provide information and logic beyond that of a par

ticular event. 

Second, 60 Minutes is seen with regular frequency. Although it 

is difficult to know which thirty-six million households are watching 

the weekly news magazine, CBS offers its program to the public audience 

each Sunday at a regularly scheduled time. Like most newscasts, 60 Min

utes is scheduled during the early evening hours. Research indicates 

that this is a time when families are generally together: the maximum 

amount of people is available to watch the news. Additionally, it is 

a time when people are in transition. They have completed the work day 

but have not yet engaged in some form of evening activity."̂  Watching 

10. Jay Epstein, News From Nowhere (New York: Random House, 
1973), pp. 84-91. 
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the televised evening news becomes somewhat ritualistic for the public. 

It is their duty to stay informed about daily events; their survival de

pends upon it. 60 Minutes' early evening time slot is especially advan-

tageous. It follows a lengthy schedule of Sunday Sports programs which 

often exceeds earlier scheduled nightly newscasts. Also, as'a Sunday 

evening program, 60 Minutes caps off a busy weekend for the audience 

and prepares them for the week ahead. 

Finally, although each story is unique in a 60 Minutes broad

cast, its theme is universal: conflict for survival. The constant the

matic repetition saturates the viewers with one message, one picture: 

the struggle between good and evil. Clearly 60 Minutes provides its 

audience with large amounts of information on a regular interval and 

with constant duration. The audience has ample opportunity to expose 

itself to the program. 60 Minutes has once more capitalized upon its 

agenda-setting potential. 

The influence of the medium and its perceived credibility are 

yet other attributes which affect agenda-setting influence of the me

dia. Television has been thought to be primarily an entertainment 

source. Yet recently, it has claimed, with some justice, to have in

creased the amount of general information that is easily available to 

an inquisitive public. Today, over forty percent of television's pro

gramming falls in the category of public information and news."̂  In 

fact, since the Kennedy-Nixon debates in 1960, television has 

11. Normal Swallow, Factual Television (London: The Focal 
Press, 1966), p. 129. 
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commanded the stage as the most popular and prevalent medium for news 

12 
dispersal. Swallow cites one reason for television's enormous growth 

as a news communicator. He states that it requires the services of 

those who are recognized leaders in their own spheres. In the case of 

60 Minutes this appears to be true. From its very inception, the news 

magazine was designed with particular commentators in mind. Don Hewitt, 

executive producer of the program, carefully chose newsmen who were al

ready well-established. The television audience tends to trust these 

men because they have already proven themselves in the news business 

as credible sources. Additionally, as David Altheide cites, television 

has become the people's medium; it reaches the masses. As a result, 

its use has become highly sophisticated. "An entirely new set of in

stitutions and specialists have been developed for the purpose of or

ganizing news production and distribution . . . Television has become 

an integral part of man's daily process, and specialists in the arts 

of image management have become important gatekeepers between the citi-

13 zen and his reality." The idea of trustworthy, well-established news

men and specialists behind the scenes focuses on a larger concept, 

that of medium credibility. Television is thought to be a more 

12. George Comstock, Television in America (Beverly Hills: 
Sage Publications, 1980), p. 64. 

13. David Altheide, Creating Reality (Beverly Hills: Sage 
Publications, 1976), p. 2. 
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14 credible news source than others. George Comstock states four rea

sons for this. First, television has a clean history, unlike the 

yellow journalism scandals of newspaper tradition. Second, the news

casters themselves look believable. Third, the use of film allows the 

audience to see people, events, places and things for themselves. Fi

nally, the news stories are brief. Whether one minute or ten minutes 

long, the news reporter does not have enough time to delve too deeply 

into an issue. By staying at the surface level, the audience is 

assured that extraneous information is not being added to the story.̂  

By virtue of its inherent nature, 60 Minutes, a televised news weekly 

magazine, reaps the benefits of high credibility and influence. In

trinsically then, 60 Minutes has again strengthened its agenda-setting 

influence. 

Thus far 60 Minutes has appeared to demonstrate the necessary 

attributes for agenda-setting to function in the news magazine. In 

each instance, CBS1 use of the attribute (i.e., obtrusiveness, unob-

trusiveness, need for orientation, etc.) has been examined to support 

agenda-setting within the program. 

Still, salient and pervasive though media effects on society 

may be, few communication scholars would argue that the media exert a 

monolithic influence in any respect. They do not have equal 

14. Roper Organization, "Trends in Attitudes Toward Television 
and Other Media," in Public Perceptions of Television and Other Mass Me
dia: A Twenty Year Review 1959-1978, ed. Roy Danish (New York: Televi
sion Information Office, 1979), pp. 1-5. 

15. George Comstock, p. 45. 
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influences on all people, in all settings. In other words, the media 

do not operate in a vacuum: media and audiences are all integral parts 

of a larger social system. However, by providing the public with what 

16 
Lippmann referred to as the "pictures in our heads," or what Tolman 

called our "cognitive maps,'1"̂  the media explain the world beyond our 

personal experiences. 

More recently, Ball-Rokeach and DeFleur have referred to this 

18 process as one of determining "social realities." They argue that it 

is our social realities which provide frameworks for our receptiveness 

to information and whether we act on it. It is the relative adequacy 

of our social realities and our dependency on media information sources 

which explain and predict media effects on us as individuals. It is 

therefore thought that the media exercise selected influence based on 

individual or group differences. Murray Edelman clarifies this idea. 

For him, "... events in the news commonly mean different things to 

different groups of spectators, dividing men rather than uniting them. 

Every event comes to be seen as a part of a pattern, though groups 

16. Walter Lippmann, Public Opinion (New York: The Free Press, 
1922). 

17. Edward Tolman, Purposive Behavior in Animals and Men 
(N.E.: The Century Company, 1932). Rpt. (Berkeley: University of Cal
ifornia Press, 1951). 

18. Sandra Ball-Rokeach and Melvin DeFleur, "A Dependency Mo
del of Mass Media Effects," in Communication Research, 3 (January, 1976), 
3-21. 
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19 with conflicting political interests see the pattern differently." 

For example, a corporate decision to close a domestic iron manufactur

ing plant fits for many a pattern of events proving that a big business 

with capitalistic aspirations wants to eliminate all resistance. For 

many others it fits just as neatly into a preconceived pattern of 

events proving that the company is fighting against resistance for a 

more cheaply and efficiently produced product, thereby reducing the 

cost of the iron and aiding the general public economy. For all view

ers of this particular 60 Minutes story, "Out of Work," however, every 

aspect of the story contributed to a pattern of ongoing events that 

spelled conflict, a struggle between something good and something bad. 

This is the basic dichotomy that the mass audience sees in 60 Minutes 

programs. As Edelman states: "No matter what incidents occur and 

which of these are reported, they will fit nicely as evidence to sup

port people's preconceived hopes and fears. What matters is remote-

..20 ness, not content. 

Because the theme is dichotomous, 60 Minutes stories place its 

audience in an ambiguous, uncertain context. McCombs posits the media 

21 
weild greater influence upon an audience in such an environment. 

The audience relies heavily on the media to reduce the anxiety and am

biguity that have been created; the media are the only immediately 

19. Murray Edelman, The Symbolic Uses of Politics (Urbana: Uni
versity of Illinois Press, 1964), p. 12. 

20. Murray Edelman, p. 13. 

21. Maxwell McCombs and Donald Shaw, 1980, p. 33. 
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available and credible sources for much of the audience. Because the 

dichotomy occurs within a distinctly patterned story format, 60 Minutes 

enables the audience to learn how to handle the enormous complexity of 

life. E. T. Hall asserts that patterns help us see and test how things 

22 
work. R. L. Birdwhistell posits that audiences perceive in patterns, 

! 

and remember in patterns. "Only in this way are we able to incorpor-

23 ate bur society's way of viewing and testing the universe." 60 Min

utes broadcasts stories which help the audience anticipate events in 

the world around them. The news magazine's stories help to construct a 

social reality for the audience. 

Clearly 60 Minutes, a CBS news weekly magazine, exhibits agenda-

setting features on a conceptual and theoretical level. A larger ques

tion now remains: does 60 Minutes help to set the public agenda? This 

thesis has not attempted to answer that question. Rather it has sought 

only to explore the agenda-setting features of the CBS news weekly maga

zine. It is, and only claims to be, a description of 60 Minutes agenda-

setting potential. 

Based upon the compiled research, however, it may be fair to 

suggest that while 60 Minutes contains the essential agenda-setting 

elements, the program alone cannot set the public agenda. Research of 

media's agenda-setting capability has revealed that the hypothesis 

22. Edward Hall, Beyond Culture, p. 11. 

23. Raymond Birdwhistell, Kinesics and Context (Philadelphia: 
University of Pennyslvania Press, 1970), p. 13. 
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itself is a.causal one. Agenda-setting stipulates a strong positive re

lationship between the media and public agendas, where the former is 

seen as the independent variable affecting the latter. The discovery 

of positive correlations does not establish causality beyond the common-

sense level. In fact, Eyal, Winter and DeGeorge suggest that a particu

lar medium might attune itself to issues and concerns that are already 

24 
of public interest. This implies that the public agenda may deter

mine that of the media. This is a query inviting further study. 

Additionally, the agenda-setting hypothesis is dyadic: it de

pends upon two active participants, the particular medium sending the 

message and the audience who receives it. This thesis has examined 

only one component of the dyad, the televised news weekly magazine 60 

Minutes. Therefore, it would be advantageous to study the other compo

nent as well. Empirical analyses of audience reactions to and percep

tions of the news program 60 Minutes are surely in order. In this 

regard, research on audience agendas is also suggested. Research in 

either area would require a series of key decisions on conceptualiza

tion and measurement (i.e., How will the personal agenda be conceptual

ized: as an intrapersonal, interpersonal, or perceived community 

agenda? How will the location of an issue on the agenda be measured?). 

Studies of this nature would increase our knowledge of agenda-setting. 

24. Chaim Eyal, James Winter and William DeGeorge, "Time Frame 
for Agenda-Setting," in "Setting the Agenda for Agenda-Setting Research: 
An assessment of the Priority Ideas and Problems," ed. Maxwell McCombs. 
Paper prepared for the American Association for Public Opinion Research 
annual convention, Buck Hill Falls, PA. (June, 1979), p. 11. 
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Only after examining both components of the agenda-setting function 

would a decision concerning who is setting the agenda for whom be possi

ble. 

Finally, this thesis has explored the news magazine 60 Minutes 

in one light: descriptive. There are other viewpoints and other re

search methodologies from which to gain insight to the rhetorical and 

communicative dimensions of the program. The fruitfulness of alterna

tive theoretical frameworks needs to be explored. This thesis has laid 

groundwork concerning 60 Minutes' role in the societal agenda. The 

next logical step would be to analyze critically its functioning 

within this role. For example, this thesis has mentioned and skirted 

the issue of imagery and symbolism within the agenda-setting function 

of the CBS news program. Bormann's fantasy theme analysis or, more 

broadly, mythic analysis could be employed to reveal the bridge between 

message and reality, between tradition and convenience. This critical 

mode proposes an alternative perspective to traditional studies of 

television news rhetoric which consider predominantly viewers use and 

gratifications, public agendas and mass effect. As Edelman noted, "to 

explain political [artful, ingenious, shrewd] behavior as a response to 

fairly stable individual wants, reasoning, attitudes and empirically 

based perceptions is therefore simplistic and misleading. Adequate ex

planations must focus on the complex element that intervenes between 

the environment and the behavior of human beings: creation and change 

in common meanings through symbolic apprehension in groups of people, 



25 interests, pressures, threats and possibilities." McDonald agreed 

with Edelman, observing "a satisfying explanation or elucidation re

quires more than data and once we are beyond data we find ourselves 

leaning on the metaphors and myths that stand between us and the un

known."̂  

Another critical mode which could be employed is the Burkeian 

dramatis tic criticism. This system focuses upon the drama of human so

ciety, again where symbols are used as meaningful acts. 

The fundamental assumption in the dramatistic approach is that 

all humans, who are by nature individual and separate, use symbols to 

communicate. Symbols are used to produce common images, ideas and at

titudes. These commonalities enable men to 'identify' with one another 

so that they can act together in some ordered fashion. According to 

Burke, identification is the rhetorical process of overcoming those 

things which divide humans, allowing them to become substantially one 

with other persons, groups and institutions. Through their use of lan

guage symbols, people induce cooperation, understanding and action to 

27 an otherwise divisive world. Essentially, then, identification be

comes a dramatistic response to societal situations. 

25. Edelman, p. 2. 

26. Lee McDonald, "Myth, Politics and Political Science," in 
Western Political Quarterly, 22 (1969), p. 147. 

27. Robert Cathcart, Post Communication (Indianapolis: Bobbs-
Merrill, 1981) p. 87. 
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Burke also asserts that humans respond to symbols naturally. 

They attach symbolic significance to almost everything and in turn are 

influenced by these symbols. The process of selecting one symbol over 

another for identification purposes locks a person's attitudes and feel

ings into the language. Identification reflects a rhetor's overriding 

beliefs and values, just as the structuring aspect of agenda-setting 

mirrors audience and media ideologies. 

The Burkeian system is characterized by the dramatic pentad. 

Critics using this method will analyze and interpret the relationship 

among act (what took place in thought and deed), scene (background of 

the act, the situation in which it occurred), agent (what kind of per

son performed the act), agency (what means or instrument he used), and 

purpose. In interpreting the dominant relationships among these five 

components the critic "should be able to say something about how 

28 rhetoric is functioning in relationship to the whole social drama." 

Interestingly, a news reporter analyzes the identical components to in

terpret the various relationships of these factors to a news event. 

Analyzing the news magazine 60 Minutes by either of these crit

ical methods (mythic or dramatistic) could reveal new dimensions to the 

agenda-setting influence of the program as well as elucidate CBS1 poli

tical use of rhetoric within the stories themselves. 

When asked to define the agenda-setting function in media, 

Mr. Ronald Beck, Manager of Program Services for CBS News, replied: 

"Suffice it to say that 'agenda-setting' is simply a term for a more or 

28. Cathcart, p. 88. 
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less traditional journalistic function—an interplay among researchers, 

reporters, producers, CBS News management and audiences, that, while 

structured, cannot really be quantified or categorized. To repeat, it 

is this interplay of functions that produces the product but, in no 

29 sense, by standard 'set in cement' formula." Mr. Beck has a point. 

Any one-sentence description of agenda-setting potential in the news 

weekly magazine 60 Minutes is inadequate. To understand the phenomenon, 

one must consider all the component, parts and the processes that come 

together into making the media and the public agendas what they are. 

All these things come together for each individual news magazine con

sumer, making the agenda a phenomenon that exists inside each person's 

mind, existing only as that person perceives it. Maxwell McCombs sug

gests that Alice in Wonderland could have said, "agenda-setting is any

thing at all, but not always, and sometimes it is more important than 

30 
at other times." Whatever it is, this thesis has attempted to de

scribe a bit of the public character 60 Minutes imparts to occurrences, 

thus transforming mere happenings into publicly discussable events. 

This thesis began with the contention that news messages have 

played a significant role in our history and will continue to help 

shape our future. It concludes with a better understanding of the same. 

Agenda-setting in a news magazine is as complex, alive and changeable 

29. Ronald Beck, letter to author, 17 February 1982. 

30. Maxwell McCombs, Donald Shaw and David Grey, Handbook of 
Reporting Methods (Boston: Houghton Mifflin Company, 1976), p. 309. 
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as the people, events and situations which mold it. This intricacy de

mands further enquiry, yet already we are more cognizant of "an act of 

31 power that touches us all." 

31. David Altheide, p. 11. 
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