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ABSTRACT 

 

 

This study examines the participatory effects of political satire, specifically late-

night talk shows, in the age of digital media. Based on the O-S-R-O-R (background 

Orientation-Stimulus-Reasoning-outcome Orientation-Response) model of 

communication effects, this study theorizes and tests structural relationships in which 

audience factors (e.g., partisanship, hard news use) guide political satire viewing, and 

information processing activities (e.g., political talk, social media expression) and 

cognitive outcomes (e.g., political knowledge, political efficacy) channel the impact of 

the audience factor-driven political satire viewing on participation. More importantly, this 

study examines, for the first time, the role of social media in both political satire viewing 

and political expression, and its influence on participation. Data from a nationally 

representative survey (N=573) suggest that hard news use is an essential prerequisite for 

the participatory effects of political satire viewing. In addition, partisanship is a key 

predictor of political satire viewing, and media channel matters, such that those who 

watch late-night talk shows on television are less likely to participate in politics, while 

those who watch late-night talk shows in the social media environment are more likely to 

participate in politics through political expression on social media. These findings 

highlight the importance of understanding who receives what messages from where and 

how in the contemporary media environment to better explain the effects of media. 
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Chapter 1: Introduction 
 

 

 

An integral part of representative democracy is an information environment in 

which citizens can have free and easy access to political information, so that they can 

make sense of politics, form sound opinions about important social and political issues, 

and actively participate in political and civic life (Delli Carpini, 2004). In this regard, 

extensive research has demonstrated the link between news use and democratic 

outcomes, such that news use increases political knowledge, efficacy, and participation 

(Delli Carpini & Keeter, 1996; Eveland & Scheufele, 2000; Hardy & Scheufele, 2005; 

Jung, Kim, & Gil de Zúñiga, 2011; Moeller, de Vreese, Esser, & Kunz, 2014; Prior, 

2007; Verba, Schlozman, & Brady, 1995).  

With the rise of cable television and the Internet, however, the normative 

implications of news use for enhancing democratic citizenship have been fiercely debated 

for the past decades (Baum, 2002, 2003b; Prior, 2007). The rise of new media and market 

pressure have fragmented the audience, decreased consumption of traditional news, and 

dramatically changed media coverage of political affairs (Patterson, 2000; Plasser, 2005; 

Prior, 2005). News is far from being monolithic and audiences have now unprecedented 

choice not only between news and entertainment (Prior, 2007), but also between partisan 

perspectives and more balanced perspectives (Stroud, 2011; Wojcieszak, Bimber, 

Feldman, & Stroud, 2016). In addition, the rise of social media has made media 

experience more complicated than ever. The proliferation of media platforms and 

channels and the near-limitless political information available in the networked media 

environment have even added an additional layer of complexity in the study of media 
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effects (Thorson & Wells, 2015). Accordingly, it is getting more difficult to explain the 

effects of media in the contemporary media environment without fully understanding 

who receives what messages from where and how (Lee, 2013).  

Ample research has examined what these changes in the media environment mean 

to democracy, which is premised on free flow of information, well-informed citizens, and 

active citizen participation in the political process, and the verdict is mixed. On one hand, 

optimists state that increases in available political information would improve political 

knowledge and hence participation (Baum, 2003b; Gil de Zúñiga, Jung, & Valenzuela, 

2012). Further, the new media environment increases incidental exposure not only to 

political information, but to heterogeneous viewpoints, which could facilitate political 

discourse and hence increase involvement in the political process (Kim, 2011; Kim, 

Chen, & Gil de Zúñiga, 2013; Lee, 2012). On the other hand, pessimists argue that 

people’s unprecedented choice not only between entertainment and news, but between 

partisan perspectives and more balanced perspectives make them either apolitical or 

polarized (Garrett & Stroud, 2014; Iyengar & Hahn, 2009; Kim et al., 2013; Prior, 2007; 

Stroud, 2011; Sunstein, 2009). In particular, the decline in the size of the traditional news 

audience has been viewed as a threat to representative democracy by many pundits and 

scholars who have interpreted this as a sign of waning sense of democratic citizenship. 

This is because those who tune out politics for entertainment will not be represented in 

the political process and this will influence the quality of public opinion, which is the 

strong foundation of democracy (Prior, 2007). 

This concern led to a surge in the study of soft news, political entertainment news, 

or “new news” (Kalb, 1998) to examine its political effects, mostly focusing on political 
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knowledge, a strong predictor of political participation (Delli Carpini & Keeter, 1996; 

Verba et al., 1995), but the findings are debatable. Specifically, use of an oversimplified 

dichotomy, hard vs. soft news, seems ineffective. Soft news is defined loosely in 

comparison to hard news, such as being “typically more sensational, more personality-

centered, less time-bound, more practical, and more incident-based” than hard news 

(Patterson, 2000, p. 4). Its reporting style is more episodic, frame-oriented, and -focused 

with a human-interest angle, making news stories more appealing and comprehensible 

(Gross, 2008). Despite common use by media scholars, however, there is no consensus 

on how to operationalize soft news. One good example is the debate on the effects of soft 

news on political knowledge (Baum, 2002, 2003a; Prior, 2003, 2007). On one side of the 

spectrum is Markus Prior (2003, 2007), who suggests that soft news programs do not 

provide sufficient information needed when making informed decisions about politics, 

categorizing TV news magazines (e.g., 60 Minutes) into a hard news index. On the other 

side is Matt Baum (2002, 2003), who argues that consumption of soft news is associated 

with political learning, especially, of politically inattentive individuals, categorizing TV 

news magazines (e.g., 20/20) into a soft news index. Simply put, since most scholars 

seem to rely on an intuitive understanding of what soft news is in simple comparison to 

what hard news is, their findings are not compatible although they seem to look at the 

similar aspects of the changes made in the media industry (Reinemann, Stanyer, Scherr, 

& Legnante, 2012). In addition, not all soft news programs are created equal and it is 

important to distinguish between various types of political entertainment programs based 

on the nature and amount of political content and the way it is delivered (Holbert, 2005).  
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In response to this call for a more systematic and multidimensional approach in 

the study of effects of soft news or political entertainment news, great scholarly attention 

has been paid to the democratic effects of political satire, mostly late-night talk shows, 

for the past decade or so (Holbert, 2013). This is because it inherently possesses the 

features of news and entertainment. That is, it provides scathing criticism of the 

government and politics in an entertaining and engaging manner to the point where it is 

even perceived as an “alternative journalism” (Baym, 2005), often in the form of public 

journalism (Faina, 2013) or advocacy journalism (Kilby, 2018) to encourage audience 

engagement in civic and political life. However, the democratic effects of political satire 

are inconclusive yet (Holbert, 2013), which indicates that late-night talk shows are not 

associated with those various forms of citizenship for all sectors of the citizenry at all 

times (Holbert, 2013; Moy, Xenos, & Hess, 2005). 

There are quite a few reasons for the mixed results. First, since, again, political 

satire is not monolithic either, satire type can be a key antecedent of political outcomes 

(Boukes & Boomgaarden, 2015; Holbert, Hmielowski, Jain, Lather, & Morey, 2011). For 

example, harsh or Juvenalian satire is likely to facilitate political participation, while 

gentle or Horatian satire is not (Cao & Brewer, 2008; Hoffman & Young, 2011). The vast 

majority of existing studies, however, have focused on one or two programs, paying 

relatively less attention to the satirical tone. Second, consumption of political satire 

requires the assumed knowledge of the audience (Caufield, 2008). For example, exposure 

to news – cable news, newspapers, or local news – is likely to predict exposure to late-

night talk shows (Hmielowski, Holbert, & Lee, 2011; Young & Tisinger, 2006). Studies 

offered to date, however, have generally failed to systematically examine the link 
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between hard news use and political satire viewing and its influence on political 

outcomes, mainly juxtaposing hard news use and political satire viewing to simply 

highlight the possible differences between the two in terms of their political effects 

(Hoffman & Young, 2011). Lastly, unlike the research on news use and political 

participation, the research on the effects of political satire on participation has been 

lacking an effort to understand the underlying psychological processes between political 

satire viewing and political participation (Feldman, 2013), mainly relying on one or two 

conventional cognitive and attitudinal variables which are often included in the strict 

media effects paradigm (Young, 2016).  

Research has shown that political satire, more specifically late-night talk shows, 

has emerged as a main source of political news and information in the past decade or so 

(Cao & Brewer, 2008; Gottfried & Anderson, 2014; Mitchell, Gottfried, & Matsa, 2015). 

The Daily Show with Jon Stewart was considered an “alternative journalism,” since it 

used “satire to interrogate power, parody to critique contemporary news, and dialogue to 

enact a model of deliberative democracy” (Baym, 2005, p. 261). The Colbert Report’s 

Super PAC segment is often cited as an example of political satire serving as a civics 

lesson, even greater than news media (Hardy, Gottfried, Winneg, & Jamieson, 2014). 

Recent years have seen a surge in the number of late-night talk shows, especially in the 

wake of the retirements of the so-called “three late-night pillars” – Jon Stewart, David 

Letterman, and Jay Leno – that completed in 2015 (Steinberg, 2018). More importantly, 

with the emergence of Donald Trump as a GOP presidential nominee and his election as 

the 45th president of the United States during the 2016 presidential election, late-night 

talk shows have become increasingly more politically pointed, even putting on unusual 
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live shows for political events, such as the 2016 presidential election, the 2018 State of 

the Union address, and most recently, the 2018 midterm elections, for their viewers who 

apparently turn to them for political news and information (Keveney, 2018; Russonello, 

2018). With the pointed comments on what is ridiculous and absurd in the presence of 

President Trump, whose public remarks “have been marked by untruths and misleading 

claims,” late-night talk shows are now even viewed as “the antidote to Trumpism” 

(Grynbaum, 2019; Maza, 2017). In the Trump era, political satirists appear to be doing a 

better job at covering the Trump administration than traditional journalists who cherish 

journalistic norms and principles to take everything seriously and try to show all sides of 

the story (Maza, 2017). Some scholars even call political satire the fourth estate (Kilby, 

2018) or fifth estate (Basu, 2018). 

Taken together, political satire informs the public by engaging them in the 

conversation with humor and interaction, which is perceived as a new journalistic form 

(Harrington, 2012). These entertaining and humorous satirical messages, therefore, are 

assumed to permeate more easily than traditional political messages with a serious tone, 

which in turn could further facilitate political participation (Jones & Baym, 2010). 

Accordingly, it is timely and necessary to more systematically examine if and how this 

so-called “alternative journalism” and “a new journalistic form” lives up to the great 

promise that many qualitative and cultural media scholars hold for this media form. 

With the limitations in the existing study of political satire in mind and the aim to 

better untangle the effect of political satire, this study proposes structural relationships 

between audience background orientations (i.e., Democrats, Republicans, education, 

alternative concepts of citizenship, hard news use), distinct forms of political satire 
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viewing (i.e., political satire viewing in general, harsh satire viewing, gentle satire 

viewing, self-viewing, curated viewing), information processing activities (i.e., news 

attention, offline political discussion, online political messaging), cognitive outcomes 

(i.e., political knowledge, political efficacy), and political participation, online and 

offline, based on the O-S-R-O-R (background Orientation-Stimulus-Reasoning-outcome 

Orientation-Response) model of communication effects. In this study, political satire is 

operationalized as late-night talk shows, such as The Daily Show, Jimmy Kimmel Live, 

and Full Frontal with Samantha Bee. 

Significance of The Present Study 

This study contributes to the field of political communication in a couple of 

important ways. First, this study advances a new theoretical model to better untangle and 

explain the participatory effects of political satire in the contemporary media 

environment. Specifically, based on the O-S-R-O-R model of communication effects, I 

theorize and test structural relationships in which audience factor-driven political satire 

viewing increases participation both online and offline through various reasoning 

processes and outcome orientation variables, which existing studies suggest are worth 

testing. I do so by differentiating between various types of political satire viewing. An 

overarching conceptual model linking audience factors with political satire viewing and 

comparing multiple communicative behaviors and cognitive outcomes from audience 

factor-driven political satire viewing to political participation has not been tested. 

Findings suggest that it is important to examine the link between audience factors and 

media consumption, such that hard news use appears to be an essential prerequisite for 

the participatory effects of political satire viewing. In addition, reasoning variables, 
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political talk and social media expression, are key mediators between political satire 

viewing and participation, which advances an O-S-R-R model as a better model.  

Second, we know very little about the effects of exposure to different forms of 

late-night talk shows which are currently on the air. Existing research heavily relied on 

The Daily Show with Jon Stewart in rare combination with Late Show with David 

Letterman, The Tonight Show with Jay Leno, and The Colbert Report. With the exit of 

three of the satirists – Jon Stewart, David Letterman, and Jay Leno – and the remaining 

one – Stephen Colbert – taking on a different program, it is important to examine if and 

how the currently aired late-night talk shows produce democratic good to live up to the 

great promise that many qualitative studies of political satire argue (Basu, 2018; Baym, 

2005; Faina, 2013; J. P. Jones & Baym, 2010; Kilby, 2018). In addition, this study moves 

beyond the simple approach to use one or two popular shows. Instead, this study uses 11 

different late-night talk shows to make a reasonably complete estimate of what programs 

people were watching. They include The Tonight Show Starring Jimmy Fallon, Late 

Show with Stephen Colbert, Jimmy Kimmel Live, Late Night with Seth Meyers, Late Late 

Show with James Corden, Last Call with Carson Daly, The Daily Show with Trevor 

Noah, Conan, Saturday Night Live, Last Week Tonight with John Oliver, and Full 

Frontal with Samantha Bee. 

Third, the changes in the media consumption environment have been largely 

neglected in the study of political satire. Accordingly, little research has considered the 

role of social media in consumption of political satire and its impact on political 

outcomes. Research has shown that more and more people turn to social media for their 

news and information (Mitchell et al., 2015; Shearer & Gottfried, 2017) and 
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informational use of social media encourages political participation (Boulianne, 2015). 

With the departure of the “three late-night pillars,” which completed in 2015, late-night 

talk shows moved online to compete for ratings (Pallotta, 2015). Today, all of the late-

night talk shows have their social media presence. This study examines the role of the 

social media environment in political satire viewing to demonstrate the importance of 

differentiating between media channels (e.g., television, social media environment) in 

media consumption in the contemporary media environment to better explain the effects 

of media. Findings suggest that media channel matters in the participatory effects of 

poltical satire, such that watching late-night talk shows on television is less likely to 

encourage political participation, whereas watching the shows in the social media 

environment is more likely to encourage political participation by facilitating social 

media expression. 

Fourth, this study demonstrates the importance of integrative work in media 

effects study, which crosses three communication subdisciplines, such as mass media, 

interpersonal and computer-mediated communication, to better understand the 

communication process in the digital era and its influence on democratic citizenship 

(Valkenburg, 2017). As mentioned earlier, findings suggest that reasoning processes 

through political talk and social media expression mediate the effects of political satire 

viewing on political participation. And, social media use for news and information and 

political expression appears to be central to democratic life.  

Lastly, this study adds a methodological contribution to the study of media 

effects. Few studies have used latent variables in structural equation modeling (SEM). 

The vast majority of SEM models in the political communication study are path models 
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that only use observed variables (Chan, 2016; Cho et al., 2009; Jung et al., 2011; Shah, 

Cho, Eveland, & Kwak, 2005; Shah et al., 2007), which could add measurement error 

back into the models and thus attenuate the latent relationships. Each model in this study 

contains latent variables in the stimulus, reasoning, and outcome orientation steps. 

Design of the Present Study 

Using cross-sectional survey data obtained via Amazon’s Mechanical Turk 

(MTurk), this study systematically examines the effects of political satire viewing on 

political participation. Specifically, based on the O-S-R-O-R model of communication 

effects, this study proposes structural relationships in which audience factors (i.e., 

Democrats, Republicans, education, alternative concepts of citizenship, hard news use) 

guide political satire viewing, and reasoning variables such as information processing 

activities (i.e., news attention, political talk, social media expression) and outcome 

orientation variables such as cognitive outcomes (i.e., political knowledge, political 

efficacy), channel the impact of audience factor-driven political satire viewing on 

participation. To better untangle the participatory effects of political satire in the 

contemporary media environment, this study utilizes three diffeent models to differentiate 

between various types of political satire viewing.  

Model 1 examines if and how political satire in general mobilizes its viewers in 

comparison to hard news. In this model, I propose structural relationships in which 

audience factors (i.e., Democrats, Republicans, education, alternative concepts of 

citizenship) serve as background orientations; political satire viewing in general and hard 

news use as stimuli; news attention, political talk, and social media expression as 

reasoning processes; political knowledge and political efficacy as outcome orientations; 
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and political participation, online and offline, as responses. Research has shown that the 

line between news and entertainment has been blurred (Edgerly, Vraga, Bode, Thorson, 

& Thorson, 2017) and more and more people, especially young audiences, are 

abandoning traditional news as a source of news and information in favor of political 

entertainment programs, mostly late-night talk shows (Cao & Brewer, 2008; Mitchell et 

al., 2015). In addition, research suggests that news media are no longer a dominant source 

of news and information to follow in relation to civic information and citizenship norms, 

and rather digital media or everyday life activities can better get people informed and 

engaged in political activities (Bennett, Wells, & Freelon, 2011; Thorson, 2012). This 

model aims to examine the extent to which political satire, the most popular political 

entertainment program, lives up to the great promise that these media scholars hold for 

the non-news media source of news and information. In order to untangle the 

participatory effects of political satire, this model basically compares a route through 

which hard news use influences offline and online political participation as mediated 

through information processing activities and cognitive outcomes – at least some of 

which are extensively supported in other studies – with a route that goes through political 

satire viewing instead. Previous studies on political satire also reveal links between some 

of the key variables – political satire viewing and news attention (Feldman & Young, 

2008), and political satire viewing and political discussion (Lee, 2012; Moy et al., 2005). 

Model 2 examines if and how satire type matters in the participatory effects of 

political satire viewing. In this model, I propose structural relationships in which 

audience factors (i.e., Democrats, Republicans, education, hard news use) serve as 

background orientations; harsh satire viewing and gentle satire viewing as stimuli; news 
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attention, political talk, and social media expression as reasoning processes; political 

knowledge and political efficacy as outcome orientations; and political participation, 

online and offline, as responses. Research suggests that late-night talk shows are not 

monolithic and distinct forms of satire (e.g., horatian or gentle satire, juvenalian or harsh 

satire) lead to different political outcomes (Boukes & Boomgaarden, 2015; Cao & 

Brewer, 2008; Hoffman & Young, 2011; Holbert, 2005; Holbert et al., 2011; Young & 

Tisinger, 2006). For example, harsh satire (e.g., The Daily Show with Jon Stewart, The 

Colbert Report) is likely to facilitate political participation, while gentle satire (e.g., The 

Tonight Show with Jay Leno, Last Show with David Letterman) is not (Cao & Brewer, 

2008; Hoffman & Young, 2011). This model seeks to add nuance to the study of 

participatory effects of political satire by analyzing the influence of these two commonly 

used distinctive types of satire. In addition, unlike existing studies which mostly treat 

traditional news use and political satire viewing as distinctive phenomena simply to 

compare their political effects (Hoffman & Young, 2011), this model links hard news use 

with political satire viewing in a single framework to provide a more holistic 

understanding of the underlying mechanisms between political satire viewing and 

participation. Research suggests that one of the necessary features of political satire is 

assumed knowledge of the audience (Caufield, 2008), and consumption of late-night talk 

shows was positively and significantly correlated with exposure to traditional news 

(Young & Tisinger, 2006). This raises the possibility that the viewers of late-night talk 

shows might be news followers in the first place, so that they can fully appreciate the 

jokes with laughter. Little empirical research has examined if and how hard news use 

predicts political satire viewing and how the relationship affects political outcomes.  
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Model 3 explores if and how media channel matters in the participatory effects of 

political satire. In this model, I propose structural relationships in which audience factors 

(i.e., Democrats, Republicans, education, hard news use) serve as background 

orientations; self-viewing and curated viewing as stimuli; news attention, political talk, 

and social media expression as reasoning processes; political knowledge and political 

efficacy as outcome orientations; and political participation, online and offline, as 

responses. Research suggests that media consumption activity of today is multifaceted 

and varied via the proliferating media platforms and channels (Thorson & Wells, 2015). 

In the social media environment with user-friendly communication tools, people actively 

curate media content, by filtering, liking, and reframing the content with personal 

evaluations (Gil de Zúñiga et al., 2012; Hong, 2016; Mitchell, Kiley, Gottfried, & 

Guskin, 2013; Park, 2015). And this socially curated media content in the social media 

environment is actively consumed (Domingo et al., 2008; Rosenstiel et al., 2017; Villi, 

2012), which could influence political attitudes and behaviors (Bode, 2012; Bond et al., 

2012; Hong, 2016). Little research, however, has examined the role of social media in 

political satire viewing and its influence on political outcomes. For the same reason 

elaborated earlier, this model also links hard news use with political satire viewing in a 

single framework. 
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Chapter 2: Theoretical Review 
 

 

 

Political Satire 

 Satire is used as a verbal tool to criticize politics and disclose violations of social 

norms in a biting and humorous way (Stroud & Muddiman, 2013). Thus, the role of satire 

is to express social and political criticism. While news presents politics as something to 

learn, satire “not only offers meaningful political critiques but also encourages viewers to 

play with politics, to examine it, test it, and question it rather than simply consume it as 

information or “truth” from authoritative sources” (Gray, Jones, & Thompson, 2009, p. 

11). Through a comical play with the political, audiences can sense a greater ownership 

over it and feel more empowered to participate in politics. In other words, by dealing 

with important social and political issues in a simple, approachable, and entertaining 

manner, political satire provides audiences with a means for playful engagement with 

politics (Baym, 2005). And this is what makes political satire a potent form of political 

expression (Day, 2011; Young, 2016) and even “alternative journalism” (Baym, 2005, p. 

259).   

 Political satire has been an important part of life in democracies for centuries 

(Young, 2016). In ancient Greek and Roman societies, playwrights used satire to 

challenge and criticize the power and reveal violations of social norms by political 

leaders and social institutions. Athenian playwright and satirist Aristophanes employed 

satire to reveal hypocrisy of the government, shortcomings of political leaders and the 

futility of war. Roman poet and satirist Juvenal used harsh, bitter satire to scorn all 

representatives of social deviance in Roman society, often using irony. Given the 
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influence they had on elites and citizens alike, people regarded satirists as magicians with 

respect and fear. In contemporary society satire is perceived as an aesthetic form of 

expression, with no longer associated with magical power. However, the role of satire 

remains the same – to express social and political criticism in a playful, entertaining 

manner (Caufield, 2008). 

 Thus, political satire can be defined as a “verbal aggression in which some aspect 

of historical reality is exposed to ridicule.” Satire is “a mode of aesthetic expression that 

relates to historical reality, involves at least implied norms against which a target can be 

exposed as ridiculous, and demands the pre-existence or creation of shared 

comprehension and evaluation between satirist and audience” (Fletcher, 1987, p. ix).  

Characteristics.  Satire has four necessary features – aggression, judgment, play 

and laughter – which distinguish it from other similar forms of aesthetic discourse such as 

“humor, comedy, social criticism, parody, burlesque, farce, and travesty” (Test, 1991). 

Verbal attack and judgment are the most important components of political satire. In 

other words, satire makes a playful, but still aggressive judgment on power (Becker, 

2014), and this is what makes satire a particularly potent form of political communication 

(Baym, 2005). Satire also evokes laughter to diminish or derogate a subject (LaMarre, 

Landreville, Young, & Gilkerson, 2014).  

More recently, a fifth characteristic has been added to the four: assumed 

knowledge of the audience. In other words, the audience is expected to be familiar with 

the topic and target of the attack and judgment to fully play with the satirist and laugh as 

an outcome (Caufield, 2008).  
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In addition to these necessary criteria for political satire, political communication 

scholars have also sought to categorize political satire in terms of the amount of political 

content (e.g., primary political, somewhat political), the level of political message (e.g., 

implicit, explicit) (Hmielowski et al., 2011), and the satirical tone (e.g., Horatian satire 

being more gentle and lighthearted, Juvenalian satire being more harsh and bitter) 

(Holbert et al., 2011).  

Political satire is described as “a full-fledged artistic mode (‘literary’), not merely 

a symptom of ill humor or personal spite” (Bogel, 2001, p. 1). While satire shares the 

central purpose of blending humor and attack (Highet, 1962; Knight, 2004) to ultimately 

persuade viewers, while both educating and entertaining them, the literary is not a single 

entity (Holbert et al., 2011; LaMarre et al., 2014).  

When it comes to how political satire tries to persuade, the artistic mode largely 

breaks into two forms of satire: Horatian and Juvenalian (Holbert et al., 2011). Horatian 

satire is named after Roman poet and satirist Quitus Hoatius Flasccus. This type of satire 

tends to be grounded on everyday activities and present a form of self-satire with 

commentary on power and social norms (Highet, 1962). The Simpsons is one good 

example of horatian satire, since it raises questions of politics through the daily 

experiences of the family (Cantor, 1999; Holbert et al., 2011). In addition, the program 

seeks to please but not offend the viewers, but at the same time point out human 

pretensions and incongruities with a wry smile (Highet, 1962). Therefore, this form of 

satire is often considered light or gentle compared to juvenalian satire (Sanders, 1971). 

On the other hand, juvenalian satire, named after another Roman poet and satirist 

Decimus Junius Juvenalias, has been described as “savage and merciless” (Sanders, 
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1971). In other words, this type of satire also seeks to point out human follies with a wry 

smile, but in a harsh and bitter way, compared to horatian satire. Good examples of this 

type of satire available in the contemporary media environment include Michael Moore’s 

documentary style (Zimmerman, 2004) and Stephen Colbert’s harsh and bitter humor he 

made about former President George W. Bush and his administration at the 2006 White 

House Correspondents Association dinner (Holbert et al., 2011). 

All these examples reveal that satire is not monolithic and rarely a form of 

discourse with clear-cut or easily digestible meanings. It rather can be “work” and tends 

to require a level of sophistication that network television news rarely demands of its 

audiences (Caufield, 2008; Holbert et al., 2011). 

Based on the literature reivew, this study defines political satire as verbal 

aggression with judgment, while using play to provoke laughter. It functions as a way of 

pointing to prejudices, injustices, immoral behavior and bad governance. Among the 

political satire, harsh satire is definded as political satire whose humor is harsh and bitter, 

mainly relying on rhetorical criticism to seek to offend and derogate the subject, while 

asking the audience to challenge the power. On the other hand, gentle satire is defined as 

political satire whose humor is light and gentle, mainly relying on punchline jokes to seek 

to please, but not offend the viewers, while pointing out human follies. 

 History of American political satire.  The United States has a rich history of 

political satire in the forms of catroons, novels, and television shows. During the 

American revolution, political cartoons were used to express contempt toward the 

practices and policies of British soldiers for frustrated colonists. In the 1870s, Thomas 

Nast, a cartoonist at Harper’s Weekly, contributed to the downfall of Boss Tweed, the 
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leader of the corrupt Tammany Hall Democratic party political machine. In the late 19th 

and early 20th centuries, America’s most well-known humorists and satirists, Mark Twain 

and Will Rogers, wrote stories and columns, focusing on the human foibles such as 

hypocrisy and inequties in the United States (Young, 2016). 

 With the advent of television in the 20th century, political satire began to reach a 

wider audience, although the genre was able to expand its reach and cultural significance 

to the degree that it enjoys today only after cable television and the Internet came along 

(Gray et al., 2009; Young, 2016).  

Satire faced resistence early in the television era. Even though social criticism 

was prevalent in the form of satire in the 1950s and early 1960s, the reluctance of 

television executives to ruffle the feathers of advertisers and cultural and political 

establishment with objectionalbe types of programming made its transition to the audio-

visual medium not easy. Instead, it found a popular audience in print culture and on LP 

records. Among the examples are MAD magazine and Playboy of 1950s. MAD routinely 

critized advertisements, films and television shows, while occasionally running social 

criticism. Playboy ran feature stories on socially conscious comedians such as Lenny 

Bruce and Mort Sahl. And through LP records, the social satire of these comedians 

resonated with those who wanted to negotiate their identities in postwar and political 

culture. The few TV programs that managed to incorporate satire into their formats in the 

1960s include NBC’s politically-charged “Rowan & Martin’s Laugh-In” and CBS’s 

musically subversive “The Smothers Brothers Comedy Hour.” In early 1970s, television 

networks started to consider to have socially relevant programming, this time, to target 

upscale audiences, whom advertisers wanted to have. Still, the format they chose for the 
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programs is the traditional sitcom format or late-night TV programs rather than biting 

political satire. Sitcoms of the time, such as “All in the Family,” “Good Times” and 

“Maude” used characters to say funny things in response to socially relevant issues rather 

than poltical bite. Saturday Night Live came to life with properly neutralized political 

satire format in the mid 1970s to appeal to mass audiences. Even news-parody programs 

on cable channels (e.g., Not Necessarily the News on HBO) had little political bite during 

this time (Gray et al., 2009).  

 However, things dramatically changed in the state of television comedy in the late 

1980s, when FOX unveiled The Simpsons, the first kind of politically-biting television 

comedy program, to accompany the George H. W. Bush era, which was perceived as an 

extension of the Reagan years. In the form of animation, The Simpsons has touched on 

social issues and vices in irreverence and implicit political satire through parodies of 

most of the televised genres, such as news, ads, and sitcoms, to the extent that it broke 

television norms and even created an atmosphere in which “social satire must often be 

both on and about television” in a televised country (Gray et al., 2009, p. 24). The 

Simpsons is now perceived to be the most important program in creating “the televisual 

space for the satire TV boom” (Gray et al., 2009, p. 25). Through the 1990s, more cable 

channels emerged to broaden television talk shows by blending entertainment and serious 

political talk to make it attractive to mass audiences. Among them, Comedy Central has 

enjoyed the unique position of establishing the “hybrid entertainment-political talk show” 

with the introduction of “Politically Incorrect” hosted by comedian Bill Maher, which 

featured a panel of actors, celebrities, comedians, and politicians to discuss, both 

seriously and humorously, current events in politics and the media. Later, with “satirical 
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treatments of politics” central to its identity, Comedy Central developed satirical 

programs, such as “The Daily Show,” “South Park,” “That’s My Bush!,” “Chappelle’s 

Show,” “The Colbert Report,” and “Lil’ Bush” (Gray et al., 2009, p. 26).  

 Political satire had exponential growth during the eight years of George W. Bush 

era. This is because his administration provided limited transparency and access while 

expanding presidential power (Day, 2011). More importantly, the 9/11 terrorist attacks 

created an environment where many of government policies went unchallenged by the 

mainstream media until the Iraq war in 2003. Political satirists did not miss this 

opportunity to fill in the critical void with deconstruction of real news stories and the 

government language (Day, 2011). 

 With the proliferation of social media, political satire has expanded its reach and 

impact even further, not only through traditional satirical media contents, but through 

user-generated contents (Day, 2011). For example, in 2012, Jon Stewart attracted the 

attention and fandom of thousands of young people in China through two clips satirizing 

North Korean leader Kim Jong-un. These clips led to an increased satirical humor 

targeting social problems, such as pollution, on social media in China (Young, 2016). In 

another example, images of “Big Bird” from Sesame Street covered social media with 

satirical comments, such as “HELP” and “Will Work for Food” during the 2012 

presidential election season. These user-generated satirical contents were meant to 

criticize the negative stance of Governor Mitt Romney, then presidential candidate, on 

PBS funding. He had stated in the first presidential debate that he was not going to keep 

on funding for public broadcasting, and Big Bird eventually became a symbol of the 

debate (Young, Holbert, & Jamieson, 2014). 
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Contemporary political TV satire. Starting with Fox’s signature animation, The 

Simpsons, in 1989, political TV satire has emerged in full bloom. After cable channel 

Comedy Central’s signature late-night talk show, Politically Incorrect, moved to ABC in 

late 1990s, an adult animated sitcom, South Park, took over the title of Comedy Central’s 

signature program. Unlike The Simpsons, South Park garnered its unprecedented 

popularity with its crude language and dark humor that satirized a variety of topics. 

Around the same time, another highly influential satirical show started at Comedy 

Central. It was The Daily Show, a news satire television program. Once Jon Stewart took 

over as the host of the show in 1999, the program started to gain popularity especially 

among young viewers (Gray et al., 2009). It was later rated as one of the top trusted 

sources of news about politics and government among millennials (Mitchell et al., 2015). 

Time magazine even named him the most trusted newscaster after Walter Cronkite in the 

United States based on its online poll in 2009 (Jones & Baym, 2010). Along with its spin-

off program, The Colbert Report, which ran from 2005 to 2014 and was considered a 

trusted news source among young males (Gottfried & Anderson, 2014), The Daily Show 

has been even considered to represent a new kind of journalism, garnering prestigious 

journalism awards, such as Peabody Awards (Baym, 2005; Borden & Tew, 2007). In the 

form of mock news, The Daily Show provides playful, but aggressive criticism and 

commentary on politics, media and society, while trying to make sense of the news 

(Basu, 2018; Jones & Baym, 2010).  

What is noticeable is, during an election season, these late-night talk shows draw 

great attention not only from the public, but also from political candidates and journalists 

alike, with their satirical comments on the campaigns and candidates in an entertaining 
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manner (Baumgartner & Morris, 2006; Brewer & Marquardt, 2007; Young & Tisinger, 

2006). Each political debate and speech becomes the subject of these shows (Becker, 

2014). Among the representative examples are The Daily Show’s coverage of the 2000 

presidential election campaign under the title of “Indecision 2000” and of the war in Iraq 

as “Mess-O-Potamia” (Brewer & Marquardt, 2007). With more and more people tuning 

in to late-night talk shows for election news, these programs have even become ‘must-be’ 

venues for presidential hopefuls and political candidates to reach the public whom are 

otherwise unreachable (Baumgartner & Morris, 2006). Even journalists increasingly 

found quotes and themes from these satire programs to support their own positions, 

making satirists legitimate players in serious political discourse, which can be perceived 

as an disruption of the traditional journalistic model (Brewer, Young, & Morreale, 2013; 

Day, 2011; Jacobs & Wild, 2013).  

Research has shown that political satire, more specifically late-night talk shows, 

has emerged as a main source of political news and information in the past decade or so 

(Cao & Brewer, 2008; Gottfried & Anderson, 2014; Mitchell et al., 2015). The Daily 

Show with Jon Stewart was considered an “alternative journalism,” since it used “satire to 

interrogate power, parody to critique contemporary news, and dialogue to enact a model 

of deliberative democracy” (Baym, 2005, p. 261). The Colbert Report’s Super PAC 

segment is often cited as an example of political satire serving as a civics lesson, even 

greater than news media (Hardy et al., 2014). Recent years have seen a surge in the 

number of late-night talk shows, especially in the wake of the retirements of the so-called 

“three late-night pillars” – Jon Stewart, David Letterman, and Jay Leno – that completed 

in 2015 (Steinberg, 2018). More importantly, with the emergence of Donald Trump as a 
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GOP presidential nominee and his election as the 45th president of the United States 

during the 2016 presidential election, late-night talk shows have become increasingly 

more politically pointed, even putting on unusual live shows for political events, such as 

the 2016 presidential election, the 2018 State of the Union address, and most recently, the 

2018 midterm elections, for their viewers who apparently turn to them for political news 

and information (Keveney, 2018; Russonello, 2018). With the pointed commentary on 

what is ridiculous and absurd in the presence of President Trump, whose public remarks 

“have been marked by untruths and misleading claims,” late-night talk shows are now 

even viewed as “the antidote to Trumpism” (Grynbaum, 2019; Maza, 2017). In the 

Trump era, political satirists appear to be doing a better job at covering the Trump 

administration than traditional journalists who cherish journalistic norms and principles 

to take everything seriously and try to show all sides of the story (Maza, 2017). Some 

media scholars even call late-night talk shows the fourth estate (Kilby, 2018) or the fifth 

estate (Basu, 2018) to highlight these programs’ potential democratic impact. 

Accordingly, it is timely and important to examine the democratic effects of late-night 

talk shows, the most popular program of political satire, in the contemporary media and 

political environment. 

The currently aired late-night talk show programs include The Tonight Show 

Starring Jimmy Fallon (NBC), Late Show with Stephen Colbert (CBS), Jimmy Kimmel 

Live (ABC), Late Night with Seth Meyers (NBC), Late Late Show with James Corden 

(CBS), Last Call with Carson Daly (NBC), The Daily Show with Trevor Noah (Comedy 

Central), Conan (TBS), Saturday Night Live (NBC), Last Week Tonight with John Oliver 

(HBO), and Full Frontal with Samantha Bee (TBS). We know very little about the effects 
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of exposure to these late-night talk shows currently on the air. Existing research heavily 

relied on The Daily Show with Jon Stewart in a rare combination with Late Show with 

David Letterman, The Tonight Show with Jay Leno, or The Colbert Report. Most of these 

satirists are off the air now. Therefore, this study operationalizes political satire viewing 

as watching late-night talk shows. Specifically, it measures the use of those 11 specific 

late-night talk shows to make a reasonably complete estimate of what programs people 

were watching and provide a more holistic and complete understanding of the 

participatory effects of political satire. 

Democratic outcomes of late-night talk shows.  Research on political satire has 

surged in recent decades (Cao & Brewer, 2008; Young, 2016). Scholars in the fields of 

media studies and political communication have tested the relationships between the 

consumption of late-night talk shows, mostly The Daily Show, and political outcome 

variables, such as knowledge, persuasion, perceptions of candidates, efficacy, and 

participation, to assess whether it is helping or hurting democracy. And the results are 

mixed, indicating late-night talk shows are not associated with those various forms of 

citizenship for all sectors of the citizenry at all times (Holbert, 2013; Moy et al., 2005). 

Qualitative and cultural studies suggest that political satire is a form of political 

discourse that can educate, mobilize and engage people in the political process, which 

ultimately fosters democratic good. This research tradition even presents late-night talk 

shows, mostly The Daily Show, as a new type of journalism. This is because political 

satire informs the public of important social and political issues in an entertaining 

manner, while interrogating and challenging power, criticizing current news, and 

engaging audiences in the process (Baym, 2005; Jones & Baym, 2010). Using humor, the 
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satirists often perform as public affairs journalists, by trying to better engage audiences 

with the news, make sense of the news, and ultimately increase audience participation in 

the political process (Basu, 2018; Faina, 2013). Content analyses of the late-night talk 

shows confirm many of these arguments. Brewer and Marquardt (2007) content-analyzed 

52 episodes of The Daily Show and found that the program provided a substantial amount 

of political coverage, addressing political topics, world affairs, and the news media. 

These findings suggest that The Daily Show has the potential to educate its audiences 

about politics and world affairs, serving as a gateway to the consumption of traditional 

news and, at the same time, encourage them to critically evaluate the news media. 

Political satire is also expected to increase audience interest in politics through jokes 

about political candidates’ personalities (Niven, Lichter, & Amundson, 2003). Through 

content analyses of the jokes that Jay Leno and David Letterman made during the 2000 

presidential election, Young (2004) found that the late-night talk shows tended to focus 

on candidates’ personalities. More recently, employing content and discourse analyses, 

Kilby (2018) found that Last Week Tonight with John Oliver and Full Frontal with 

Samantha Bee use frames associated with advocacy journalism, such as solution and 

motivational building, to facilitate sense of participation in civic and political life. 

Effects-based studies, on the other hand, present rather inconclusive findings 

(Holbert, 2013; Young et al., 2014). This quantitative research has tested for various 

democratic effects of political satire, employing experimental and survey methodologies. 

First, this line of research has examined the persuasive effect of political satire on 

audience opinion, relying mostly on experiments. It often tests if political satire fosters 

attitude change, examining the audience evaluations of political figures or policies within 
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the context of elections. The results are quite mixed, suggesting that elements of satire 

and individual factors should be part of the inquiry (Baumgartner & Morris, 2006; Moy, 

Xenos, & Hess, 2006). In an experimental study, Baumgartner and Morris (2006) tested 

the effects of The Daily Show on the candidate evauations of young Americans and found 

that those who were exposed to a clip of The Daily Show critical of George W. Bush and 

John Kerry evaluated both candidates more negatively compared to those who were 

exposed to a clip of traditional TV news coverage of the candidates’ shortcomings. In a 

survey study, Moy, Xenos, and Hess (2005) tested the effect of late-night talk shows on 

character evaluations of political candidates using the National Annenberg Election 

Survey data collected from the 2000 presidential election campaign. Using George 

Bush’s appearance on The Late Show with David Letterman, they found that appearances 

mattered, such that viewers of Bush’s appearance with David Letterman showed higher 

favorability of the presidential candidate. More specifically, they found a strong 

interaction between late-night talk show viewing and perceptions that Bush really cared 

about citizens. On the Letterman show, Bush portrayed himself as a caring individual, 

talking about the death penalty, terrorism, and the environment, and viewers seemed to 

base their evaluations of him on the basis of perceived caring. On the other hand, Vice 

President Al Gore’s appearance on The Tonight Show with Jay Leno did not produce any 

priming effects. Late-night talk show viewers held significantly higher assessments of 

Gore than nonviewers throughout the survey period, suggesting that priming effects of 

late-night talk shows are stronger for lesser-known candidates than well-known 

candidates. In a more recent experimental study, Holbert, Hmielowski, Jain, Lather, and 

Morey (2011) examined how satirical message type (i.e., Juvenalian satire, Horatian 
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satire, traditional opinion-editorial) and recipient ability (i.e. high political knowledge, 

low political knowledge) mattered in the study of political persuasion. Based on the 

elaboration likelihood model, they found interaction between the message types and 

recipient ability in relation to oucome variables, such as perceived humor, counterarguing 

and attitudes about Hillary Clinton’s universal health care plan. Findings suggest that 

political satire should not be treated as monolithic: Recipient levels of knowledge 

interacted with the message types, such that the horatian (gentle, lighthearted) satire was 

likely to be most effective in the low-ability condition and least effective in the high-

ability condition. In other words, they found higher degrees of perceived humor and 

lower degrees of counterarguing associated with horatian satire among the low-ability 

participants. On the other hand, the juvenalian (harsh, bitter) satire was likely to be most 

effective in the high-ability condition. The high-ability participants showed significantly 

lower levels of counterarguing than the high-ability participants who were exposed to the 

horatian or traditional conditions. More recently, employing an online experiment and a 

structural equation model analysis, Boukes and colleagues (2015) found the indirect 

effects of two different forms of political satire (i.e., gentle and harsh) on political 

attitudes through absorption and decreased counterarguing. For political satire in general, 

those who were absorbed in satire were more likely to have negative views of the satirical 

target consistent with the intentions of the satirist. However, the two different forms of 

satire appeared to work differently in terms of counterarguing. More specifically, gentle 

or horatian satire (i.e., addressing the topic with a gentle nature of attack) was likely to be 

less effective in persuasion than harsh or juvenalian satire (i.e., addressing the topic in a 

harsh satirical way), since the lighter form of satire requires less cognitive effort and 
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evokes more humoristic pleasure. More recently, in an experimental study, Greenwood 

and colleagues (2016) examined the persuasive effects of John Oliver’s show in a 

simulated Facebook environment to demonstrate that exposure to political satire in the 

social media environment can influence attitudes. By manipulating issue salience 

(Ferguson video or payday loan video) and the presence of Facebook comments 

accompanying the video that challenged Oliver’s arguements, the researchers found a 

message-consistent persuasive effect of the show for both high and low salience issues. 

They also found that message-incongruent comments reduced the persuasive effects of 

the show when the video dealt with a low-salience issue for the viewer. 

This line of research has also tested for the learning effect of exposure to political 

satire (Feldman, 2013; Hardy et al., 2014; Y. M. Kim & Vishak, 2008; Benjamin R. 

Warner, Hawthorne, & Hawthorne, 2015). Based on the by-product learning hypothesis 

(Baum, 2002) and gateway hypothesis (Baum, 2003b), Baum argues that entertainment or 

comedy associated with soft news reduces the cognitive costs associated with learning 

about politics in the first place. And that low-cost incidental learning leads those viewers 

to consume more traditional news media about those issues. This way, political 

entertainment programs can serve as the viewers’ gateway to becoming more 

knowledgeable about politics, which may in turn facilitate political participation. 

Research suggests that political satire viewing may lead to greater attention to news. In 

an analysis of time trends using data collected via the National Annenberg Election 

Survey during the 2004 presidential primary season, Feldman and Young (2008) 

examined if exposure to late-night talk shows was associated with attention to the 

presidential campaign and found that viewers of late-night talk shows such as The 
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Tonight Show with Jay Leno, The Late Show with David Letterman, and The Daily Show 

with Jon Stewart paid more attention to the campaign in national network and cable news 

than nonviewers.  

The effects of political satire on political knowledge, however, are rather 

complicated. In general, the effects of political satire consumption on political knowledge 

is minimal (Holbert, 2013). To put it another way, political satire may have conditional 

effects on knowledge through individual factors, such as age and political interest. This is 

because political satire can take on various forms under the discretion of the satirist in 

terms of the amount of political content (e.g., primary political or somewhat political), 

the level of political message (e.g., implicit or explicit), and the tone of criticism (e.g., 

gentle or bitter) (Hmielowski et al., 2011; Holbert et al., 2011). In an experiment study, 

Xenos and Becker (2009) examined causal relationships between exposure to The Daily 

Show and political learning processes and found general support for the gateway 

hypothesis. Using political interest as a moderator, they found that those who were less 

politically interested and watched The Daily Show were more likely to pay attention to 

news media contents, which in turn increased their political knowledge. Based on two 

national telephone survey data from the Pew Research Center for the People and the 

Press, Cao (2008) found no significant association between late-night talk show viewing 

(Saturday Night Live, Politically Incorrect, The Daily Show, Late Show with David 

Letterman, The Tonight Show with Jay Leno) and political knowledge, but the 

relationship was moderated by age and education. In other words, political satire viewing 

can be positively related to political knowledge among less educated people, which is 

consistent with Baum’s (2002) argument for the effect of soft news. Hardy, Gottfried, 
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Winneg, and Jamieson (2014) tested if The Colbert Report can serve as a civics lesson or 

not. In a survey study using data collected during and after the 2012 presidential election, 

Hardy and colleagues examined the effects of exposure to The Colbert Report’s Super 

PAC clips on perceived and actual knowledge of super PACs and perceptions of viewers 

about the role of money in politics. Findings suggest that watching the show increased 

both perceived and actual knowledge of Super PACs more than the news media did. 

Viewing The Colbert Report was also found to indirectly influence viewers’ perception 

of money in politics. More importantly, this study highlights that learning effects come 

from viewing the show in general, regardless of levels of political knowledge of the 

viewers. In an experimental study, Kim and Vishak (2008) investigated if political satire 

(i.e., The Daily Show) and news media (i.e., television evening news programs) produce 

different patterns of political information acquisition and information processing in 

making political judgments on the topic of the U.S. Supreme Court Justice and Chief 

Justice nomination processes. Findings suggest that The Daily Show was likely to be 

more effective in learning factual political information than non-political contents, but it 

was likely to be less effective compared to the traditional news, which influenced 

political judgment by offering factural knowledge to the respondents. This is because 

those who viewed The Daily Show appeared to rely on online tally-based political 

information processing or overall affective impression, which is weakly correlated with 

recall. On the other hand, those who viewed evening news programs appeared to depend 

on the memory-based information processing model, which is strongly correlated with 

recall. These findings highlight the political knowledge gap between entertainment users 

and news users (Prior, 2007). Most recently, Becker and Bode (2018) examined the 
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democratic effects of Last Week Tonight with John Oliver, seen “as a class of new 

political satire programs” along with Full Frontal with Samantha Bee, on knowledge gain 

and learning in the case of the net neutrality issue. Using data from an experiment 

conducted in January 2016, the researchers tested how similarly or differently the net 

neutrality coverage from Last Week Tonight vs. ABC News influenced knowledge gains, 

issue importance, and perceived issue difficulty, and found that exposure to the late-night 

talk show increased knowledge concerning the issue as much as exposure to the hard 

news program did, but made no significant difference in levels of perceived difficulty of 

the issue compared to the hard news and control groups. In terms of perception of issue 

importance, hard news viewers were more likely to find the issue with greater importance 

relative to the TV satire viewers. What is noticeable here in this line of research, 

however, is that even though this line of research does not quite agree upon the positive 

effects of late-night talk show viewing on political knowledge, it has kind of agreed on 

the notion that the TV satire serves as a gateway to the traditional news.  

Lastly, effects-based research has examined the relationship between exposure to 

late-night talk shows and political participation, one of the most important elements of 

democratic life. Evidence suggests that the consumption of late-night talk shows instead 

has an indirect effect on political participation through political discussion and efficacy 

(Cao & Brewer, 2008; Hoffman & Thomson, 2009; Hoffman & Young, 2011; Lee & 

Kwak, 2014; Moy et al., 2005). Using survey data from the Pew Research Center for the 

People and the Press, Cao and Brewer (2008) examined if and how TV satire programs 

were associated with some forms of political participation. Findings suggest that late-

night talk shows are not monolitic. The researchers grouped The Daily Show and 
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Saturday Night Live as “political comedy shows,” and Late Show with David Letterman 

and The Tonight Show with Jay Leno as “late-night talk shows” to examine their 

participatory effects and found that “political comedy shows” were likely to be positively 

associated with attending a campaign event and joining an organization, while “late-night 

talk shows” were not at all. These findings suggest that viewers of harsh satire programs 

like The Daily Show are more likely to participate in politics. Using national survey data, 

Moy et al. (2005a) examined the effects of late-night talk shows on various forms of 

citizenship, such as voting intent, campaign participation, and political discussion, and 

found that these programs had a significantly positive relationship with interpersonal 

political discussion. Levels of interpersonal political discussion were greater among those 

who were politically sophisticated than those who were politically unsophisticated. Also, 

these late-night programs were likely to be positively associated with campaign 

participation. Voting intent was likely to be greater among politically sophisticated 

respondents than politically unsophisticated. Unlike the previous studies that examined 

the direct effects of political TV satire on political participation, Hoffman and Thomson 

(2009) demonstrated that the effect of political TV satire on political participation is 

rather indirect. In a survey study with public high school students, they found that 

viewers of The Tonight Show or The Daily Show with Jon Stewart were more likely to 

increase political efficacy, which mediated the relationshp between political satire 

viewing and civic participation. In a survey study with university students, Hoffman and 

Young (2011) categorized The Daily Show and The Colbert Report as “satire or parody” 

and The Late Show and The Tonight Show as “late-night comedy,” and examined effects 

of viewing those two categories of programming on political participation using political 
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efficacy as a mediator. Results suggest that consumption of The Daily Show and The 

Colbert Report was more likely to increase political efficacy, which in turn facilitates 

political engagement just like traditional TV news use, while consumption of The Late 

Show and The Tonight Show was not associated with political efficacy and participation 

at all. More recently, Lee and Kwak (2014) used an online experiment to explore the 

mediating role of emotion in the participatory effects of political satire. Building on an O-

S-O-R (Orientation-Stimulus-Orientation-Response) framework, this study found that 

The Daily Show with Jon Stewart increased levels of political participation by triggering 

negative emotions toward the government bailout of big corporations. Further, this 

indirect mobilizing effect was stronger among more educated participants. Lee (2012) 

even added nuance to the study on the participatory effects of political satire using 

various features of political discussion (i.e., discussion frequency, online interaction, 

network size, heterogeneous discussion) as mediators. Building on the communication 

mediation model, this study employed experimental and survey methodologies to find 

general support for the mediating role of interpersonal political discussion in the effects 

of political TV satire on political participation. In the experimental study, viewers of The 

Daily Show with Jon Stewart expressed a greater intent to engage in frequent political 

discussion and online interaction, such as reading, posting, discussing, or forwarding 

comments or messages concerning the government bailout of big companies via web-

based technologies, such as e-mail, instant messaging services, audio or video, which 

was, in turn, positively associated with levels of intent to participate in politics. In the 

survey study, the consumption of The Daily Show with Jon Stewart and The Colbert 

Report was significntly associated with discussion frequency, which positively predicted 
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political participation. What is interesting to note here is that while both the experimental 

and survey studies could not find any support for the mediating role of heterogeneous 

discussion between the late-night talk show viewing and political participation, the 

survey study suggested a significant mediating role of heterogenous discussion between 

hard news use and political participation, and the relationship between non-likeminded 

discussion and political participation was contingent upon the level of education, such 

that highly educated respondents were more likely to participate in politics, while less 

educated respondents were less likely to participate in politics. Importantly, the 

experimental portion of the study separately examined the effects of frequently used 

mediating variables, such as internal efficacy, cynicism, political interest, and willingness 

to learn (as a proxy for political knowledge), in addition to the originally proposed 

mediators and found no mediating effects of those cognitive and attitudinal variables at 

all. However, the mediating effects of discussion frequency and online interaction were 

still valid. 

Content, delivery and audience differences. Research suggests that not all 

satirical television programs are created equal (Holbert, 2005), and late-night talk shows 

also differ in both content and effects (Cao & Brewer, 2008; Hoffman & Young, 2011; 

Holbert et al., 2011). Specifically, The Tonight Show with Jay Leno and Late Show with 

David Letterman were different from The Daily Show in terms of political content, 

message level, and satirical tone, resulting in different political outcomes (Cao & Brewer, 

2008; Hoffman & Young, 2011).  

The most systematically studied late-night talk show program is The Daily Show 

with Jon Stewart. Through a textual analysis of The Daily Show coverage of the 2004 
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presidential campaign, Baym (2005) found that The Daily Show uses satire to challenge 

and interrogate the power, criticize current news, and facilitate a model of deliberative 

democracy. Based on these findings, Baym (2005) argued that the program is 

information-rich comparable to network television news and should even further be 

understood as an “experiment in journalism” or “alternative journalism,” since it uses 

techniques derived from genres of news, comedy and television talk to “revive a 

journalism of critical inquiry and advance a model of deliberative democracy” (p. 259). 

Quite a few content-analysis studies demonstrated that the program provided a substantial 

amount of political information to educate its viewers about politics, public policy, and 

world affairs (Brewer & Marquardt, 2007; Fox, Koloen, & Sahin, 2007). In content-wise, 

along with The Colbert Report, The Daily Show served as “a primer in rhetorical 

criticism,” in which the satirist deconstructed the day’s news, asking the audience to 

challenge the power, the media, and the current discursive environment, while offering 

them the tools to critically evaluate, analyze, and interpret media messages (J. P. Jones & 

Baym, 2010). On the other hand, other late-night talk show programs, such as the Late 

Show with David Letterman and The Tonight Show with Jay Leno, tended to rely on 

punchline jokes, simple caricatures of political candidates, and repetitive themes 

(Hoffman & Young, 2011; Young & Tisinger, 2006). Through a content-analysis of Jay 

Leno’s and David Letterman’s jokes during the 2000 general campaign, Young (2004) 

found that these programs were more likely to focus on personal traits of political 

candidates rather than public policy. Therefore, while The Daily Show was considered an 

entertainment program that functions mostly as a political program, the other two, the 
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Late Show and The Tonight Show, were rather considered entertainment programs that 

include political elements (Young & Tisinger, 2006).  

Viewers of The Daily Show were different from those of the other late-night talk 

shows as well. In a survey study, Young and Tisinger (2006) examined the audience 

characteristics of three late-night talk shows (i.e., The Daily Show, Late Show with David 

Letterman, The Tonight Show with Jay Leno) and found that viewers of The Daily Show 

were more likely to be male, younger, liberal with greater political interest and 

knowledge and tune in to cable news, whereas viewers of Late Show with David 

Letterman and The Tonight Show with Jay Leno were more likely to be younger and tune 

in to local news, but were not significantly associated with political sophistication, 

interest or ideological leaning.  

Those differences in program content and audience characteristic seem to explain 

why political effects of late-night talk shows are mixed. Cao and Brewer (2008) found 

that The Daily Show with Jon Stewart was more likely to facilitate political participation, 

while Late Show with David Letterman and The Tonight Show with Jay Leno were not. 

Hoffman and Young (2011) demonstrated that The Daily Show and The Colbert Report 

were more likely to increase political efficacy, thereby encouraging political 

participation, whereas The Late Show and The Tonight Show were not associated with 

those political outcomes at all. Research suggests that audience characteristics and satire 

type can even influence the effects of late-night talk show viewing. In a survey study, 

Young (2004) examined the effects of Late Show with David Letterman and The Tonight 

Show with Jay Leno on viewers’ perceptions of the political candidates and found that the 

effects of the jokes on candidate trait ratings were moderated by political knowledge and 
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partisanship. In an experimental study, Holbert and colleagues (2011) manipulated the 

type of satire (i.e., horatian, juvenalian) and level of knowledge and found that horatian 

satire (lighthearted and gentle) was least effective or persuasive with those with high 

knowledge, but most effective with those with low knowledge. On the other hand, 

juvenalian satire (harsh and bitter) was most persuasive with those politically 

knowledgeable. 

These findings suggest that it is important to know who is tuning in to view which 

late-night talk shows in the study of political satire to better explain its democratic 

effects. Existing research, however, has generally failed to systematically examine the 

link between audience characteristics, late-night talk show viewing and political 

outcomes. 

Social Media and Political Participation 

With the proliferation of social networking sites, social media have emerged as a 

main source of political news and information. For example, Facebook is the most 

common source of news about politics and government among millennials (Mitchell et 

al., 2015; Shearer & Gottfried, 2017). Accordingly, social media have received great 

scholarly attention for their role in media consumption and its influence on democratic 

citizenship, and research has shown that social media use for news and information 

mobilizes citizens (Boulianne, 2015). In a meta-analysis of 36 studies testing the 

relationship between social media use and participation in civic and political life, 

Boulianne (2015) found that more than 80 percent of the studies showed a positive link 

between the two.  
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These participatory effects of social media derive from a series of related 

attributes of the new media. First, it is often said that the interactive feature of the 

Internet-enabled social media, beyond temporal and geographical boundaries, plays an 

integral role in political outcomes (Mitchelstein & Boczkowski, 2010). This is mainly 

because the interactive feature of social media allows users to express and exchange their 

political opinions through user-friendly communication tools for commenting, sharing, 

and posting (Gil de Zúñiga et al., 2012; Hong, 2016; Mitchell et al., 2013; Park, 2015). In 

a survey study, Gil de Zuniga, Jung, and Valenzuela (2012) examined the effects of news 

consumption on social networking sites on civic and political participation. Results show 

that social media use for news and information had a significant and positive effect on 

people’s social capital and civic and political behaviors, both online and offline, which 

involve writing to a politician, attending a political rally, making a campaign 

contribution, subscribing to a political listserv, and signing up to volunteer for a 

campaign. In a survey study, Hong (2016) examined the effects of social media, such as 

Facebook, Plurk, and YouTube, on political efficacy within the context of the 2012 

Taiwanese presidential election. Results suggest that the more the respondents watched 

political videos, the more they shared the videos on social media, which led to higher 

discussion of the issue and hence greater understanding of politics. In a survey study, 

Park (2015) examined the relationships between different types of social media use (i.e., 

information seeking, social interaction, and recreation) and distinct types of participation 

(i.e., online expressive, offline expressive, and offline collective participation) and found 

that informational motives are positively related to online and offline expressive 

participation, such as posting political opinions on social media, forwarding political 
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messages to others through social media, and discussing the election on social media. In a 

telephone study conducted in Hong Kong, Chan (2016) focused on various interactive 

aspects of Facebook to test its effects on political behaviors. The author examined the 

effects of Facebook network size, connections with public political actors, use for news, 

and political expression on political protest and participation. Results show that Facebook 

network size had direct effect on political protest, while Facebook connections had direct 

effect on political participation. Both network size and connections with public political 

actors also had significant indirect effects on protest and participation through Facebook 

news use, expression and political efficacy.  

Further, this interactivity-driven sharing culture in the social media environment 

can facilitate incidental learning, thereby increasing engaged citizenry (Boulianne, 2015). 

Social media provide users a space where they can gather news and information not only 

from traditional news media, but also from family and friends to share in their social 

networks (Dimitrova, Shehata, Strömbäck, & Nord, 2014; Gil de Zúñiga, Copeland, & 

Bimber, 2014; Park, 2015). This social sharing increases inadvertent exposure not only to 

political information, but to political difference to facilitate political discourse, which in 

turn increases political participation (Kim, 2011; Kim et al., 2013). Pew Research Center 

reports also support this incidental learning hypothesis: Half of Facebook users get their 

news from that social media platform alone, and most of the Facebook news users 

encounter news incidentally as by-product of their social activities (e.g., liking, 

commenting, sharing, laughing) and through their social network ties (DeSilver, 2014; 

Grieco, 2017). In other words, even if people use social media for entertainment purpose, 

they may stumble upon news inadvertently, while surfing the feed. And this inadvertent 
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encounter with news and information would increase traditional news consumption and 

political discourse, thereby facilitating political outcomes (Baum, 2003b; Chan, 2016; 

Kim, 2011; Kim et al., 2013; Tang & Lee, 2013). In an online survey, Kim, Chen, and 

Gil de Zuniga (2013) tested if and how incidental news exposure on the Internet (e.g., 

through search engines, SNSs, and advertisements) and relative entertainment use (i.e., 

preference for entertainment over news) influence online and offline political 

participation. The results show a significant positive relationship between incidental news 

exposure and online and offline participation, but a negative relationship between relative 

entertainment use and participation, online and offline. Further, the effect of incidental 

news exposure on online participation was stronger for those who consumed less 

entertainment online. Inadvertent exposure to news and information on social media can 

also facilitate political discourse among people with different points of view to facilitate 

political participation. In a survey study, Kim (2011) examined the relationship between 

social media use and exposure to political difference and found that online political 

messaging had the potential to expand one’s political view and facilitate political 

discourse across partisanship through increased inadvertent cross-cutting exposure. In an 

experimental study, Messing and Westwood (2014) examined if and how social media 

influence partisan selective exposure and found that presence of social endorsment (i.e., 

number of recommenders) was a stornger predictor of news selection than news source 

cues. Further, the presence of social endorsements reduced partisan selective exposure, 

altering the way partisans select news contents. Indeed, partisans exposed to social 

endorsements were most likely to select news stories from ideologically asynchronous 

sources. Tang and Lee (2013) demonstrated that this heterogeneous network online has 
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the potential to facilitate political participation. The authors examined the relationship 

between social media use and political participation among young people, focusing on 

diverse aspects of Facebook, such as the effects of time spent on Facebook, shared 

political information exposure, network size, network structural heterogeneity, and direct 

connection with public political actors. Results show that those with high on the network 

structural heterogeneity, connection with public political actors, and exposure to shared 

political information were more likely to participate in political activities. 

Lastly, this content sharing in the form of personal endorsement on social media 

(Young et al., 2014) increases the level of trust in and engagement with shared content 

and hence facilitates political engagment (Bode, 2012; Bond et al., 2012). In other words, 

news and information encountered on social media platforms can be more persuasive and 

influential than news and information from the traditional media platforms, such as 

newspapers and television, since it comes from family and friends, whom they trust 

(Bode, 2012; Hong, 2016; Rosenstiel et al., 2017). In an experimental study, Rosenstiel 

and colleagues (2017) examined the elements of trust in news on social media by 

manipulating the source of information and found that the sharer’s credibility was more 

important in choosing what to read compared to the credibility of media source. In other 

words, in the social media environment, it does not matter whether the information comes 

from a reliable or reputable media source or a fictional one. As long as the post is made 

by those whom social media users trust, the users are more likely to read, believe, share, 

and recommend the post. In a survey study with undergraduate students, Bode (2012) 

examined the effects of Facebook on political participation and found that those who 

were intensely engaging with his or her Facebook community were more likely to 
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participate in various types of politcal behaviors, such as voting, online and offline 

participation. These findings suggest that personal trust in the socia media environment 

may increase the level of intimacy users feel and the level of engagement in which they 

participate in the Facebook community, which ultimately facilitates political 

participation. In other words, compared to media contents with more balanced 

perspectives, these tailored social messages through two-step or even N-step flow in a 

multitude context on social media can be more effective in persuading, thereby 

influencing political attitudes and behaviors (Bond et al., 2012; Cacciatore, Scheufele, & 

Iyengar, 2016; Hong, 2016; McQuail, 1987). In an experimental study employing 61 

million Facebook users in a real-world setting, Bond and colleagues (2012) examined the 

social influence effects of social media networks during the U.S. congressional elections 

in 2010. Users were randomly assigned to a ‘social message’ condition, an ‘informational 

message’ condition, or a control condition. Those in the social message group were 

shown a statement at the top of their ‘News Feed,’ which encouraged the users to vote, 

offered a link to find local polling places, showed a clickable button saying ‘I Voted,’ 

presented a counter showing the number of Facebook users who had previously reported 

voting, and showed up to six randomly selected ‘profile pictures’ of the users’ Facebook 

friends who had already clicked the ‘I Voted’ button. Those in the informational message 

group were shown the message, poll information, counter and button, but no pictures of 

friends. The control group did not receive any message at the top of their News Feed. The 

results show that the political mobilization messages directly influenced political self-

expression (clicking the ‘I Voted’ button), information seeking (clicking the polling-place 

link) and real-world voting behavior (matched to publicly availabe voter records) of the 
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users. More importantly, the messages not only influenced the users who received the 

messages, but also the users’ friends, and friends of their friends. Further, the effect of 

social transmission on real-world voting was stronger than the direct effect of the 

mobilization messages.  

The active audience involvement in media content distribution via political 

expression on social media and the strong effects of the shared, personalized contents 

require media scholars to turn their attention to the concept of curation and its nature and 

process in relation to media consumption in the highly networked media landscape. 

Curation is hardly a new concept in the fields of journalism and mass communication. In 

the practice of gatekeeping, journalists select the information to publish under the 

influence at various levels, such as the individual (e.g., demographic profiles, role 

conceptions), the institutional routine (e.g., information verification, deadlines), the 

organizational (e.g., ownership structure), the social institutional (e.g., sources, 

government, advertisers), and the social system levels (e.g., cultural values) (Shoemaker 

& Vos, 2009). Basically, journalistic gatekeeping is about journalists curating news by 

selecting from an unlimited amount of information and deciding how to frame, 

emphasize, place and promote the information under those influences (Thorson & Wells, 

2015). With the rise of the Internet and social media, however, construction and 

dissemination of news and information is no longer solely in the hands of journalists, 

news organizations, and opinion leaders (Park & Kaye, 2018; Vos & Heinderyckx, 2015), 

and that is what challenges the study of media effects (Thorson & Wells, 2015). The 

proliferating channels and platforms through which audiences experience media contents 

(Thorson & Wells, 2015; Vos & Heinderyckx, 2015) and the unprecedented audience 
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autonomy in choosing what to consume in the high-choice media environment (Prior, 

2007) have democratized the curatorial process, opening up a near-limitless number of 

information flows, which may present the same media contents differently, leading to 

different media experiences and hence different media effects. As social media offer new, 

easy ways for people to access, select, assemble, reframe and distribute media contents, 

the curatorial process is now grounded on the opinions not only of the experts or 

professionals, but also of laymen or ordinary citizens, including family and friends 

(Edmundson, 2015; Hope & Turner, 2015; Park & Kaye, 2018). Further, research 

suggests that social media users are more likely to trust news and information curated by 

their family and friends than by news media (Rosenstiel et al., 2017). Therefore, it is 

important to examine the role of curation in media consumption in today’s highly 

networked media environment and its implications for democratic citizenship. Little 

research has taken an approach to capture the unique nature of curated viewing in relation 

to democratic outcomes in the study of political satire. 

Curation.  Curation can be defined as “the ability to distill the most relevant 

information on a specific topic for a specific audience” (Valenza, Boyer, & Curtis, 2014, 

p. 51) and “the ability to find, to filter, to evaluate, to annotate, to choose which sources 

are valuable” (Valenza et al., 2014, p. 56). Curation is also defined as behaviors of 

“aggregating, sharing, ranking, tagging, reposting, juxtaposing, and critiquing contents on 

a variety of platforms – from personal blogs to open video-sharing sites to social network 

profile pages” (Clark & Aufderheide, 2009, p. 6). What these definitions basically say is 

that curation is a practice where individuals add their qualitative evaluations to what they 
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gather and organize (Rosenbaum, 2011), and that is what makes curation different from 

mere distribution (Edmundson, 2015; Hope & Turner, 2015; Krysa, 2006).  

Originated from the Latin root of curate, ‘curare or to care,’ meaning being 

responsible for the care of souls (Hope & Turner, 2015), curation has transformed in the 

focus, nature, and process over the past decades (Hope & Turner, 2015; Krysa, 2006; 

Villi, 2012). In the contemporary world, curation has been concerned with more secular 

manifestations of the practice ranging from the curation of artworks in galleries and 

museums (Edmundson, 2015), to curation of contents in the library (Valenza et al., 2014), 

to curation of big data in computer science (Goble et al., 2010). More importantly, with 

the rise of the Internet and social media, the site for curation has been expanded to 

include cyberspace, and the focus of curation has been expanded as well to include 

processes and dynamic networked systems in addition to mere objects (Krysa, 2006). 

Further, the abundance of contents and the highly interactive digital media environment 

have allowed multiple actors to work in the curatorial process, and curation is no longer 

solely in the hands of professionals with knowledge and expertise (Hope & Turner, 2015; 

Thorson & Wells, 2015). Instead, the curatorial process involves the inputs of dynamic 

networked systems and their members, which ultimately influences the selection (Krysa, 

2006; Popova, 2011). Simply put, we live in the “age of curation,” where virtually every 

one of us can collect and display tangible and intangible things in a way that influences 

how others view the world (Edmundson, 2015; Van Buskirk, 2010), enjoying the so-

called “democratisation of curation” (Hope & Turner, 2015).  

Journalistic curation. Curation has its deep roots in journalistic practice, and the 

journalism field has not been immune to all these changes made in the curatorial process. 
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Journalists have long operated as curators in content production and dissemination 

(Shoemaker & Vos, 2009; Snider, 1967; Thorson & Wells, 2015; Vos & Heinderyckx, 

2015; White, 1950). Based on journalistic norms, institutional routines, and news values, 

journalists select issues to focus on and decide how to construct media messages 

(Shoemaker & Vos, 2009). The media contents selected, produced, and disseminated 

later influence audience opinions, attitudes, and behaviors (Graber & Dunaway, 2015; 

McCombs & Shaw, 1972; Shoemaker & Reese, 2014), often linked to democratic 

citizenship (Prior, 2007). Specifically, news use increases political knowledge and 

efficacy, thereby facilitating political engagement (Delli Carpini & Keeter, 1996; Verba 

et al., 1995).  

However, in the digital media environment, curation of news is no longer the 

preserve of news media or opinion leaders. Instead, audience members share the 

curatorial power in the news-making and news-distributing processes (Popova, 2011; 

Thorson & Wells, 2015; Van Buskirk, 2010; Villi, 2012). Further, research has shown 

that consumption of user-distributed news and information on social media is more likely 

to engage the readers with the media contents than news from traditional news media 

(Rosenstiel et al., 2017) and hence facilitate political outcomes (Boulianne, 2015). This 

trend has recently led a handful of media scholars to pay attention to the concept and 

process of curation in relation to news consumption and distribution in the digital media 

environment to examine what facilitates social media engagement (Park & Kaye, 2018; 

Villi, 2012) and what constitutes media effects in the contemporary networked media 

ecosystem (Thorson & Wells, 2015).  
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Social curation. Villi (2012) calls audience involvement in consuming and 

distributing news media contents in the social media environment “social curation,” 

which can increase the circulation and consumption of various kinds of media contents 

online. And social curation can be practiced through “providing links to online media 

contents by using e-mail messages, tweeting, tagging, ‘recommending’ (Facebook 

Recommend button), ‘+1ing’ (Google +1 button) or by using social reader apps” (Villi, 

2012, p. 615). Simply put, social curation involves gathering, aggregating, and 

distributing media contents in the networked environment. And the digital media 

environment allows people to have horizontal communication, through which they curate 

media contents to serve their family, friends, or acquaintances (Marshall, 2009).  

It is important to note that social curation of news and information is not a new 

phenomenon either, since as the two-step flow model (Katz & Lazarsfeld, 1955) 

indicates, people shared news and information via word-of-mouth long before the 

Internet came along. The difference here is that while the traditional version of social 

curation mainly relies on verbal description and distribution, the Internet-based social 

curation not only provides people unprecedented autonomy in reframing media contents 

and shaping information flows, but also comes with ready-to-use sharing and 

recommendation tools. In other words, it is much easier to share news and information in 

the social media environment (Hermida, Fletcher, Korell, & Logan, 2012; Villi, 2012). 

Audiences of the networked communities formed through various channels and 

communication tools (Marshall, 2009) consume socially curated media contents as a 

communal, shared social experience (Villi, 2012). Further, when audiences share or 

distribute the media contents, they actively reshape and reframe the contents by adding 
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personal judgment and social significance (Hermida et al., 2012). And these socially 

curated media contents are actively consumed to the point where media companies are 

encouraged to practice “curation optimization” to facilitate social sharing through peer-

to-peer distribution (Domingo et al., 2008; Villi, 2012).  

Curated flows. With the proliferating media channels and platforms in mind, 

Thorson and Wells (2015) examined flows of news and information in the contemporary 

media environment and identified five different pathways called “curated flows” through 

which audiences experience news. They include a) “Journalistic curation,” in which 

journalists curated information based on their values and routines; b) “Social curation,” in 

which individuals are influenced by their social networks; c) “Personal curation,” in 

which individuals curate their own information environments, enjoying more autonomy 

than ever in selecting and shaping media contents; d) “Strategic curation,” in which 

strategic actors, such as politicians, companies, and interest groups, curate media contents 

to address publics directly; and e) “Algorithmic curation,” in which computer algorithms 

and other modes of decision-making influence the display of media contents on users’ 

devices and platforms. Based on the curated flows framework, the authors argue that the 

growing supply of media sources, platforms, and channels and the proliferation of news 

and information have increased the number of actors who can actively select, shape, and 

curate media contents, and these changes in the media environment require media 

scholars, especially those studying media effects, to pay more attention to the question of 

“exposure to what.” In other words, today’s media experience is multifaceted and varied 

and it is getting more difficult to explain media effects without fully understanding who 

receives what messages from where and how (Lee, 2013; Thorson & Wells, 2015).  
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The extant media effects research to date has generally examined the effects of 

the curated flows outlined above on democratic outcomes, mostly focusing on news 

(Bode, 2012; Cho et al., 2009; Delli Carpini & Keeter, 1996; Gil de Zúñiga, Molyneux, 

& Zheng, 2014; Park & Kaye, 2018; Prior, 2007; Rosenstiel et al., 2017; Shah et al., 

2007; Verba et al., 1995). No study, however, has examined, yet, the political effects of 

political satire viewing with curation in mind. 

As mentioned earlier, digital media tools make it easy for ordinary users to 

consume and curate news and information by aggregating, analyzing, reorganizing, 

reframing and sharing  (Clark & Aufderheide, 2009). As the technological innovations 

have tremendously transformed the media environment and media experience 

accordingly varies across the media channels, a handful of media scholars have started to 

examine the effects of different media channel use for news and information (e.g., print, 

television, online, social media) and found discrete democratic outcomes (Andersen, 

Bjarnøe, Albæ k, & De Vreese, 2016; Dimitrova et al., 2014; Moeller et al., 2014; Shah et 

al., 2007).  

Media channel matters. Using two-wave panel surveys collected in Sweden, 

Dimitrova, Shehata, Strömbäck, and Nord (2014) examined whether and how various 

forms of digital media use influence political participation and knowledge. The different 

forms of digital media use included online news (national TV, Tabloids, National 

dailies), party web sites (left-wing party web sites, right-wing party web sites), and social 

media. Items for social media use included reading blogs about politics or current affairs, 

writing text on one’s own blog about politics or current affairs, commenting on or 

discussing politics or current affairs on the Internet, following a politician or party on 
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Twitter, Facebook, or YouTube. The results show that social media use for political 

purposes increased political participation along with party web sites, while online news 

had no effect on participation. Using a four-wave panel data collected in the Netherlands, 

Moeller, de Vreese, Esser, and Kunz (2014) examined the effects of TV news, 

newspapers, and online news sources (use of webpages of a newspaper, a TV news show, 

and online news only source) on internal efficacy and turnout among adolescents. The 

results show that newspaper use and online news use were significant predictors of 

efficacy, which, in turn, predicted turnout, while TV news use was not. Interestingly, 

when civic messaging (e.g., posting messages or videos on social media) was included in 

the model, the online political communication mediated the participatory effect of online 

news use. Using panel data, Lee, Shah, and McLeod (2013) examined the various roles 

communication plays in political socialization of youth and found strong online pathways 

to political participation such that conventional online news use (e.g., websites of 

mainstream news organizations), nonconventional online information (e.g., blogs) and 

digital media use for political expression facilitated participation, whereas traditional 

news use (e.g., TV news, newspaper) and face-to-face discussion were not associated 

with participation. More recently, Andersen, Bjarnoe, Albaek, and de Vreese (2016) 

examined the indirect process via which different news types (i.e., hard TV news, soft TV 

news, printed broadsheets, online broadsheets, printed tabloids, and online tabloids) 

influence online and offline political participation during non-election and election time. 

The results show that the indirect effects depend on media type and context, and 

knowledge influences political participation through political efficacy. Specifically, print 
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tabloid use was generally negatively related to political participation, whereas its online 

version was positively associated with participation, both directly and indirectly.  

These findings suggest that socially curated media consumption in the digital 

media environment is more likely to mobilize media consumers, whereas personally 

curated media consumption in the traditional media environment is less likely to, or even 

negatively, influence political participation.  

Compared to the literature on news use and social media, little research has 

explored the role of social media in consumption of political satire and its implications 

for political outcomes. Given the growing popularity of social media as a source of news 

and information and the highly interactive nature of social media, it is important to 

examine if the social media environment offers different experiences in consumption of 

political satire than television. Further, this new avenue of research may help us untangle 

the effects of poltical satire on political participation better, moving beyond conventional 

cognitive and attitudinal elements, which are often included in the strict media effects 

paradigm. For example, Baym and Shah (2011) tracked the online circulation of a set of 

environmental advocacy clips first broadcast on The Daily Show and The Colbert Report 

and found that citizens and advocacy groups repost and shared them on numerous 

websites including social media platforms and online archives of information. These 

findings demonstrate that late-night talk shows have the potential to serve not only as 

informational resource, but also as affinity (e.g., collective action) and deliberative 

resources, and intrinsic features of social media, such as instant messaging, may mediate 

the effect of political satire on participation as well. 

Theoretical Framework 
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 Early media effects research adopted a simple S-R (Stimulus-Response) 

framework. These studies assumed that media effects were the sole attribute of the media 

themselves and accordingly suggested that the media had either a strong or limited effect 

on individual opinions, attitudes and behaviors (Lazarsfeld, Berelson, & Gaudet, 1948; 

McQuail, 1987; Sparks, 2010). The Payne Fund studies of 1920s suggested the powerful 

influence of movies on the behavior of children. Combined with the study on the impact 

of the “War of the Worlds” radio broadcast on its audience in the 1930s, these studies 

established widespread theories of “a legacy of fear” or “a magic bullet,” suggesting that 

the media were dangerous and could have powerful, relatively uniform effects on the 

viewers (Sparks, 2010). More recently, television was thought to be a culprit for the 

decline of civic participation (Putnam, 1995), and televised violence was considered to 

cultivate a view of a “mean world” (Gerbner, Gross, Morgan, & Signorielli, 1980). On 

the other hand, “The People’s Choice” study introduced a new era of minimal effects in 

the study of media effects. The classic voting study during the 1940 presidential election 

suggested that media exposure is rather minimal or limited (Lazarsfeld et al., 1948).  

This direct media effects approach has been criticized on the grounds that it failed 

to account for individual differences in motivations for and patterns of media use (Rubin, 

1984, 2009) and cognitive processes that underlie between media use and its outcomes 

(Markus & Zajonc, 1985). Accordingly, the focus of media effects study shifted away 

from the “mechanistic,” “magic bullet” approach to “phenomenistic” one to consider 

various functions and uses of the media and audience activities in media uses and effects 

(Blumler, 1979; Klapper, 1963; Rubin, 2009). 
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As media effects scholars began to take into account individual, social and 

cultural circumstances and personal-psychological processes in media uses, moving away 

from mainly focusing on the amount of media exposure, an O-S-O-R (background 

Orientation-Stimulus-Outcome orientation-Response) model was established to explain 

the dynamic relationships underlying media use and effects (Markus & Zajonc, 1985; 

McLeod, Kosicki, & McLeod, 1994). The uses and gratifications research has shown that 

individual motives condition media use and effects and information and entertainment 

motives are central to media selection (Rubin, 1984). Combined with viewing patterns of 

“habitual” or “ritualized,” these motivations affect not only media consumption, but also 

information processing (Eveland, Shah, & Kwak, 2003) and audience behaviors 

(Papacharissi & Rubin, 2000; Rubin & Perse, 1987). Individual factors, such as 

informational use of the media and political interest, influence information processing, 

thereby increasing political knowledge (Eveland et al., 2003) and accordingly behaviors 

such as political participation (Mcleod et al., 1996; Park, 2015). Therefore, individual 

orientations (O) precede media use (S), which, in turn, influences attitudes (O), thereby 

changing behaviors (R).  

Communication mediation model.  More recently, political communication 

scholars have demonstrated that political conversation largely mediates the effects of 

media use on political outcomes, such as civic and political participation (Cho et al., 

2009; Eveland, 2001; Eveland et al., 2003; Hardy & Scheufele, 2005; Mcleod et al., 

1996; Scheufele, 2002; Shah et al., 2005, 2007). McLeod and colleagues (2001) coined 

the term “communication mediation model,” positing that the effects of media on 

political outcomes are strong but largely through their effects on individual 
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communication behaviors (e.g., information seeking, interpersonal communication) 

(Shah et al., 2005, 2007). By incorporating mass and interpersonal communication into 

the processes leading to participatory behaviors, this model highlights information 

seeking process and political conversation among citizens, online and offline, as key 

variables in the study of media effects on civic and political engagement (Shah et al., 

2005). This model also posits that these communication variables largely channel the 

effects of background orientations, such as demographic, dispositional, and structural 

factors, on cognitive processes and behavioral responses (Sotirovic & McLeod, 2001). 

Further, in the context of a political campaign, political talk, online and offline, largely 

mediates the effect of political media contents on political participation, since it serves as 

both “a source of information and a site of deliberation” (Shah et al., 2007, p. 698).  

Unlike the traditional media effects approach, which understands the effects of 

media, mainly focusing on media consumption, not expression, this model treats both 

media use and political expression as sources of information and the triggers for 

reflection on media contents and public affairs, which, as a result, facilitate democratic 

engagement. This model places expression – both offline and online, written and spoken 

– at the center of civic and political engagement, recognizing the difference between 

traditional, interpersonal communication and new, online-based self-expression (Shah, 

2016; Shah et al., 2005, 2007).  

Cognitive mediation model.  Research has shown that informational use of 

media facilitates information processing, which results in increased knowledge and 

awareness of civic and political opportunities and objectives (Eveland et al., 2003). In 

this cognitive mediation model, political discussion is a function of interpersonal 
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communication as well as a product of the intrapersonal reflection (Cho et al., 2009; 

Pingree, 2007). People organize their viewpoints and positions by elaborating on news 

information they are exposed to before, during, or after discussion (Eveland, 2004). 

Therefore, political discussion is a self-reflective “consequential behavior” (Southwell & 

Yzer, 2007, p. 422). This is especially true when interpersonal discussion is a part of the 

campaign communication process, where information is “reconsidered, elaborated, and 

clarified” (Cho et al., 2009, p. 74). Exposure to political information increases 

informational use of media and political talk, which results in greater participation (Cho 

et al., 2009; Shah et al., 2007). 

O-S-R-O-R framework.  The above-mentioned mediation models, when 

combined together, complement Markus and Zajonc’s (1985) O-S-O-R framework to 

fully explain the interrelated mediating processes between media use and civic and 

participatory behaviors (Chan, 2016; Cho et al., 2009; Jung et al., 2011; Shah et al., 

2007). The communication mediation model highlights the mediating role of 

interpersonal communication about politics in the effects of media messages on outcome 

orientations (e.g., political efficacy, political knowledge) and behavioral responses (e.g., 

civic and political participation) (Mcleod et al., 1996; McLeod et al., 2001; Shah et al., 

2005, 2007). The cognitive mediation model focuses on the mediating role of mental 

reflection as part of interpersonal and intrapersonal communications in the effects of 

informational use of media on political learning (Eveland, 2001).  

Taken together, the communication mediation model (McLeod et al., 2001; Shah 

et al., 2005; Sotirovic & McLeod, 2001) and the cognitive mediation model (Eveland, 

2001) extends the O-S-O-R framework to situate a new mediating step, “reasoning,” 
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between stimuli and outcome orientations, thereby creating the O-S-R-O-R (background 

Orientation-Stimulus-Reasoning-Outcome orientation-Response) framework of media 

effects.  

The extended O-S-R-O-R framework postulates that interpersonal and 

intrapersonal communications constitute reasoning processes that represent deliberative 

processes through mental elaboration, thereby mediating the effect of news use on 

cognitive and behavioral political outcomes (Cho et al., 2009; Shah et al., 2007). Further, 

by differentiating the cognitive processes in the stimuli stage from the deliberative 

processes in the reasoning stage, this framework provides stronger explanatory power 

above and beyond traditional theories (Shah et al., 2007). Therefore, this study uses this 

O-S-R-O-R framework to systematically examine the participatory effects of political 

satire viewing. 

Theoretical model. Integrating prior findings of a positive relationship between 

news use and political participation and existing findings of a positive association 

between political satire viewing and participation based on an O-S-R-O-R framework, the 

present study proposes overarching conceptual models in which audience factors (i.e., 

Democrats, Republicans, education, alternative concepts of citizenship, hard news use) 

guide political satire viewing, and reasoning variables, such as information processing 

activities (i.e., news attention, political talk, social media expression), and outcome 

orientation variables, such as cognitive outcomes (i.e., political knowledge, political 

efficacy), channel the impact of audience factor-driven political satire viewing on 

participation. For a note, these interrelated mediating relationships based on an O-S-R-O-
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R framework have been documented in the study of news use and participation (Chan, 

2016; Jung et al., 2011). 

The first orientations: Education, partisanship, alternative concepts of 

citizenship, and hard news use.  Ample research suggests that individuals select certain 

media among all that is available to them based on their needs and motives (Blumler & 

Katz, 1974; Krcmar & Strizhakova, 2009), and social, cultural, and environmental 

circumstances, along with individual factors, guide and filter media behavior and 

possibly influence the effects of media (Lee, 2013; Rubin, 2009). Simply put, media 

effects derive from “the set of structural, cultural, cognitive, and motivational 

characteristics the audience brings to the reception situation that affect the impact of 

message” (McLeod et al., 1994, p. 146).  

The link between news use and political participation has been well established 

(Choi, 2016; Eveland & Scheufele, 2000; Hyun & Kim, 2015; Kim et al., 2013; Mcleod 

et al., 1996). However, a vast majority of these studies have overlooked which individual 

factors (e.g., demographics) predict such media consumption habits. In the study of 

political satire, there is also remarkably little understanding of how individuals' pre-

existing characteristics are associated with political satire viewing and how this exposure 

influences political behaviors (Hmielowski et al., 2011). This study, therefore, situates 

education, Democrats, Republicans, and alternative concepts of citizenship as the first 

“O” in Model 1, and education, Democrats, Republicans, and hard news use as the first 

“O” in Model 2 and Model 3, expecting that they will influence an individual’s political 

satire exposure and its democratic effects. And each of these individual factors were 

selected for the following theoretical reasoning. 
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Firstly, education. A handful of studies suggest that the effects of political satire 

might depend on recipient levels of political sophistication, because it requires a certain 

level of expertise. For example, those low in political knowledge tend to avoid political 

satire programs, such as The Daily Show and The Colbert Report, because they cannot 

understand the jokes (Young, 2013). As for the effects on persuasion, horatian satire is 

likely to be most effective among less politically knowledgeable people, whereas 

juvenalian satire is likely to be most effective among more politically knowledgeable 

ones (Holbert et al., 2011). In addition, education appears to moderate the relationship 

between late-night talk show viewing and political oucomes, such that less educated 

people are more likely to learn from political satire viewing (Cao, 2008), and political 

satire viewing is likely to mobilize those high in education more than those low in 

education (Lee & Kwak, 2014). These inconsistent findings suggest that more scholarly 

attention needs to be paid to the role of recipient level of political sophistication. Political 

knowledge is one of the key cognitive outcome variables commonly used in the media 

effects study (Delli Carpini & Keeter, 1996; Hardy et al., 2014; Hardy & Scheufele, 

2005; Moeller et al., 2014), and this study also uses the variable as one of the outcome 

orientation variables. Since research has shown that education is closely related to 

political knowledge and engagement (Bennett, 1995; Krause, 1997; MacKuen, 1984), this 

study employs education as an indicator of political sophistication.  

Secondly, partisanship. Partisan selective exposure is a well-documented 

phenomenon in the United States. Democrats and Republicans are more likely to 

gravitate toward media contents that support and reinforce their pre-existing viewpoints 

(Stroud, 2011), which promotes political talk and political efficacy, resulting in increased 
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political engagement (Choi, Warner, & Jennings, 2018). This pro-attitudinal exposure 

along party lines is so strong that it even holds for nonpolitical subjects such as crime and 

travel (Iyengar & Hahn, 2009). At the same time, this selective exposure to attitude-

consistent information is not intrinsically linked to selective avoidance of attitude-

challenging information (Garrett, 2009; Garrett & Stroud, 2014). As partisanship is such 

a salient feature of social identity, it influences the way partisans react to attitude-

inconsistent satirical messages. For example, Republicans are more likely to appreciate 

pro-attitudinal satirical humor, in which the satirist attacks political groups or politicians 

who they oppose, while Democrats appreciate both pro- and counter-attitudinal satirical 

humor (Peifer & Holbert, 2016). Further, partisan political satire exposure might 

influnece levels of internal political efficacy of the viewers based on their party 

affiliation, such that after watching Democrat-directed satirical humor, Republicans are 

more likely to have higher levels of internal political efficacy, while Democrats are more 

likely to have lower levels of political efficacy (Becker, 2014). While a handful of studies 

suggest that viewers of late-night talk shows are more likely to be liberal (Choi et al., 

2018; Gottfried, Matsa, & Barthel, 2015; Moy et al., 2005; Young & Tisinger, 2006), 

little research has examined if and how party affiliation guides political satire viewing 

and how the relationship influences political participation.  

Thirdly, alternative concepts of citizenship. An emerging line of research 

suggests that with the growing supply of media sources and the proliferation of political 

information, public perception of news use in relation to citizenship norms has changed 

(Bennett, 2008; Bennett et al., 2011). While the traditional concepts of citizenship posit 

that it is the civic duty to keep informed of public affairs by following news (McCombs 
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& Poindexter, 1983; Poindexter & McCombs, 2001), alternative concepts of citizenship 

posit that good citizens should not embrace “primarily one-way consumption of managed 

civic information (news and political ads)” (Bennett et al., 2011, p. 840) and rather use 

digital media to have two-way or interactive communication to get informed and engage 

in political activities (Bennett et al., 2011). Said another way, activities occurring in the 

course of everyday life can also be considered political, from which people can learn 

democratic values (Thorson, 2012). Although there are theoretical reasons to expect that 

the dutiful communication logic (i.e., news media are still a dominant source of news and 

information) of the traditional concepts of citizenship increases the likelihood of 

engaging in various forms of political participation, it is not clear to what extent the 

traditional or alternative communication logic (i.e., news media are no longer a dominant 

source of news and information), media use, and political participation are related. In 

other words, despite increased research on media use and participation, the empirical 

connection between perception of news use in relation to citizenship norms, media use, 

and participation is limited. In the study of political satire, no empirical research has 

examined whether alternative concepts of citizenship and political satire viewing are 

related, and how they might work together to predict different forms of political 

participation. This is important especially when the lines between news and entertainment 

have been blurred in the contemporary media environment (Baum, 2002, 2003b), with 

people considering entertainment as part of news value (Edgerly et al., 2017). Further, 

more and more people, especially young people, turn to political entertainment 

programming, mostly late-night talk shows, for news and information rather than news 
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media (Cao & Brewer, 2008; Mitchell et al., 2015), which makes it worthwhile to test the 

link between alternative concepts of citizenship and political satire viewing.  

Based on the literature review, this study defines alternative concepts of 

citizenship as an alternative communication logic, which argues that news media are no 

longer a dominant source of news and information and good citizens do not need to 

follow news media to be informed about public and civic affairs. 

Lastly, hard news use. As increasing media choice allows content preference to 

guide individual’s viewing behavior, scholarly debate in the fields of communication and 

political science has centered on if and how political entertainment programming 

influences political outcomes, such as knoweldge and participation. Some suggest that 

political entertainment programs do not provide sufficient information citizens need when 

making informed decisions about politics, thereby demobilizing the viewers (Prior, 2005, 

2007). Others argue that such programs have the potential to facilitate political learning, 

especially among politically inattentive individuals, through incidental learning (i.e., 

incidental exposure to news and information) and gateway effects (i.e., increased 

consumption of news), thereby mobilizing the viewers (Baum, 2002, 2003a). The 

gateway hypothesis (Baum, 2003b) is one of the hot topics in the dabate on potential 

democratic effects of political entertainment programs (Holbert, 2013). In the case of 

political satire viewing, however, unlike other genres of political entertainment programs, 

one of the necessary features of political satire is assumed knowledge of the audience 

(Caufield, 2008). In other words, without prior understanding of the topic or target of the 

satirical attack, the audience cannot play with the satirist and laugh as an outcome. In a 

survey study, Young and Tisinger (2006) found that consumption of late-night talk shows 
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was positively and significantly correlated with exposure to hard news (e.g., cable news, 

newspaper, local news). In another survey study, Hmielowski and colleagues (2011) 

demonstrated that liberal cable news use is a key predictor of the consumption of political 

TV satire. These findings raise the possibility that the viewers of late-night talk shows 

might be news followers in the first place, so that they can fully appreciate the jokes with 

laughter. Little empirical research has examined if and how hard news use predicts 

political satire viewing and how the relationship affects political outcomes.  

Then, what is hard news? It can be described as “news coverage of breaking 

events involving top leaders, major issues, or significant disruption in the routine of daily 

life, such as an earthquake or airline disaster” (Patterson, 2000, p. 3). Information on 

those events is important for citizens to understand and react properly to the public or 

civic issues (Patterson, 2000). Thus, hard news is focused on its political and societal 

relevance, not on individual relevance, of events and is delivered in a reporting style 

characterized as straight, rational, impersonal, unemotional, thematic, or in-depth 

coverage (Baum, 2003b; Reinemann et al., 2012). The common topics of hard news 

include politics, public affairs, technology, and science (Curran, Iyengar, Brink Lund, & 

Salovaara-Moring, 2009). As with soft news, however, despite common use by media 

scholars, there is no consensus on an operational defintion of “hard news” either (Baum, 

2003b; Patterson, 2000; Reinemann et al., 2012). In response to the call for a more 

precise, unambiguous, theoretically fruitful and empirically useful definitions of concepts 

of news (Reinemann et al., 2012), this study defines hard news as news from traditional 

news media and operationalizes hard news use as reading or watching news from The 

New York Times (online and offline), The Wall Street Journal (online and offline), The 



63 

 

Washington Post (online and offline), NBC Nightly News with Lester Holt (online and 

offline), ABC World News Tonight with David Muir (online and offline), CBS Evening 

News with Scott Pelley (online and offline), and PBS NewsHour (online and offline). 

Stimuli: Political satire viewing in general vs. hard news use; harsh satire 

viewing vs. gentle satire viewing; self-viewing vs. curated viewing. Model 1 is concerned 

about whether political satire viewing in general operates to influence online and offline 

political participation the same or differently compared to hard news use through the 

intermediate variables (i.e., news attention, political talk, social media expression, 

political knowledge, political efficacy).  

It has been well documented that informational use of media is closely associated 

with cognitive and behavioral outcomes (Prior, 2007). Those who follow news are more 

likely to have greater political knowledge, efficacy, and participation (Delli Carpini & 

Keeter, 1996; Moy et al., 2005; Park, 2015; Verba et al., 1995).  

Unlike journalists, who present politics as something to learn in one-way 

communication, striving for balance, fairness, and objectivity, satirists offer social and 

political criticism with laughter, while encouraging viewers “to play with politics, to 

examine it, test it, and question it” in two-way or interactive communication (Gray et al., 

2009, p. 11; Stroud & Muddiman, 2013). For example, political satire presents social and 

political issues in a simple, approachable, and entertaining way, while interrogating and 

challenging the power, criticizing news media, and engaging audiences in the process 

(Baym, 2005; Jones & Baym, 2010). And research has shown that political satire has the 

potential to encourage political participation directly (Cao & Brewer, 2008; Moy et al., 
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2005). This study, therefore, predicts that political satire viewing will directly increase 

offline and online political participation. 

At the same time, research demonstrates that interpersonal and intrapersonal 

communication largely mediates the effects of media use on civic and political 

participation (Eveland, 2001; Eveland et al., 2003; Mcleod et al., 1996; Shah et al., 2005, 

2007; Sotirovic & McLeod, 2001). In other words, the effects of media on political 

outcomes are strong but are largely mediated through their effects on communication 

behaviors (e.g., information seeking, interpersonal communication) (McLeod et al., 2001; 

Shah et al., 2005, 2007). The communication mediation model incorporates mass and 

interpersonal communication, online and offline, into the processes that mobilize the 

electorate, highlighting information seeking through news media and political 

communication behaviors, online and offline, as a key variable in the study of media 

effects on civic and political participation. (Shah et al., 2005, 2007). Further, political 

discussion is both an attribute of interpersonal communication and a product of 

intrapersonal reflection. This is because people tend to organize their thoughts and 

positions by elaborating on information before, during, or after discussion (Eveland, 

2004), which facilitates information processing (e.g., news attention) (Eveland et al., 

2003). This mediation process seems to hold for the effects of political satire viewing as 

well. Moy and colleagues (2005) suggest that consumption of late-night talk shows is 

more likely to facilitate interpersonal discussion about politics, and Lee (2012) found the 

significant mediating role of political discussion and online interaction (e.g., posting, 

discussing, forwarding) in the effects of political satire on political participation. Further, 

Feldman and Young (2008) found that viewers of late-night talk shows, such as The 
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Tonight Show with Jay Leno and The Late Show with David Letterman as well as The 

Daily Show with Jon Stewart, were more likely to pay attention to the news about 

political campaign. This study, therefore, predicts that political satire viewing will 

increase news attention, political talk, and social media expression. 

 Research has shown that political satire viewing has the potential to increase 

political knowledge (Becker & Bode, 2018; Hardy et al., 2014; Xenos & Becker, 2009) 

and internal political efficacy, thereby facilitating political engagement (Hoffman & 

Thomson, 2009; Hoffman & Young, 2011). This study, therefore, predicts that political 

satire viewing will increase political knowledge and political efficacy. 

 Model 2 explores whether harsh satire viewing operates to influence online and 

offline political participation the same or differently through the intermediate variables 

(i.e., news attention, political talk, social media expression, political knowledge, political 

efficacy) compared to gentle satire viewing. Research on the effects of political satire 

suggests that late-night talk shows are not monolithic and this leads to different 

democratic outcomes (Holbert, 2005; Holbert et al., 2011). For example, The Tonight 

Show with Jay Leno and Last Show with David Letterman were different from The Daily 

Show with Jon Stewart in terms of political content, message level, and satirical tone, 

which led to different political effects (Hoffman & Young, 2011; Jones & Baym, 2010; 

Young & Tisinger, 2006). While The Daily Show and The Colbert Report were 

consistently found to be associated with political outcomes, such as internal efficacy and 

participation, The Tonight Show with Jay Leno and Last Show with David Letterman were 

not (Cao & Brewer, 2008; Hoffman & Young, 2011). In addition, a handful of 

experimental studies demonstrate that distinct forms of satire (i.e., horatian or gentle 
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satire, juvenalian or harsh satire) can exert different persuasive effects. Holbert and 

colleagues (2011) found that horatian satire was more effective in persuading participants 

with lower levels of knowledge, while juvenalian satire was more effective in persuading 

participants with higher levels of knowledge. Boukes and colleagues (2015) showed that 

horatian or gentle satire was less persuasive than juvenalian or harsh satire. These 

findings suggest that late-night talk shows should not be treated as monolithic. Since 

horatian satire and juvenalian satire are two important and distinct types of satire (Holbert 

et al., 2011), this study seeks to add nuance to the study of participatory effects of 

political satire by analyzing the influence of horatian satire in comparison to juvenalian 

satire. Research suggests that harsh satire is likely to facilitate political participation, 

while gentle satire is not (Cao & Brewer, 2008; Hoffman & Young, 2011). This study, 

therefore, predicts that harsh satire viewing will increase offline and online political 

participation, while gentle satire viewing will not.  

At the same time, as elaborated earlier, the effects of media on political outcomes 

are largely mediated through deliberative reasoning processes, such as information 

seeking and interpersonal communication (Mcleod et al., 1996; Shah et al., 2005, 2007; 

Sotirovic & McLeod, 2001). This mediation process seems to hold for the effects of 

political satire viewing as well. Consumption of late-night talk shows is more likely to 

facilitate political expression, online and offline, which in turn increases political 

engagement (Lee, 2012; Moy et al., 2005). Research also suggests that consumption of 

late-night talk shows leads to greater news attention (Feldman & Young, 2008). This 

study, therefore, predicts that both harsh and gentle satire viewing will increase news 

attention, political talk, and social media expression.  
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 Research suggests that consumption of harsh satire, such as The Daily Show, The 

Colbert Report, and John Oliver’s Last Week Tonight, is more likely to increase political 

knowledge (Becker & Bode, 2018; Hardy et al., 2014) and political efficacy, thereby 

increasing political participation, while consumption of gentle satire, such as The Late 

Show with David Letterman and The Tonight Show with Jay Leno, is not (Hoffman & 

Young, 2011). This study, therefore, predicts that harsh satire viewing will increase 

political knowledge and political efficacy, while gentle satire will not.  

 Model 3 explores whether curated viewing of political satire operates to influence 

online and offline political participation the same or differently through the intermediate 

variables (i.e., news attention, political talk, social media expression, political knowledge, 

political efficacy) compared to self-viewing of political satire. Thorson and Wells (2015) 

assert that media consumption activity of today is mutlifaceted and varied via the 

proliferating media platforms and channels, listing five different groups of actors – 

journalistic, social, personal, strategic, and algorithmic – that are actively curating media 

content flows. This categorization implies that consumption of these differently curated 

flows of information may result in different political outcomes. For example, social 

curation occurs on social media platforms, where the audience experiences communal, 

shared, and networked media contents, whereas personal curation occurs in his or her 

own information environment, where the audience experiences personalized and 

individualized media contents solely selected based on his or her own motivational use of 

the contents (Jenkins, 2006; Thorson & Wells, 2015; Villi, 2012). In fact, existing 

research on various forms of media use for news and information and democratic 

citizenship has shown that media channel matters in news consumption and its impact on 



68 

 

democratic outcomes (Andersen et al., 2016; Dimitrova et al., 2014; Moeller et al., 2014; 

Shah et al., 2007). The findings suggest that use of newspaper and online news increases 

political efficacy, thereby promoting turnout, while use of TV news is not (Moeller et al., 

2014). Print tabloid use is more likely to be negatively associated with political 

participation, whereas online tabloid use is more likely to be positively associated with 

participation, both directly and indirectly (Andersen et al., 2016). Shah and colleagues 

(2007) also found more positive participatory effects of online news use rather than 

traditional media use. When social media use comes into play, however, online news use 

appears to lose its participatory effect. Dimitrova and colleagues (2014) found that social 

media use for political purposes (e.g., reading blogs about politics, commenting and 

discussing politics) increased political participation, whereas online news use had no 

effect at all. These findings – online news use appears to exert greater participatory 

effects than traditional news use, and informational use of social media appears to exert 

greater participatory effects than online news use – call for a more systematic attention to 

the role of media channel in media consumption and its influence on democratic 

outcomes in today’s highly interactive, networked media environment.  

This study, therefore, seeks to examine the role of the social media environment 

in political satire viewing and its influence on participation. Since research suggests that 

socially curated media consumption in the digital media environment is more likely to 

energize users (Bode, 2012; Bond et al., 2012; Dimitrova et al., 2014), and personally 

curated media consumption via traditional media platforms is more likely to demobilize 

users (Andersen et al., 2016), this study divides political satire viewing into two distinct 

forms: self-viewing and curated viewing. Self-viewing is defined as a media consumption 
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activity that is directed, driven, and guided by one’s motivation and operationalized as 

watching late-night talk shows on television. On the other hand, curated viewing is 

defined as a media consumption activity that is directed, driven, and guided by others’ 

comments or recommendations and operationalized as watching late-night talk shows on 

social media platforms or through others’ recommendations. This study, therefore, 

predicts that curated viewing of political satire will increase offline and online political 

participation, while self-viewing will decrease offline and online political participation. 

As elaborated earlier, the effects of media on political outcomes are strong but are 

largely mediated through deliberative reasoning processes, such as information seeking 

and interpersonal communication (Mcleod et al., 1996; Shah et al., 2005, 2007; Sotirovic 

& McLeod, 2001). This mediation process seems to hold for the effects of political satire 

viewing as well. Consumption of late-night talk shows is more likely to facilitate political 

expression, online and offline, which in turn increases political engagement (Lee, 2012; 

Moy et al., 2005). Research also suggests that consumption of late-night talk shows leads 

to greater news attention (Feldman & Young, 2008). This study, therefore, predicts that 

both curated viewing and self-viewing will increase news attention, political talk, and 

social media expression. At the same time, socially curated media contents in the 

networked media environment are more likely to be consumed than media contents from 

traditional media platforms, since it comes from whom the users trust, such as family and 

friends (Bode, 2012; Rosenstiel et al., 2017; Villi, 2012). The high level of trust and 

intimacy users assign to the socially curated media messages may be more effective in 

increasing attention to news and facilitating political discourse on the topics or issues 

covered in the programs. This study, therefore, predicts that curated viewing will have a 
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greater effect on news attention, political talk, and social media expression than self-

viewing.  

Existing literature on political satire has shown that consumption of political 

satire itself has the potential to increase political knowledge (Becker & Bode, 2018; 

Hardy et al., 2014) and political efficacy, thereby increasing political participation 

(Hoffman & Thomson, 2009). This study, therefore, predicts that both curated viewing 

and self-viewing will increase political knowledge and political efficacy. At the same 

time, research suggests that consumption of socially curated media contents in the 

networked media environment increases incidental exposure to political information and 

hence improves one’s knowledge of political issues, thereby facilitating participation in 

political and civic life (Boulianne, 2015; DeSilver, 2014; Grieco, 2017; Kim et al., 2013). 

Also, the exposure to socially curated media contents enhances one’s confidence in 

understanding politics, thereby increasing political participation (Chan, 2016; Hong, 

2016). This study, therefore, predicts that curated viewing will have a greater effect on 

political knowledge and political efficacy than self-viewing.   

Reasoning: News attention, political talk, and social media expression.  

Contemporary communication scholars have demonstrated that political discussion, 

online and offline, is a key mediator of the effects of media use on civic and political 

participation, highlighting its deliberative nature (Cho et al., 2009; McLeod et al., 2001; 

Shah, 2016; Shah et al., 2005, 2007). This is because expressed ideas do not often exist 

intact in the expresser’s mind before he or she expresses them. Rather, the expresser 

undergoes complex mental processes, through which the expresser engages in 

intrapersonal reasoning and cognitive articulation to clarify and organize his or her 
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thoughts and ideas (Pingree, 2007). Unlike the two-step flow model (E. Katz & 

Lazarsfeld, 1955), which paid first attention to the role of interpersonal communication to 

argue for minimal direct effects of media, contemporary communication scholars have 

taken into consideration the mediating role of interpersonal communication to advocate 

strong effects of media (Jung et al., 2011).  

This line of research has shown that political discussion increases cognitive 

political outcomes, such as political knowledge and efficacy, thereby facilitating political 

participation (Hardy & Scheufele, 2005; Jung et al., 2011; McLeod et al., 2001). For 

example, media consumption provides a variety of topics for political conversation (Delli 

Carpini & Williams, 1994), which highlights common issues and opportunities for 

political participation. Through this deliberative process, people elaborate on their 

thoughts and ideas of the issues and topics, while seeking information and paying 

attention to news to form their opinions (Cho et al., 2009; Eveland, 2004; Eveland et al., 

2003; Mcleod, Scheufele, & Moy, 1999; Shah et al., 2007). In other words, those who 

engage in political discussion are more likely to pay attention to news to process the 

information more carefully and thoroughly and present argumentations that are more 

reasoned. This deliberative reasoning process, in turn, increases cognitive outcomes, such 

as political knowledge and efficacy, thereby facilitating political participation (McLeod 

et al., 2001; Shah et al., 2007). This mediation process seems to hold for the effects of 

political satire viewing as well. Research suggests that consumption of late-night talk 

shows is likely to facilitate political talk, online and offline, thereby mobilizing voters 

(Lee, 2012; Moy et al., 2005). This study, therefore, predicts that news attention, political 

talk, and social media expression will increase political knowledge and political efficacy. 
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Research also suggests that news consumption and political discussion, online and 

offline, have direct effects on political participation (Chan, 2016; Jung et al., 2011; Shah 

et al., 2005, 2007). This study, therefore, predicts that news attention, political talk, and 

social media expression will increase online and offline political participation. 

The differentiation of online communication behaviors (e.g., online messaging, 

social media expression) from offline communication behaviors (e.g., political talk) in the 

study of media effects is important, since the Internet provides a distinct conversational 

space (Price & Cappella, 2002; Shah et al., 2005). The Internet allows individuals to 

share their political perspectives and concerns with others via “interactive messaging 

technologies such as e-mail, instant messaging, electronic bulletin boards, online chats, 

and feedback loops to news organizations and politicians” (Shah et al., 2005, p. 536). The 

self-paced and asynchronous features of the Internet may even promote deeper self-

reflection (Cho et al., 2009; Shah, 2016). Further, the written form of expression online, 

especially on social media, often includes verbal and visual elements along with links to 

associated contents (Shah, 2016) and lacks social presence, which may facilitate more 

goal-oriented, extremely open conversation than face-to-face interpersonal discussion 

(Berger, 2013), thereby facilitating participatory behaviors (Gil de Zúñiga, Copeland, et 

al., 2014; Valenzuela, 2013).  

Research has shown that Internet users are more likely to read news and engage 

in political activities (Katz & Rice, 2002). Within the context of the 2000 presidential 

campaign, Price and Cappella (2012) examined if online discussion is more likely to 

engage the public with political issues. Having participants engage in real-time political 

discussions online during the presidential campaign, this study found that with all other 
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things being equal, those who participated in online political discussion were more likely 

to engage in political and civic activities. In a two-wave panel survey study to propose a 

citizen communication mediation model, Shah, Cho, Eveland, & Kwak (2005) examined 

the role of the Internet not only as a political information source, but as a public 

expression space and found its communicative potential. The results show that traditional 

media’s influence is strong in shaping civic participation, but indirectly through political 

discussion, interactive civic messaging (e.g., using the Internet as a resource and a 

forum), and reasoning about civic affairs. In other words, citizen communication, both 

online and offline, plays a key role between information use and participation, but online 

communication is more likely to facilitate the mediation process, since it allows users to 

post messages and images to distribute instantly, globally, at minimal cost. In a similar 

study, this time, to propose a campaign communication mediation model, Shah and 

colleagues (2007) examined how exposure to political ads influences civic and political 

participation through the communicative variables. The findings suggest that 

interpersonal discussion and online messaging largely mediated the effects of media 

messages on participation, but the role of online political messaging was even greater 

than interpersonal communication.  

With the proliferating social media platforms, social media have emerged not 

only as a main source of political news and information (Mitchell et al., 2015; Shearer & 

Gottfried, 2017), but also as a major venue for political expression (Cho, Ahmed, Keum, 

Choi, & Lee, 2018). By allowing users to easily create or customize messages to share 

with sizable audiences beyond temporal and geographical boundaries (Mitchelstein & 

Boczkowski, 2010; Valkenburg, 2017), social media broadened the scope of political 
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expression and opened up the democratic benefit of political expression to a broader 

range of people (Cho et al., 2018).  

It is only in recent years that communication scholars have turned their attention 

to participatory effects of political expression on social media on the expresser, and 

findings suggest that social media expression has a significant, positive effect on political 

participation (Pingree, 2007; Shah, 2016; Valkenburg, 2017). Using a two-wave panel 

data, Gil de Zuniga and colleagues (2014) examined the role of social media in political 

expression and its influence on participation. This study defined social media expression 

as “people’s use of social network sites to express themselves politically in a variety of 

ways” (i.e., “posting personal experiences related to politics or campaigning,” “friending 

a political advocate or politician,” “posting or sharing thoughts about politics,” “posting 

or sharing photos, videos, or audio files about politics,” and “forwarding someone else’s 

political commentary to other people”). Findings suggest that informational use of social 

media has direct effects on offline participation and social media expression mediates the 

effects of social media news use on participation, both online and offline. Using survey 

data collected in Chile, Valenzuela (2013) examined the link between various forms of 

social media use (e.g., information, political expression, activism) and protest behavior. 

This study conceptualized social media expression as “using social media to express 

political opinions,” such as using social network sites for expressing opinions on political 

issues and using social media to spread information about certain issues. Findings suggest 

that those who use social media for political expression and activism are more likely to 

participate in political protest, but those who use social media for news are not. More 

recently, using survey data collected in South Korea, Park and Kaye (2018) examined the 
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role of social media use in news curation through commenting, reconstructing, and 

sharing and its influence on political knowledge, internal political efficacy, and online 

and offline political participation. Calling the social media use for news curation 

“curatorial news use” and measuring it by asking respondents how often they “posted 

political news together with their own comments about the news,” “combined related 

political news and posted it on social media,” and “posted a summary of political news 

for others to read,” during a recent campaign, this study found that political expression on 

social media has significant, positive effects on those three indicators of democratic 

citizenship. Drawing on the literature on partisan reinforcement, Cho and colleagues 

(2018) found a moderating role of social media expression in reinforcing partisan 

opinion. The effects of party affiliation on opinions about political issues grew stronger 

as the respondents engaged more in political expression on social media, such as posting 

links to political or social stories, posting one’s comments on political or social issues, 

and reposting or liking others’ posts. 

An emerging line of research even suggests that social media expression 

outpaces conventional interpersonal communication as a driver of democratic citizenship 

(Lee, Shah, & McLeod, 2013; Valkenburg, 2017). Using panel data, Lee and colleagues 

(2013) examined the various roles communication plays in political socialization of youth 

and found strong online pathways to political participation, such that conventional online 

news use (e.g., websites of mainstream news organizations), nonconventional online 

information (e.g., blogs) and digital media use for political expression facilitated 

participation, whereas traditional news use (e.g., TV news, newspaper) and face-to-face 

discussion were not associated with participation. Research also suggests that the rise of 
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social media both as a main source of news and information and as a major venue for 

political expression has tremendously contributed to a surge in grassroots participation. 

User-friendly social media tools allow ordinary citizens to easily express their opinions 

more openly and freely, while forming a more active and significant relationship with 

policy makers (Gil de Zuniga, 2016). This study, therefore, examines the effects of social 

media expression in comparison to conventional political talk. The extant research on 

social media use and political behavior outlined above demonstrates that social media 

expression can be defined and measured in multiple different ways. Research on political 

satire suggests that consumption of political satire leads to greater news attention 

(Feldman & Young, 2008) and political discussion (Moy et al., 2005), thereby mobilizing 

its viewers (Lee, 2012). In the social media environment, paying attention to news and 

expressing one’s political opinions can happen simultaneously. This study, therefore, 

defines social media expression as expressing one’s political opinions on social media 

through commenting on political events, posting or sharing videos or articles about 

political events. Little research on political satire has examined the role of social media in 

news attention and political expression. 

The second orientations: Political knowledge and political efficacy.  The 

second set of orientations consists of political knowledge and political efficacy.  

  Political knowledge is a critical component of democratic citizenship. Well-

informed citizens are more likely to pay attention to politics and, as a result, get more 

engaged in various forms of political participation, while committed to democratic 

principles. And those democratic principles must be first understood to follow and act 

upon in a meaningful way (Delli Carpini & Keeter, 1996). John Stuart Mill referred to the 
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cultivation of understanding as “learning the grounds of one’s own opinions” (Mill, 1872, 

p. 21). In other words, it is a fundamental tenet in democracy that citizens should have a 

free and easy access to political information to get informed and exchange the informed 

opinions with each other to make sound opinions about what is proper and just in a 

democratic society (Delli Carpini & Keeter, 1996). 

Empirical research provides substantial evidence of such a positive relationship 

between media use, political knowledge, and participation (Chaffee, Zhao, & Leshner, 

1994; Eveland & Scheufele, 2000; Prior, 2007). Employing a model comparison 

approach, Eveland, Hayes, Shah, and Kwak (2005) examined the various assumptions of 

causality (i.e., unidirectional or reciprocal) presented in research on communication and 

political knowledge and found that knowledge about politics depends on communication, 

both mass and interpersonal. Political knowledge has also been linked to political 

participation (Chaffee et al., 1994; Prior, 2007; Verba et al., 1995). This study, therefore, 

predicts that political knowledge will increase online and offline political participation. 

Political efficacy is defined as “the feeling that individual political action does 

have, or can have, an impact upon the political process, i.e., that it is worthwhile to 

perform one’s civic duties.” It is also defined as “the feeling that political and social 

change is possible, and that the individual citizen can play a part in bringing about this 

change” (Campbell, Gurin, & Miller, 1954, p. 187). Accordingly, in political behavior 

research, political efficacy has been one of the most important psychological constructs 

that are closely associated with participation in politics (Cohen, Vigoda, & Samorly, 

2001; Morrell, 2003).  
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The cognitive construct has two dimensions: internal and external efficacy 

(Balch, 1974). Internal political efficacy relates to one’s feeling that he or she is capable 

of understanding and influencing politics, and external political efficacy relates to one’s 

perception that government institutions and officials are responsive to the needs and 

demands of citizens (Hoffman & Thomson, 2009; Niemi, Craig, & Mattei, 991). While 

media use has been associated with both internal and external efficacy (Hansen & 

Pedersen, 2014), which predicts political participation (Pollock, 1983), research also 

suggests that internal political efficacy is more closely related to psychological 

involvement with politics, resulting in greater civic and political participation (Choi et al., 

2018; Gil de Zúñiga et al., 2012). The study of political satire also seems to support this 

positive link between internal efficacy and participatory behaviors. Those who watch 

late-night talk shows were more likely to feel confident about their understanding of 

politics, thereby participating more in politics (Baumgartner & Morris, 2006; Hoffman & 

Thomson, 2009, 2009; Hoffman & Young, 2011). This study, therefore, predicts that 

internal political efficacy will increase online and offline political participation. 

Response: Online and offline political participation.  Political participation is a 

multidimensional concept. Existing literature has defined it in broad categories, such as 

‘active vs. passive,’ ‘conventional vs. unconventional,’ ‘symbolic vs. instrumental,’ and 

‘expressive vs. collective,’ and there is still no generally accepted definition (Conge, 

1988; Conway, 2000; Park, 2015). As the political system has evolved, the criteria for 

political participation have also expanded from focusing on politics-oriented activities, 

such as voting and political donation, to working in civic affairs, such as attending local 

forums. These changes have made the boundaries between political participation and 
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civic participation blurry (McLeod, 2001). Further, the Internet has added a new layer of 

complexity to this already challenging task of conceptualizing and measuring 

participation (Gibson & Cantijoch, 2013). 

Even though there is no universally accepted definition of political participation, 

most of the commonly-used definitions limit themselves to activities by which private 

citizens influence government or policy-making processes, somewhat broadly or 

narrowly (Cohen et al., 2001). Verba and Nie (1972) defined the participatory behaviors 

as “those activities by private citizens that are more or less directly aimed at influencing 

the selection of governmental personnel and/or the actions they take” (Verba & Nie, 

1972, p. 2). Verba, Nie, and Kim (1978) further limited the activities to “legal” ones, 

excluding violence. More recently, Verba, Schlozman, and Brady (1995) referred to 

political participation as “activity that has the intent or effect of influencing government 

action – either directly by affecting the making or implementation of public policy or 

indirectly by influencing the selection of people who make those policies” (Verba et al., 

1995, p. 38).  

The present study focuses on political participation that involves activities to 

influence government and the policy-making processes, and accordingly adopts Verba et 

al.’s (1995) broad definition. Further, unlike the other definitions, this chosen one is 

broad enough to incorporate online political channels, such as sending a political message 

via e-mail (Gil de Zúñiga et al., 2012).  

In addition, this study considers online forms of participation distinct from 

offline forms of participation. The differentiation of political participation online from 

political participation offline is important for the following reasons: First, there is 
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disparity in the cost and time between online and offline activities (Jung et al., 2011; 

Park, 2015). For example, online activities, such as contacting officials via e-mail and 

participating in online public forums, cost less compared to activities in offline settings 

(Jung et al., 2011). Second, research has shown that the Internet can encourage those 

lacking civic skills or less politically active in offline settings to participate in politics 

(Wang & Shi, 2018). And this can be why policy makers should pay attention to the 

needs of those most active online in addition to those most active in conventional forms 

of politics (Best & Krueger, 2005; Gibson, Lusoli, & Ward, 2005). Lastly, citizens are 

more in control of their participatory actions online than offline, and this online 

participation may translate into offline forms of participation (Chan, 2016), such as 

voting. In a survey study, Jung et al. (2011) differentiated online participation from 

conventional, offline participation and found that communication activities (i.e., offline 

interpersonal political discussion and online political messaging) and outcome orientation 

variables (i.e., political knowledge and political efficacy) accounted for nearly half of the 

variance in online participation, while explaining 20 percent of the variance in traditional, 

offline participation.  

Modeling mediated relationships between political satire viewing and 

political participation.  This study examines the effects of political satire viewing on 

political participation by explicating the roles of information processing activities (i.e., 

news attention, political talk, social media expression) and cognitive outcomes (i.e., 

political knowledge, political efficacy) in mediating the effects.  

Based on the O-S-R-O-R framework, this study proposes structural relationships 

in which audience factors (i.e., education, Democrats, Republicans, alternative concepts 
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of citizenship, hard news use) serve as background orientations; political satire viewing 

(i.e., political satire viewing in general vs. hard news use; harsh satire viewing vs. gentle 

satire viewing; self-viewing vs. curated viewing) as stimuli; news attention, political talk, 

and social media expression as reasoning processes; political knowledge and political 

efficacy as outcome orientations; and political participation, online and offline, as 

responses. In this two-step mediation model, audience factors guide political satire 

viewing, and audience factor-driven political satire viewing facilitates information 

processing activities, such as news attention, political talk, and social media expression. 

These deliberative, reasoning processes, in turn, enhance political knowledge and 

efficacy, which mediate the effects of political satire viewing on political participation, 

both online and offline. 
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Chapter 3: Research Hypotheses 
 

 

 

This chapter organizes research hypotheses guiding this study. Based on the O-S-

R-O-R framework, this study examines the effects of political satire viewing on political 

participation by proposing structural relationships in which audience factors (i.e., 

Democrats, Republicans, education, alternative concepts of citizenship, hard news use) 

serve as background orientations; various forms of political satire viewing (i.e. political 

satire viewing in general vs. hard news use; harsh satire viewing vs. gentle satire viewing; 

self-viewing vs. curated viewing) as stimuli; news attention, political talk, and social 

media expression as reasoning processes; political knowledge and political efficacy as 

outcome orientations; and political participation, online and offline, as responses in three 

different models (i.e., Model 1, Model 2, Model 3). Specifically, this study explicates the 

roles of information processing activities (i.e., news attention, political talk, social media 

expression) and cognitive outcomes (i.e., political knowledge, political efficacy) in 

mediating the effects of political satire on participation.  

All three models contain the same reasoning processes (i.e., news attention, 

political talk, social media expression), outcome orientations (i.e., political knowledge, 

political efficacy), and responses (offline and online political participation). However, 

they use different sets of stimuli and background orientation variables depending on the 

focus of the inquiry for a more systematic examination of the participatory effects of 

political satire viewing. 

Model 1 
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This model basically compares a route through which hard news use influences 

offline and online political participation as mediated through information processing 

activities or reasoning processes (i.e., news attention, political talk, social media 

expression) and cognitive outcomes or outcome orientation variables (i.e., political 

knowledge, political efficacy) – at least some of which are extensively supported in other 

studies – with a route that goes through political satire viewing instead. 

Partisans tend to expose themselves to likeminded political media (Stroud, 2011). 

Republicans gravitate toward pro-Republican, right-leaning messages (e.g., Fox News, 

conservative talk radio, conservative political blogs), and Democrats lean toward pro-

Democrat, left-leaning messages (e.g., MSNBC, political comedy, liberal political blogs). 

Since this study does not use any of those partisan media, I propose the following 

hypotheses: 

H1a: Democrats will not be significantly associated with hard news use. 

H1b: Republicans will not be significantly associated with hard news use. 

Research suggests that liberals and Democrats are more likely to watch late-night 

talk shows (Choi et al., 2018; Gottfried et al., 2015; Moy et al., 2005; Young & Tisinger, 

2006). At the same time, no research suggests that conservatives and Republicans 

actively avoid late-night talk shows. Therefore, I propose the following hypotheses: 

H1c: Democrats will be positively associated with political satire viewing. 

H1d: Republicans will not be significantly associated with political satire 

viewing. 

Education has long been linked to greater use of hard news (Lee & Chyi, 2014; 

Poindexter & McCombs, 2001). Research on political satire suggests that recipient level 
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of political sophistication is a key predictor of political satire viewing (Caufield, 2008). 

Therefore, I propose the following hypotheses: 

H1e: Education will be positively associated with hard news use. 

H1f: Education will be positively associated with politcal satire viewing. 

While traditional concepts of citizenship embrace the dutiful communication 

logic, which posits that good citizens should use traditional news media to follow public 

affairs (McCombs & Poindexter, 1983; Poindexter & McCombs, 2001), alternative 

concepts of citizenship embrace the alternative communication logic, which posits that 

good citizens should not embrace “primarily one-way consumption of managed civic 

information (news and political ads)” (Bennett et al., 2011, p. 840). In other words, 

alternative concepts of citizenship argue that activities occurring in the course of 

everyday life, including interactive communication in the digital media environment, can 

also be considered political, from which people can learn democratic values (Bennett et 

al., 2011; Thorson, 2012). Research suggests that more and more people get their news 

and information from political entertainment programs, mostly late-night talk shows, 

rather than news media (Cao & Brewer, 2008; Mitchell et al., 2015). At the same time, 

the lines between news and entertainment have been blurred in the contemporary media 

environment (Baum, 2002, 2003b), with people considering entertainment as part of news 

value (Edgerly et al., 2017). Therefore, I propose the following hypotheses: 

H1g: Alternative concepts of citizenship will be negatively associated with hard 

news use. 

H1h: Alternative concepts of citizenship will be positively associated with 

political satire viewing. 
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The link between informational use of media and political participation has been 

well documented (Mcleod et al., 1996; Prior, 2007). Research also suggests that political 

satire has the potential to directly influence political participation (Cao & Brewer, 2008; 

Moy et al., 2005). Therefore, I propose the following hypothesis: 

H2a: Hard news use and political satire viewing will be positively associated with 

offline and online political participation. 

At the same time, the effects of media on political outcomes are strong but are 

largely mediated through their effects on communication behaviors (e.g., information 

seeking, interpersonal communication) (McLeod et al., 2001; Shah et al., 2005, 2007). 

For example, media consumption provides a variety of topics for political conversation 

(Delli Carpini & Williams, 1994), which highlights common issues and opportunities for 

political participation. Through this deliberative process, people elaborate on their 

thoughts and ideas of the issues and topics, while seeking information and paying 

attention to news to form their opinions (Cho et al., 2009; Eveland, 2004; Eveland et al., 

2003; Mcleod et al., 1999; Shah et al., 2007). In other words, those who engage in 

political discussion are more likely to pay attention to news to process the information 

more carefully and thoroughly and present argumentations that are more reasoned 

(McLeod et al., 2001; Shah et al., 2007).  

This process seems to hold for the effects of political satire viewing as well. Moy 

and colleagues (2005) suggested that consumption of late-night talk shows is more likely 

to facilitate interpersonal discussion about politics. Further, Lee (2012) found the 

significant mediating role of political discussion and online interaction (e.g., posting, 

discussing, forwarding) in the effects of political satire viewing on political participation. 
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Research also suggests that consumption of late-night talk shows leads to greater news 

attention (Feldman & Young, 2008). Therefore, I propose the following hypothesis: 

H2b: Hard news use and political satire viewing will be positively associated with 

news attention, political talk, and social media expression.  

The link between news use and political knowledge and efficacy has been well 

documented (Jung et al., 2011; Prior, 2007). Research also suggests that political satire 

viewing has the potential to increase political knowledge (Becker, 2014; Becker & Bode, 

2018) and internal political efficacy (Hoffman & Thomson, 2009). Therefore, I propose 

the following hypothesis: 

H2c: Hard news use and political satire viewing will be positively associated with 

political knowledge and political efficacy. 

News use increases political knowledge and efficacy (Chan, 2016; Jung et al., 

2011; Prior, 2007). Research also suggests that news attention is a better predictor of 

political learning (Chaffee & Schleuder, 1986; Martinelli & Chaffee, 1995; McLeod & 

McDonald, 1985). In addition, research has shown that political discussion, a deliberative 

reasoning process, increases cognitive political outcomes, such as political knowledge 

and efficacy, thereby facilitating political participation (Hardy & Scheufele, 2005; Jung 

et al., 2011; McLeod et al., 2001). This mediation process seems to hold for the effects of 

political satire viewing as well. Political discussion and online interaction (e.g., posting, 

discussing, forwarding) appear to significantly mediate the effects of political satire 

viewing on political participation (Lee, 2012). Therefore, I propose the following 

hypothesis: 
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H3a: News attention, political talk, and social media expression will be positively 

associated with political knowledge and political efficacy. 

Much of the research on news attention has been devoted to its influence on 

political learning (Chaffee & Schleuder, 1986; Martinelli & Chaffee, 1995; McLeod & 

McDonald, 1985), such that news attention increases political learning, through which it 

is expected to translate into political behaviors (Martinelli & Chaffee, 1995). Research 

also suggests that news attention has a direct effect on participation. Shah and colleagues 

(2005, 2007) examined the effect of hard news use on civic and political participation by 

combining measures of exposure and attention to hard news contents by medium (e.g., 

newspaper hard news use, television hard news use) and found that newspaper hard news 

use increased participation. Further, an emerging line of research suggests that the high-

choice media environment offers various ways of processing news and information (e.g., 

posting, endorsing, or reading news), and different news consumption activities yield 

different democratic outcomes (Choi, 2016; Hyun & Kim, 2015). While news posting 

was significantly, positively associated with political participation, news reading was not 

significantly associated with participation (Choi, 2016). The communication mediation 

model (Cho et al., 2009; Shah et al., 2005, 2007) and the cognitive mediation model 

(Eveland, 2001, 2004) suggest that news attention and political discussion, online and 

offline, are part of information processing, which mobilizes citizens. Therefore, I propose 

the following hypothesis: 

H3b: News attention, political talk, and social media expression will be positively 

associated with online and offline political participation. 
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Research provides substantial evidence of the mediating role of political 

knowledge and political efficacy in the effects of informational use of media on political 

participation (Chan, 2016; Hoffman & Young, 2011; Hong, 2016; Jung et al., 2011; 

McLeod et al., 2001; Prior, 2007). Also, research suggests that political satire viewing is 

positively associated with political efficacy, thereby facilitating political behaviors (J. 

Baumgartner & Morris, 2006; Hoffman & Thomson, 2009, 2009; Hoffman & Young, 

2011). Therefore, I propose the following hypothesis: 

H4: Political knowledge and political efficacy will be positively associated with 

online and offline political participation. 

Modeling mediated relationships.  Most of the earlier hypotheses imply both 

direct and indirect effects of political satire viewing and hard news use on political 

participation, online and offline. Political satire viewing, hard news use, news attention, 

political talk, social media expression, political knowledge, and political efficacy are 

expected to have direct effects on political participation, online and offline.  

The O-S-R-O-R model hypothesizes indirect effects in which the information 

processing activities (i.e., news attention, political talk, social media expression) and 

cognitive outcomes (i.e., political knowledge, political efficacy) mediate the effects of 

informational use of media on political behaviors. Therefore, I propose the following 

hypothesis: 

H5a: Hard news use and political satire viewing will increase online and offline 

political participation as mediated through news attention, political talk, or social media 

expression, and political knowledge or political efficacy.   
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Qualitative and cultural studies have long argued for democratic good of political 

satire, calling this media form an “alternative journalism” or a “new journalistic form” 

(Baym, 2005; Harrington, 2012). Therefore, I propose the following hypothesis: 

H5b: The mediating process of hard news use affecting online and offline political 

participation will be similar to the mediating process of political satire viewing affecting 

online and offline political participation.  

[Figure 1 here] 

Model 2 

The central question in this model is whether harsh satire viewing operates to 

influence online and offline political participation the same or differently through 

information processing activities (i.e., news attention, political talk, social media 

expression) and cognitive outcomes (i.e., political knowledge, political efficacy) 

compared to gentle satire viewing.  

Democrats and higher education have been shown to be associted with greater use 

of political satire (Gottfried & Anderson, 2014; Gottfried et al., 2015). Therefore, I 

propose the following hypotheses: 

H1a: Democrats will be positively associated with harsh and gentle satire 

viewing. 

H1b: Education will be positively associated with harsh and gentle satire viewing. 

While liberals and Democrats are more likely to watch late-night talk shows (Choi 

et al., 2018; Gottfried et al., 2015; Moy et al., 2005; Young & Tisinger, 2006), no 

research suggests that conservatives and Republicans actively avoid late-night talk 

shows. Therefore, I propose the following hypothesis: 
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H1c: Republicans will not be significantly associated with harsh and gentle satire 

viewing. 

Assumed knowledge of the audience about the topic covered in the show is one of 

the necessary features of political satire (Caufield, 2008; Niven et al., 2003). Also, news 

use predicts consumption of late-night talk shows (Hmielowski et al., 2011; Young & 

Tisinger, 2006). Thus, viewers of both harsh and gentle satire are expected to follow hard 

news in the first place to understand the satirical messages Therefore, I propose the 

following hypothesis: 

H1d: Hard news use will be positively associated with harsh and gentle satire 

viewing. 

Research suggests that harsh satire viewing is likely to be associated with political 

participation, while gentle satire viewing is not (Cao & Brewer, 2008; Hoffman & 

Young, 2011). Therefore, I propose the following hypotheses: 

H2a: Harsh satire viewing will be positively associated with online and offline 

political participation. 

H2b: Gentle satire viewing will not be significantly associated with online and 

offline political participation. 

At the same time, the effects of media on political outcomes are strong but are 

largely mediated through their effects on communication behaviors (e.g., information 

seeking, interpersonal communication) (McLeod et al., 2001; Shah et al., 2005, 2007). 

This process seems to hold for the effects of political satire viewing as well. Moy and 

colleagues (2005) suggested that consumption of late-night talk shows is more likely to 

facilitate interpersonal discussion about politics, and Lee (2012) found significant 
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mediating roles of political discussion and online interaction (e.g., posting, discussing, 

forwarding) in the effects of political satire viewing on political participation. Research 

also suggests that consumption of late-night talk shows leads to greater news attention 

(Feldman & Young, 2008). Even though the two different types of satire use different 

satirical tones, they are expected to share the same goal, which is to educate and entertain 

viewers by making jokes about news, government and politics (Holbert et al., 2011). 

Therefore, I propose the following hypothesis: 

H2c: Harsh and gentle satire viewing will be positively associated with news 

attention, political talk, and social media expression. 

Research suggests that harsh satire viewing is likely to increase political 

knowledge and political efficacy, while gentle satire viewing is not (Becker & Bode, 

2018; Hardy et al., 2014; Hoffman & Young, 2011). Therefore, I propose the following 

hypotheses: 

H2d: Harsh satire viewing will be positively associated with political knowledge 

and political efficacy. 

H2e: Gentle satire viewing will not be significantly associated with political 

knowledge and political efficacy. 

News use increases political knowledge and efficacy (Chan, 2016; Jung et al., 

2011; Prior, 2007). Research also suggests that news attention is a better predictor of 

political learning (Chaffee & Schleuder, 1986; Martinelli & Chaffee, 1995; McLeod & 

McDonald, 1985). In addition, research has shown that political discussion, a deliberative 

reasoning process, increases cognitive political outcomes, such as political knowledge 

and efficacy, thereby facilitating political participation (Hardy & Scheufele, 2005; Jung 
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et al., 2011; McLeod et al., 2001). This mediation process seems to hold for the effects of 

political satire viewing as well. Political discussion and online interaction (e.g., posting, 

discussing, forwarding) appear to significantly mediate the effects of political satire 

viewing on political participation (Lee, 2012). Therefore, I propose the following 

hypothesis: 

H3a: News attention, political talk, and social media expression will be positively 

associated with political knowledge and political efficacy. 

Much of the research on news attention has been devoted to its influence on 

political learning (Chaffee & Schleuder, 1986; Martinelli & Chaffee, 1995; McLeod & 

McDonald, 1985), such that news attention increases political learning, through which it 

is expected to translate into political behaviors (Martinelli & Chaffee, 1995). Research 

also suggests that news attention has a direct effect on participation. Shah and colleagues 

(2005, 2007) examined the effect of hard news use on civic and political participation by 

combining measures of exposure and attention to hard news contents by medium (e.g., 

newspaper hard news use, television hard news use) and found that newspaper hard news 

use increased participation. Further, an emerging line of research suggests that the high-

choice media environment offers various ways of processing news and information (e.g., 

posting, endorsing, or reading news), and different news consumption activities yield 

different democratic outcomes (Choi, 2016; Hyun & Kim, 2015). While news posting 

was significantly, positively associated with political participation, news reading was not 

significantly associated with participation (Choi, 2016). The communication mediation 

model (Cho et al., 2009; Shah et al., 2005, 2007) and the cognitive mediation model 

(Eveland, 2001, 2004) suggest that news attention and political discussion, online and 
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offline, are part of information processing, which mobilizes citizens. Therefore, I propose 

the following hypothesis: 

H3b: News attention, political talk, and social media expression will be positively 

associated with online and offline political participation. 

Research provides substantial evidence of the mediating role of political 

knowledge and political efficacy in the effects of informational use of media on political 

participation (Chan, 2016; Hoffman & Young, 2011, 2011; Hong, 2016; Jung et al., 

2011; McLeod et al., 2001; Prior, 2007). Therefore, I propose the following hypothesis: 

H4: Political knowledge and political efficacy will be positively associated with 

online and offline political participation. 

Modeling mediated relationships.  Most of the earlier hypotheses imply both 

direct and indirect effects of harsh and gentle satire viewing on political participation, 

online and offline. Harsh satire viewing, gentle satire viewing, news attention, political 

talk, social media expression, political knowledge, and political efficacy are expected to 

have direct effects on political participation, online and offline.  

The O-S-R-O-R model hypothesizes indirect effects in which the information 

processing activities (i.e., news attention, political talk, social media expression) and 

cognitive outcomes (i.e., political knowledge, political efficacy) mediate the effects of 

informational use of media on political behaviors. Therefore, I propose the following 

hypothesis: 

H5: Harsh and gentle satire viewing will increase online and offline political 

participation as mediated through news attention, political talk, or social media 

expression, and political knowledge or political efficacy.  
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[Figure 3 here] 

Model 3 

The central question in this model is whether self-viewing of political satire 

operates to influence online and offline political participation the same or differently 

through information processing activities (i.e., news attention, political talk, social media 

expression) and cognitive outcomes (i.e., political knowledge, political efficacy) 

compared to curated viewing of political satire.  

Democrats and higher education have been shown to be associted with greater use 

of political satire (Gottfried & Anderson, 2014; Gottfried et al., 2015). Therefore, I 

propose the following hypotheses: 

H1a: Democrats will be positively associated with self-viewing and curated 

viewing of politcal satire. 

H1b: Education will be positively associated with self-viewing and curated 

viewing of politcal satire. 

While liberals and Democrats are more likely to watch late-night talk shows (Choi 

et al., 2018; Gottfried et al., 2015; Moy et al., 2005; Young & Tisinger, 2006), no 

research suggests that conservatives and Republicans actively avoid late-night talk 

shows. Therefore, I propose the following hypothesis: 

H1c: Republicans will not be significantly associated with self-viewing and 

curated viewing of political satire. 

Assumed knowledge of the audience about the topic covered in the show is one of 

the necessary features of political satire (Caufield, 2008; Niven et al., 2003). Also, news 

use predicts consumption of late-night talk shows (Hmielowski et al., 2011; Young & 
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Tisinger, 2006). Thus, those who watch late-night talk shows on television or in the 

social media environment are expected to follow hard news in the first place to 

understand the satirical messages. Therefore, I propose the following hypothesis: 

H1d: Hard news use will be positively associated with self-viewing and curated 

viewing of political satire. 

Research suggests that socially curated media consumption in the networked 

media environment is likely to mobilize voters, while personally curated media 

consumption is not or is even negatively associated with political participation (Andersen 

et al., 2016; Dimitrova et al., 2014; Moeller et al., 2014). Self-viewing of political satire 

belongs to personally curated media consumption based on one’s motivation. On the 

other hand, curated viewing of political satire belongs to socially curated media 

consumption based on increased motivation to watch the program as it is recommended 

by others in the social media environment. Therefore, I propose the following 

hypotheses: 

H2a: Curated viewing of political satire will be positively associated with online 

and offline political participation. 

H2b: Self-viewing of political satire will be negatively associated with online and 

offline political participation. 

At the same time, the effects of media on political outcomes are strong but are 

largely mediated through their effects on communication behaviors (e.g., information 

seeking, interpersonal communication) (McLeod et al., 2001; Shah et al., 2005, 2007). 

This process seems to hold for the effects of political satire viewing as well. Moy and 

colleagues (2005) suggested that consumption of late-night talk shows is more likely to 
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facilitate interpersonal discussion about politics. Further, Lee (2012) found that political 

discussion and online interaction (e.g., posting, discussing, forwarding) mediate the 

effects of political satire viewing on political participation. Research also suggests that 

consumption of late-night talk shows leads to greater news attention (Feldman & Young, 

2008). Therefore, I propose the following hypothesis: 

H2c: Self-viewing and curated viewing of political satire will be positively 

associated with news attention, political talk, and social media expression. 

Socially curated media contents in the networked media environment are more 

likely to be consumed compared to media contents curated by news media, since they 

come from whom users trust, such as family and friends (Bode, 2012; Rosenstiel et al., 

2017; Villi, 2012). This high level of trust and intimacy users assign to the socially 

curated media messages may be more effective in increasing attention to news and 

facilitating political discourse, online and offline, on the topics or issues presented in the 

show. Therefore, I propose the following hypothesis: 

H2d: Curated viewing of political satire will have a greater effect on news 

attention, political talk, and social media expression than self-viewing of political satire. 

Existing literature on political satire has shown that consumption of political 

satire itself is likely to increase political knowledge and political efficacy, thereby 

facilitating political participation (Becker & Bode, 2018; Hardy et al., 2014; Hoffman & 

Thomson, 2009). Therefore, I propose the following hypothesis: 

H2e: Self-viewing and curated viewing of political satire will be positively 

associated with political knowledge and political efficacy.  
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At the same time, research suggests that consumption of socially curated media 

consumption in the networked media environment increases incidental exposure to 

political information and hence improves one’s knowledge of political affairs, thereby 

facilitating participation in political and civic life (Boulianne, 2015; DeSilver, 2014; 

Grieco, 2017; Kim et al., 2013). Also, the exposure to the socially curated media contents 

enhances one’s confidence in understanding politics, thereby increasing political 

participation (Chan, 2016; Hong, 2016). Therefore, I propose the following hypothesis: 

H2f: Curated viewing of political satire will have a greater effect on political 

knowledge and political efficacy than self-viewing of political satire. 

News use increases political knowledge and efficacy (Chan, 2016; Jung et al., 

2011; Prior, 2007). Research also suggests that news attention is a better predictor of 

political learning (Chaffee & Schleuder, 1986; Martinelli & Chaffee, 1995; McLeod & 

McDonald, 1985). In addition, research has shown that political discussion, a deliberative 

reasoning process, increases cognitive political outcomes, such as political knowledge 

and efficacy, thereby facilitating political participation (Hardy & Scheufele, 2005; Jung 

et al., 2011; McLeod et al., 2001). This mediation process seems to hold for the effects of 

political satire viewing as well. Political discussion and online interaction (e.g., posting, 

discussing, forwarding) appear to significantly mediate the effects of political satire 

viewing on political participation (Lee, 2012). Therefore, I propose the following 

hypothesis: 

H3a: News attention, political talk, and social media expression will be positively 

associated with political knowledge and political efficacy. 
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Much of the research on news attention has been devoted to its influence on 

political learning (Chaffee & Schleuder, 1986; Martinelli & Chaffee, 1995; McLeod & 

McDonald, 1985), such that news attention increases political learning, through which it 

is expected to translate into political behaviors (Martinelli & Chaffee, 1995). Research 

also suggests that news attention has a direct effect on participation. Shah and colleagues 

(2005, 2007) examined the effect of hard news use on civic and political participation by 

combining measures of exposure and attention to hard news contents by medium (e.g., 

newspaper hard news use, television hard news use) and found that newspaper hard news 

use increased participation. Further, an emerging line of research suggests that the high-

choice media environment offers various ways of processing news and information (e.g., 

posting, endorsing, or reading news), and different news consumption activities yield 

different democratic outcomes (Choi, 2016; Hyun & Kim, 2015). While news posting 

was significantly, positively associated with political participation, news reading was not 

significantly associated with participation (Choi, 2016). The communication mediation 

model (Cho et al., 2009; Shah et al., 2005, 2007) and the cognitive mediation model 

(Eveland, 2001, 2004) suggest that news attention and political discussion, online and 

offline, are part of information processing, which mobilizes citizens. Therefore, I propose 

the following hypothesis: 

H3b: News attention, political talk, and social media expression will be positively 

associated with online and offline political participation. 

Research provides substantial evidence of the mediating role of political 

knowledge and political efficacy in the effects of informational use of media on political 
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participation (Chan, 2016; Hoffman & Young, 2011; Hong, 2016; Jung et al., 2011; 

McLeod et al., 2001; Prior, 2007). Therefore, I propose the following hypothesis: 

H4: Political knowledge and political efficacy will be positively associated with 

online and offline political participation. 

Modeling mediated relationships.  Most of the earlier hypotheses imply both 

direct and indirect effects of self-viewing and curated viewing of political satire on 

political participation, online and offline. Self-viewing, curated viewing, news attention, 

political talk, social media expression, political knowledge, and political efficacy are 

expected to have direct effects on political participation, online and offline.  

The O-S-R-O-R model hypothesizes indirect effects in which the information 

processing activities (i.e., news attention, political talk, social media expression) and 

cognitive outcomes (i.e., political knowledge, political efficacy) mediate the effects of 

informational use of media on political behaviors. Therefore, I propose the following 

hypothesis: 

H5a: Self-viewing and curated viewing of political satire will increase online and 

offline political participation as mediated through news attention, political talk, or social 

media expression, and political knowledge or political efficacy. 

At the same time, given that socially curated media consumption in the networked 

media environment is more likely to mobilize its viewers, while personally curated media 

consumption is not or is even negatively associated with political participation (Andersen 

et al., 2016; Dimitrova et al., 2014; Moeller et al., 2014), it is expected that consumption 

of socially curated late-night talk show segments would be more effective in facilitating 
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political participation than consumption of personally curated late-night talk show 

segments. Therefore, I propose the following hypothesis: 

H5b: Curated viewing of political satire will have a greater effect on online and 

offline political participation as mediated through news attention, political talk, or social 

media expression, and political knowledge or political efficacy than self-viewing of 

political satire. 

[Figure 5 here]  
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Chapter 4: Research Method 
 

 

 

 Based on the O-S-R-O-R framework, this study examines the effects of political 

satire viewing on participation by proposing structural relationships in which audience 

factors (i.e., Democrats, Republicans, education, alternative concepts of citizenship, hard 

news use) serve as background orientations; distinct forms of political satire viewing (i.e. 

political satire viewing in general vs. hard news use, harsh satire viewing vs. gentle satire 

viewing, self-viewing vs. curated viewing) as stimuli; news attention, political talk, and 

social media expression as reasoning processes; political knowledge and political efficacy 

as outcome orientations; and political participation, online and offline, as responses in 

three different models (i.e., Model 1, Model 2, Model 3). Simply put, this study examines 

the roles of information processing activities (i.e., news attention, political talk, social 

media expression) and cognitive outcomes (i.e., political knowledge, political efficacy) in 

mediating the effects of political satire viewing on participation.  

 All three models contain the same reasoning processes (i.e., news attention, 

political talk, social media expression), outcome orientations (i.e., political knowledge, 

political efficacy), and responses (offline and online political participation). However, 

each model uses a different set of stimuli (i.e. political satire viewing in general vs. hard 

news use; harsh satire viewing vs. gentle satire viewing; self-viewing vs. curated 

viewing) depending on the focus of the inquiry. Model 1 includes a total of 573 

participants who watched or did not watch late-night talk shows. Since Model 1 compares 

the route through which hard news use influences political participation as mediated 

through information processing activities and cognitive outcomes to the route that goes 
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through political satire viewing instead, this model has Democrats, Republicans, 

education, and alternative concepts of citizenship as background orientation variables. 

Model 2 and Model 3 include a total of 315 participants who watched late-night talk 

shows. Since these models examine the link between hard news use and different types of 

political satire viewing and its fluence on participation as mediated through the same 

information processing activities and cognitive outcomes, they have Democrats, 

Republicans, education, and hard news use as background orientation variables instead.  

 I used parcels of items for some of the latent variables (i.e., hard news, political 

satire, harsh satire, gentle satire, curated viewing of political satire, political talk). 

Parceling is an analytic tool to bring the manifest information into the latent space and 

optimize the representation of the latent variable (Little, Rhemtulla, Gibson, & 

Schoemann, 2013). Parcels are “aggregate-level [indicators] comprised of the sum (or 

average) of two or more items, responses, or behaviors” (Little, Cunningham, Shahar, & 

Widaman, 2002, p. 152). Parceling reduces parameter estimates, improves identification 

of the latent variable, and increases measurement reliability (Kline, 2011; Little et al., 

2002). Employing a balancing approach, I made the parceling decisions based on 

loadings (Little et al., 2002, 2013). Specifically, I used the three items with the highest 

loadings to anchor the three parcels first. I paired the highest loaded item from the anchor 

items with the lowest loaded item. The next highest item and next lowest item were 

paired to form the second parcel. The third highest and third lowest were paired in the 

third parcel. This basic procedure continued by placing lower loaded items with higher 

loaded parcels. 

Procedure  
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A survey questionnaire was created using Qualtrics. Subjects (N=573) were 

recruited via Amazon’s Mechanical Turk (MTurk) and completed this survey with a 

payment of $1.00. I set the location such that only people living in the United States 

could participate. In order to achieve high quality data collections with MTurk (Lowry, 

D’Arcy, Hammer, & Moody, 2016), respondents had at least a 90% approval rating. All 

data were collected on February 1, 2017. The expected time of survey completion was 30 

minutes to one hour, and the mean elapsed time was 17 minutes and the median elapsed 

time was 15 minutes. After screening out participants who (a) had missing data, (b) spent 

less than 7 minutes to complete the survey, or (c) was 80 years old or older, it resulted in 

a total of 573 participants in the analysis. Research suggests that MTurk respondents are 

not quite different from those on other survey platforms (Huff & Tingley, 2015), and the 

data obtained via MTurk are at least as reliable as those obtained through conventional 

methods (Buhrmester, Kwang, & Gosling, 2011; Steelman, Hammer, & Limayem, 2014). 

MTurk is also considered to be more representative of the general population (Lowry et 

al., 2016).  

Once participants agreed to participate, they were presented with questions about 

their general media use, late-night talk show viewing, perception of news and citizenship, 

news attention, political talk, social media expression, political participation, political 

efficacy, and political knowledge, followed by demographic questions.  

Model 1 

 Overview.  Model 1 examines if and how political satire mobilizes its viewers in 

the place of or in addition to hard news. This model proposes structural relationships in 

which audience factors (i.e., Democrats, Republicans, education, alternative concepts of 
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citizenship) serve as background orientations; political satire viewing in general and hard 

news use as stimuli; news attention, political talk, and social media expression as 

reasoning processes; political knowledge and political efficacy as outcome orientations; 

and political participation, online and offline, as responses.  

Participants. Respondents ranged in age from 18 to 74 (M = 37.25, SD = 11.91). 

A slight majority self-identified as female (N = 308, 54%), and most were white (N = 

441, 77%) compared to African American (N = 45, 8%), Asian (N = 30, 5%), or 

Hispanic/Latinx (N = 23, 4%). Many reported having completed a bachelor’s degree (N = 

214, 37%) or a postgraduate degree (N = 93, 16%). Consistent with the national trend of 

party identification, respondents were more likely to identify as Democrat or Democrat 

leaning (N = 259, 45%) than Republican or Republican leaning (N = 157, 27%). Twenty-

seven percent of the respondents identified as independent (N = 155). Two participants 

opted not to provide their age, gender, education level and partisanship. 

Measures.  

Education. This variable was created as an indicator variable by coding 1 if the 

respondent has a college degree or beyond and 0 if not (68% College degree or beyond). 

Alternative Concepts of Citizenship. Participants responded to two items on a 1 

to 7 agreement scale (1 = strongly disagree and 7 = strongly agree): “News is a dominant 

source of political information and a good citizen should follow news to be informed of 

public and civic affairs (reversed)” and “Citizens should be informed about public and 

civic affairs by following news media (reversed)” (M = 2.50, SD = 1.17, r = .619**). 

Hard News Use. Use of specific traditional news media was measured. 

Participants were asked how many days in the past week (0-7) they read or watched (a) 



105 

 

The printed version of The New York Times; (b) The New York Times online; (c) The 

printed version of The Wall Street Journal; (d) The Wall Street Journal online; (e) The 

printed version of The Washington Post; (f) The Washington Post online; (g) NBC 

Nightly News with Lester Holt on television; (h) NBC Nightly News with Lester Holt 

online; (i) ABC World News Tonight with David Muir on television; (j) ABC World News 

Tonight with David Muir online; (k) CBS Evening News with Scott Pelley on television; 

(l) CBS Evening News with Scott Pelley online; (m) PBS NewsHour on television; and (n) 

PBS NewsHour online (M = 76, SD = .99, α = .90).  

Political Satire Viewing. To achieve a reasonably complete estimate of what 

programs respondents were watching, use of specific programs was measured. 

Participants were asked on a 5-point scale (0 = never and 4 = a great deal) how often 

they tended to watch the following late-night talk shows during the past 12 months: (a) 

The Tonight Show Starring Jimmy Fallon; (b) Late Show with Stephen Colbert; (c) Jimmy 

Kimmel Live; (d) Late Night with Seth Meyers; (e) Late Late Show with James Corden; 

(f) Last Call with Carson Daly; (g) The Daily Show with Trevor Noah; (h) Conan; (i) 

Saturday Night Live; (j) Last Week Tonight with John Oliver; and (k) Full Frontal with 

Samantha Bee (M = .71, SD = .81, α = .91).  

News Attention. Participants were asked to respond, on a 7-point scale (1 = very 

little attention and 7 = very close attention), to three items borrowed from Shah and 

colleagues (2007). I asked how much attention in the past week they paid to (a) 

“newspaper stories about state and national politics?”; (b) “television news stories about 
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state and national politics?”; and (c) “online news stories about state and national 

politics?” (M = 4.59, SD = 1.50, α = .61). 

Political Talk. Participants were asked to respond to 11 items borrowed from 

Jung and colleagues (2011) on a 5-point scale (0 = never and 4 = a great deal). I asked 

respondents how often during the past 12 months they talked about politics with (a) 

“friends and family”; (b) “coworkers and acquaintances”; (c) “strangers”; (d) “people 

who agree with me”; (e) “people who disagree with me”; (f) “people who are more 

knowledgeable about politics than I am”; (g) “people who are less knowledgeable about 

politics than I am”; (h) “people outside my family who do not share my ethnicity, 

socioeconomic status, or gender”; (i) “people who back up their arguments with 

evidence”; (j) “people who are unreasonable and illogical when stating their point of 

view”; and (k) “people who propose alternatives or policies for problem solving” (M = 

1.88, SD = .69, α = .87).  

Social Media Expression. Participants were asked to respond to three items 

adapted from Jung and colleagues (2011) on a 5-point scale (0 = never and 4 = a great 

deal). I asked respondents how often during the past 12 months they did (a) “post or 

share comments or opinions about current political events and public affairs on social 

media (e.g., Facebook, Twitter, YouTube)?”; (b) “post or share videos about current 

political events and public affairs on social media (e.g., Facebook, Twitter, YouTube)?”; 

and (c) “post or share articles about current political events and public affairs on social 

media (e.g., Facebook, Twitter, YouTube)?” (M = 1.31, SD = 1.22, α = .93). 
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Political Knowledge. Participants were asked to answer the following 11 

questions regarding the biographies and issue positions of presidential candidates and 

civic knowledge adapted from Young (2004): (a) “Which of these served as a Secretary 

of State?”; (b) “Which of these was born in New York City and graduated from New 

York Military Academy?”; (c) “Who says global warming and climate change are a 

hoax?”; (d) “Who cast doubt on Russia’s hacking role and praised Russian President 

Vladimir Putin during the presidential campaign?”; (e) “Who initiated the vote recount 

efforts in Michigan, Wisconsin, and Pennsylvania after the presidential election?”; (f) 

“Which political party has a majority in the U.S. House of Representatives?”; (g) “Whose 

responsibility is it to nominate judges to the Federal Courts?”; (h) “How much of a 

majority is needed for the U.S. Senate and House to override a presidential veto?”; (i) 

“What job is currently held by Paul Ryan?”; (j) “Who has the final responsibility to 

decide if a law is constitutional or not?”; and (k) “In which institution does a presidential 

candidate have to get a majority votes to win the election?” Respondents were given 15 

seconds to answer each question. Correct answers were coded as 1 and then were 

summed to create an overall knowledge score, with a score of 11 representing those most 

knowledgeable and 0 the least (M = 8.57, SD = 2.14, α = .70).  

Political Efficacy. Participants responded to three items borrowed from Park 

(2015) on a 1 to 7 agreement scale (1 = strongly disagree and 7 = strongly agree): (a) “I 

consider myself to be well qualified to participate in politics”; (b) “I feel that I have a 

pretty good understanding of the important political issues facing our country”; and (c) “I 

think that I am as much informed about politics and government as most people” (M = 

5.22, SD = 1.20, α = .86). 
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Offline Political Participation. Participants were asked to respond to 10 items 

adapted from Jung and colleagues (2011) on a yes/no basis. I asked if, during the past 12 

months, they did: (a) “speak to a public official in person?”; (b) “call or send a letter to an 

elected public official?”; (c) “participate in any demonstrations, protests, or marches?”; 

(d) “attend a political meeting, rally, or speech?”; (e) “encourage someone to vote?”; (f) 

“wear a campaign button or T-shirt?”; (g) “display a campaign bumper sticker or yard 

sign?”; (h) “work for a political party or candidate?”; (i) “get involved in political action 

groups, political clubs, or party committees?”; and (j) “participate in groups that took any 

local action for social or political reform?” Each participation was coded as 1 and then 

was summed to create an overall offline participation score, with a score of 10 

representing those most politically active offline and 0 the least (M = 1.93, SD = 2.20, α

= .82). 

Online Political Participation. Participants were asked to respond to five items 

adapted from Jung and colleagues (2011) on a yes/no basis. I asked if, during the past 12 

months, they did: (a) “send e-mails to politicians?”; (b) “visit a campaign or candidate 

advocacy website?”; (c) “make contributions to a political campaign online?”;  (d) 

“subscribe to a political listserv?”; and (e) “sign up online to volunteer for the activities 

of political parties?” Each participation was coded as 1 and then was summed to create an 

overall online participation score, with a score of 5 representing those most politically 

active online and 0 the least (M = 1.04, SD = 1.29, α = .71). 

Control Variables. Age, gender, race and political interest were included as 

covariates. Age was measured with a single item asking respondents of their age (M = 
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37.25, SD = 11.91). Gender was measured with one item asking participants their 

biological sex (54% Female). Race was measured by asking respondents their race. They 

were instructed to select all that apply. I coded participants who selected “White” only as 

White (77% White). Political interest was assessed by asking participants how much 

interested they are in (a) “the presidential election”; (b) “elections for officials in your 

state”; and (c) “political news (non-election related).” Response options ranged from not 

at all interested (0) to extremely interested (4). Scores of the three items were averaged 

(M = 2.65, SD = .92, α = .82). 

Model 2 

Overview.  Model 2 is concerned about whether and how similarly or differently 

harsh satire viewing and gentle satire viewing influence political participation. This 

model proposes structural relationships in which audience factors (i.e., Democrats, 

Republicans, education, hard news use) serve as background orientations; harsh satire 

viewing and gentle satire viewing as stimuli; news attention, political talk, and social 

media expression as reasoning processes; political knowledge and political efficacy as 

outcome orientations; and political participation, online and offline, as responses.  

Participants. This model includes the responses of 315 participants who 

answered they watched late-night talk shows. Respondents ranged in age from 19 to 72 

(M = 36.37, SD = 11.71). A slight majority identified as female (N = 169, 54%), and most 

were white (N = 242, 77%) compared to African American (N = 25, 8%), Asian (N = 21, 

7%), or Hispanic/Latinx (N = 12, 4%). Many reported having completed a bachelor’s 

degree (N = 106, 34%) or a postgraduate degree (N = 54, 17%). Consistent with the 

national trend of party identification, respondents were more likely to identify as 
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Democrat or Democrat leaning (N = 160, 51%) than Republican or Republican leaning (N 

= 73, 23%). Twenty-six percent of the respondents identified as independent (N = 81). 

One participant did not provide his or her age, race, gender, education level, and 

partisanship. 

Measures. In Model 2, I used two distinct types of satire: harsh satire and gentle 

satire. Research has shown that satirical television programs are not created equal and 

satirical message type matters in the persuasive effects of political satire (Holbert et al., 

2011). The Tonight Show with Jay Leno and Late Show with David Letterman are 

different from The Daily Show in terms of political content, message level and satirical 

tone, which results in different effects on political outcomes (Cao & Brewer, 2008; 

Hoffman & Young, 2011). I ran a factor analysis to identify these two distinct types of 

satire (see Table 1). I used Late Show with Stephen Colbert as an anchor for the harsh 

satire group since Holbert et al. (2011) described Stephen Colbert’s harsh and bitter 

humor as a good example of harsh or juvenalian satire.  

Education. This variable was created as an indicator variable by coding 1 if the 

respondent has a college degree or beyond and 0 if not (70% College degree or beyond). 

Hard News Use. Participants were asked how many days in the past week (0-7) 

they read or watched (a) The printed version of The New York Times; (b) The New York 

Times online; (c) The printed version of The Wall Street Journal; (d) The Wall Street 

Journal online; (e) The printed version of The Washington Post; (f) The Washington Post 

online; (g) NBC Nightly News with Lester Holt on television; (h) NBC Nightly News with 

Lester Holt online; (i) ABC World News Tonight with David Muir on television; (j) ABC 

World News Tonight with David Muir online; (k) CBS Evening News with Scott Pelley on 
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television; (l) CBS Evening News with Scott Pelley online; (m) PBS NewsHour on 

television; and (n) PBS NewsHour online. Responses were averaged to create an overall 

hard news use score (M = .97, SD = 1.13, α = .91). 

Harsh Satire Viewing. Participants were asked on a 5-point scale (0=never and 

4=a great deal) how often they tended to watch the following late-night talk shows 

during the past 12 months: (a) “Late Show with Stephen Colbert”; (b) “The Daily Show 

with Trevor Noah”; (c) “Last Week Tonight with John Oliver”; and (d) “Full Frontal with 

Samantha Bee” (M = 1.25, SD = .97, α = .73).  

Gentle Satire Viewing. Participants were asked on a 5-point scale (0=never and 

4=a great deal) how often they tended to watch the following late-night talk shows 

during the past 12 months: (a) “The Tonight Show Starring Jimmy Fallon”; (b) “Jimmy 

Kimmel Live”; (c) “Late Night with Seth Meyers”; (d) “Late Late Show with James 

Corden”; (e) “Last Call with Carson Daly”; (f) “Conan”; and (g) “Saturday Night Live” 

(M = 1.31, S D= .73, α = .78).  

News Attention. Participants were asked to respond, on a 7-point scale (1 = very 

little attention and 7 = very close attention), to three items borrowed from Shah and 

colleagues (2007). I asked how much attention in the past week they paid to (a) 

“newspaper stories about state and national politics?”; (b) “television news stories about 

state and national politics?”; and (c) “online news stories about state and national 

politics?” (M = 4.84, SD = 1.40, α = .62). 
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Political Talk. Participants were asked to respond to 11 items borrowed from 

Jung and colleagues (2011) on a 5-point scale (0 = never and 4 = a great deal). I asked 

respondents how often during the past 12 months they talked about politics with (a) 

“friends and family”; (b) “coworkers and acquaintances”; (c) “strangers”; (d) “people 

who agree with me”; (e) “people who disagree with me”; (f) “people who are more 

knowledgeable about politics than I am”; (g) “people who are less knowledgeable about 

politics than I am”; (h) “people outside my family who do not share my ethnicity, 

socioeconomic status, or gender”; (i) “people who back up their arguments with 

evidence”; (j) “people who are unreasonable and illogical when stating their point of 

view”; and (k) “people who propose alternatives or policies for problem solving” (M = 

1.94, SD = .69, α = .87).  

Social Media Expression. Participants were asked to respond to three items 

adapted from Jung and colleagues (2011) on a 5-point scale (0 = never and 4 = a great 

deal). I asked respondents how often during the past 12 months they did (a) “post or 

share comments or opinions about current political events and public affairs on social 

media (e.g., Facebook, Twitter, YouTube)?”; (b) “post or share videos about current 

political events and public affairs on social media (e.g., Facebook, Twitter, YouTube)?”; 

and (c) “post or share articles about current political events and public affairs on social 

media (e.g., Facebook, Twitter, YouTube)?” (M = 1.39, SD = 1.22, α = .93). 

Political Knowledge. Participants were asked to answer the following 11 

questions regarding the biographies and issue positions of presidential candidates and 

civic knowledge adapted from Young (2004): (a) “Which of these served as a Secretary 
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of State?”; (b) “Which of these was born in New York City and graduated from New 

York Military Academy?”; (c) “Who says global warming and climate change are a 

hoax?”; (d) “Who cast doubt on Russia’s hacking role and praised Russian President 

Vladimir Putin during the presidential campaign?”; (e) “Who initiated the vote recount 

efforts in Michigan, Wisconsin, and Pennsylvania after the presidential election?”; (f) 

“Which political party has a majority in the U.S. House of Representatives?”; (g) “Whose 

responsibility is it to nominate judges to the Federal Courts?”; (h) “How much of a 

majority is needed for the U.S. Senate and House to override a presidential veto?”; (i) 

“What job is currently held by Paul Ryan?”; (j) “Who has the final responsibility to 

decide if a law is constitutional or not?”; and (k) “In which institution does a presidential 

candidate have to get a majority votes to win the election?” Correct answers were coded 

as 1 and then were summed to create an overall knowledge score, with a score of 11 

representing those most knowledgeable and 0 the least (M = 8.43, SD = 2.15, α = .68).  

Political Efficacy. Participants responded to three items borrowed from Park 

(2015) on a 1 to 7 agreement scale (1 = strongly disagree and 7 = strongly agree): (a) “I 

consider myself to be well qualified to participate in politics”; (b) “I feel that I have a 

pretty good understanding of the important political issues facing our country”; and (c) “I 

think that I am as much informed about politics and government as most people” (M = 

5.21, SD = 1.16, α = .83). 

Offline Political Participation. Participants were asked to respond to 10 items 

adapted from Jung and colleagues (2011) on a yes/no basis. I asked if, during the past 12 

months, they did: (a) “speak to a public official in person?”; (b) “call or send a letter to an 
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elected public official?”; (c) “participate in any demonstrations, protests, or marches?”; 

(d) “attend a political meeting, rally, or speech?”; (e) “encourage someone to vote?”; (f) 

“wear a campaign button or T-shirt?”; (g) “display a campaign bumper sticker or yard 

sign?”; (h) “work for a political party or candidate?”; (i) “get involved in political action 

groups, political clubs, or party committees?”; and (j) “participate in groups that took any 

local action for social or political reform?” Each participation was coded as 1 and then 

was summed to create an overall offline participation score, with a score of 10 

representing those most politically active offline and 0 the least (M = 2.24, SD = 2.37, α

= .83). 

Online Political Participation. Participants were asked to respond to five items 

adapted from Jung and colleagues (2011) on a yes/no basis. I asked if, during the past 12 

months, they did: (a) “send e-mails to politicians?”; (b) “visit a campaign or candidate 

advocacy website?”; (c) “make contributions to a political campaign online?”;  (d) 

“subscribe to a political listserv?”; and (e) “sign up online to volunteer for the activities 

of political parties?” Each participation was coded as 1 and then was summed to create an 

overall online participation score, with a score of 5 representing those most politically 

active online and 0 the least (M = 1.14, SD = 1.34, α = .71). 

Control Variables. Age, gender, race and political interest were included as 

covariates. Age was measured with a single item asking respondents of their age (M = 

36.37, SD = 11.71). Gender was measured with one item asking participants their 

biological sex (54% Female). Race was measured by asking respondents their race. They 

were instructed to select all that apply. I coded participants who selected “White” only as 
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White (77% White). Political interest was assessed by asking participants how much 

interested they are in (a) “the presidential election”; (b) “elections for officials in your 

state”; and (c) “political news (non-election related).” Response options ranged from not 

at all interested (0) to extremely interested (4). Scores of the three items were averaged 

(M = 2.74, SD = .87, α = .81). 

Model 3 

Overview. Model 3 is concerned about whether and how similarly or differently 

self-viewing and curated viewing of political satire influence political participation. This 

model proposes structural relationships in which audience factors (i.e., Democrats, 

Republicans, education, hard news use) serve as background orientations; self-viewing 

and curated viewing as stimuli; news attention, political talk, and social media expression 

as reasoning processes; political knowledge and political efficacy as outcome 

orientations; and political participation, online and offline, as responses. 

Participants. Same as Model 2. 

Measures. In Model 3, I used two distinct types of political satire viewing: self-

viewing and curated viewing. Research has shown that the networked media environment 

provides different meida experiences than the traditional media environment, thereby 

resulting in different democratic outcomes (Andersen et al., 2016; Dimitrova et al., 2014; 

Moeller et al., 2014). People actively curate media contents on social media, by filtering, 

reshaping, and reframing the contents with personal evaluations and social significance 

(Hermida et al., 2012). And the socially curated media contents are actively consumed 

(Domingo et al., 2008; Rosenstiel et al., 2017; Villi, 2012), which influences political 

attitudes and behaviors (Bode, 2012; Bond et al., 2012; Hong, 2016). Therefore, self-
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viewing is defined as a media consumption activity that is directed, driven, and guided by 

one’s motivation and operationalized as watching late-night talk shows on television. On 

the other hand, curated viewing is defined as a media consumption activity that is 

directed, driven, and guided by others’ comments or recommendations in the digital 

media environment and operationalized as watching late-night talk shows on social media 

platforms or via the digital media environment through others’ comments or 

recommendations. 

Education. Same as Model 2. 

Hard News Use. Same as Model 2. 

Self-viewing of Political Satire. Participants were asked to respond to the 

following one item on a 5-point scale (0 = never and 4 = a great deal): “About how often 

during the past 12 months did you watch late-night talk shows on television (live or 

recorded)?” (M=2.30, SD=1.20). 

Curated Viewing of Political Satire. Participants were asked on a 5-point scale (0 

= never and 4 = a great deal) that about how often during the past 12 months they 

watched late-night talk shows (a) “on Facebook”; (b) “on Twitter”; (c) “on YouTube”; 

(d) “after hearing about it via email”; (e) “after hearing about it via instant messaging”; 

and (f) “when you were guided to them by news sources like the Wall Street Journal, 

ABC news, and your local newspapers, or other news media online (e.g., Politico, 

Huffington Post)” (M = 1.14, SD = .73, α = .74).  

News Attention. Same as Model 2. 

Political Talk. Same as Model 2.  

Social Media Expression. Same as Model 2. 
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Political Knowledge. Same as Model 2.  

Political Efficacy. Same as Model 2. 

Offline Political Participation. Same as Model 2. 

Online Political Participation. Same as Model 2. 

Control Variables. Same as Model 2. 
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Chapter 5: Results 
 

 

 

Analysis 1 

Preliminary correlation analyses showed positive correlations between hard news 

use and all the key variables included in the analyses except for Republicans, alternative 

concepts of citizenship, and political knowledge. It was negatively associated with 

political knowledge. Political satire viewing was positively associated with all the key 

variables except for Republicans, alternative concepts of citizenship, political knowledge 

and political efficacy. It was negatively associated with Republicans, alternative concepts 

of citizenship, and political knowledge. Both online and offline political participation was 

positively associated with all the key variables included in the analyses except for 

alternative concepts of citizenship and Republicans (see Table 2). For a note, hard news 

use was positively associated with political satire viewing (r = .466, p < .001). Hard news 

use was positively associated with both offline (r = .312, p < .001) and online political 

participation (r = .207, p < .001). Political satire viewing was positively associated with 

both offline (r = .263, p < .001) and online political participation (r = .125, p < .01). 

All the hypotheses were tested in structural equation modeling (SEM) using 

Lavaan (Rosseel, 2012) for the R ecosystem. The analysis included seven latent variables 

(alternative concepts of citizenship, hard news use, political satire viewing, news 

attention, political talk, social media expression, and political efficacy) and three manifest 

variables (political knowledge, offline political participation, and online political 

participation) as well as dummy variables, including Democrats, Republicans, and 

education. Little, Rhemtulla, Gibson and Schoemann (2013) contend that over-identified 
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latent variables should be parceled to make sure all variables are just-identified, 

containing only three indicators. In accordance with this recommendation, hard news use 

was parceled by averaging the sixth, eighth, ninth, tenth, and thirteenth indicators; first, 

second, fourth, fifth, and fourteenth indicators; and third, seventh, eleventh, and twelfth 

indicators. Political satire viewing was parceled by averaging the first, third, seventh, and 

eleventh indicators; the fourth, fifth, sixth, and ninth indicators; and the second, eighth, 

and tenth indicators. Political talk was parceled by averaging the first, second, fifth, and 

tenth indicators; the third, sixth, seventh, and eleventh indicators; and the fourth, eighth, 

and ninth indicators.1 I also allowed the two stimuli (i.e., hard news use and political 

satire viewing) and the three reasoning variables (i.e., news attention, political talk, and 

social media expression) to covary respectively in their affiliated steps to resemble real-

life media consumption and communication. For the same reason, the two outcome 

orientation variables (i.e., political knowledge, political efficacy) were allowed to covary 

as well. 

A two-step procedure recommended by Kline (2016) was adopted in which a 

measurement model was fit to confirm the factor structure of the latent variables first, and 

then a structural model was fit to evaluate the hypothesized paths.  

                                                 
1 Fitting the model without parceling the items in the hard news use, political satire 

viewing, and political talk resulted in substantially worse model fit, χ2(1014) = 3178.679, 

p < .001, RMSEA = .061 (.059-063), CFI = .812, NNFI/TLI = .800, SRMR = .075. 

Employing a balancing approach, I made the parceling decisions based on loadings such 

that three items with the highest loadings were identified first to anchor the three parcels 

and paired with lower loaded items to form each parcel (Little, Cunningham, Shahar, & 

Widaman, 2002; Little, Rhemtulla, Gibson, & Schoemann, 2013). The parceling resolved 

misfit, χ2(150) = 346.961, p < .001, RMSEA = .048 (.041-.054), CFI = .967, NNFI/TLI 

= .958, SRMR = .040. 
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All direct effects were generated using MLR, a robust Maximum Likelihood 

estimation in Lavaan for R. MLR is well known to correct for non-normality-induced 

biases in the standard errors and more accurately capture the appropriate amount of misfit 

in the model (Finney & DiStefano, 2006; Rosseel, n.d.; Satorra & Bentler, 2010). All 

mediated hypotheses were tested by examining the confidence interval of the product of 

the direct paths to determine whether it crossed zero (Preacher & Hayes, 2008). The 

measurement model achieved adequate fit, χ2(150) = 346.961, p < .001, RMSEA = .048 

(.041-054), CFI = .967, NNFI/TLI = .958, SRMR = .040. A structural model was then fit 

to evaluate the hypothesized paths. In addition to the theoretical variables, dummy 

variables were included to indicate whether participants had identified themselves as 

Republicans or Democrats and whether they had obtained college degrees or beyond. 

Each theoretical variable was also regressed on control variables for age, gender (1 = 

female), race (1 = White), and political interest. The structural model fit was adequate, 

χ2(287) = 706.177, p < .001, RMSEA = .051 (.046-.055), CFI = .942, NNFI/TLI = .916, 

SRMR = .063. The final path model is presented in Figure 2. Direct effects are presented 

in Table 3. Significant indirect effects are presented in Table 4. 

[Figure 2 here] 

[Table 3 here] 

[Table 4 here] 

H1 predicted that being Democrat, being higher educated, or alternative concepts 

of citizenship would be associated with greater use of political satire. At the same time, it 

was also predicted that being higher educated would be positively associated with hard 

news use, but alternative concepts of citizenship would be negatively associated with 
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hard news use. Meanwhile, I hypothesized that Democrats and Republicans would not be 

associated with hard news use and Republicans would not be associated with political 

satire viewing either. As illustrated in Figure 2 and recorded in Table 3, the results are 

generally consistent with the hypotheses. As predicted, Democrats were more likely to 

watch late-night talk shows but were not significantly associated with hard news use. 

Republicans were not significantly associated with both hard news use and political satire 

viewing. Highly educated participants were more likely to consume both late-night talk 

shows and hard news. However, inconsistent with the hypotheses, alternative concepts of 

citizenship were not significantly associated with either hard news use or political satire 

viewing.  

H2 predicted that both hard news use and political satire viewing would be 

associated with greater political participation, both online and offline, greater news 

attention, greater political expression, both online and offline, higher political knowledge, 

and greater political efficacy. The results presented in Table 3 are partially consistent 

with these hypotheses. For hard news use, every one-unit increase in hard news use was 

associated with a corresponding .151-point increase in news attention, .162-point increase 

in political talk, .287-point increase in social media expression, .379-point increase in 

offline participation, and .201-point increase in online participation. However, 

inconsistent with the hypotheses, hard news use was negatively associated with political 

knowledge, such that every one-point increase in hard news use was associated with a 

corresponding .714-point decrease in political knowledge. Also, hard news use was not 

significantly associated with political efficacy. For political satire viewing, inconsistent 

with the hypotheses, I found no significant direct association between political satire 
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viewing and the reasoning, outcome orientation, and response variables except for 

political efficacy. Contrary to the prediction, the direct association between political 

satire viewing and political efficacy was negative, such that every one-unit increase in 

political satire viewing was associated with a corresponding .150-point decrease in 

political efficacy.  

H3 predicted that news attention and online and offline political expression would 

be associated with higher political knowledge, greater political efficacy, and greater 

political participation, both online and offline. The results presented in Table 3 are 

generally consistent with the hypotheses. News attention was positively associated with 

political efficacy, such that, for each one-unit increase in news attention, political 

efficacy increased by .250 points. Political talk was positively associated with offline and 

online political participation, such that, for each one-unit increase in political talk, offline 

participation increased by .305 points and online participation by .123 points. Social 

media expression was also positively associated with political participation, both offline 

and online, such that, for each one-unit increase in social media expression, offline 

participation increased by .390 points and online participation by .239 points. However, 

inconsistent with the hypotheses, news attention was not significantly associated with 

political knowledge and offline and online participation. Political talk was not 

significantly related to political knowledge and political efficacy. Social media 

expression was not significantly associated with political efficacy, but negatively 

associated with political knowledge, such that every one-unit increase in social media 

expression was associated with a corresponding .189-point decrease in political 

knowledge. 
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H4 predicted that greater political knowledge and efficacy would be associated 

with greater political engagement, online and offline. The results were partially consistent 

with these hypotheses. Every one-unit increase in political knowledge was associated 

with a .079-point increase in online participation, but not with offline participation. 

Political efficacy was not significantly associated with both offline and online 

participation. 

H5 predicted that both hard news use and political satire viewing would increase 

news attention, political talk, and social media expression, and, as a result, engender 

political knowledge and efficacy, thereby increasing online and offline participation. 

Also, it was predicted that both hard news use and political satire viewing would 

influence online and offline political participation through similar mediating processes. 

As illustrated in Figure 2 and recorded in Table 3, these hypotheses were not supported. 

Political satire viewing appears not to have any effect on participation, both directly and 

indirectly. On the other hand, hard news use appears to have positive effects on 

participation, both directly and indirectly, but the proposed O-S-R-O-R model was not 

supported. What is noticeable here, however, is that an O-S-R-R model emerged as a 

better model to explain the participatory effects of hard news use in the contemporary 

media environment. As documented in Table 4, there were significant indirect 

associations between hard news use and political participation, online and offline, 

through political talk and social media expression. Specifically, among highly educated 

people, those who consume hard news are more likely to participate in politics, both 

online and offline, by engaging more in both conventional and nonconventional political 

expression. 
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Analysis 2 

Preliminary correlation analyses showed positive correlations between harsh 

satire viewing and all the key variables included in the analyses except for Republicans. 

It was negatively associated with Republicans. Gentle satire viewing was positively 

associated with all the key variables except for Republicans, Democrats, education, 

political knowledge, political efficacy, and online political participation. It was 

negatively associated with political knowledge. Offline political participation was 

positively associated with all the key variables included in the analyses except for 

Republicans, Democrats, and political knowledge. Online political participation was 

positively associated with all the key variables included in the analyses except for 

Republicans and gentle satire viewing (see Table 5). For a note, harsh satire viewing was 

positively associated with gentle satire viewing (r = .290, p < .001). Harsh satire viewing 

was positively associated with both offline (r = .318, p < .001) and online political 

participation (r = .270, p < .001). Gentle satire viewing was positively associated with 

offline political participation (r = .170, p < .01). 

As in Analysis 1, all the hypotheses were tested in structural equation modeling 

(SEM) using Lavaan (Rosseel, 2012) for the R ecosystem. The analysis included six 

latent variables (harsh satire viewing, gentle satire viewing, news attention, political talk, 

social media expression, and political efficacy) and four manifest variables (hard news 

use, political knowledge, offline political participation, and online political participation) 

as well as dummy variables, including Democrats, Republicans, and education. Over-

identified latent variables were parceled. Harsh satire viewing was parceled by averaging 

the first and fourth indicators. Gentle satire viewing was parceled by averaging the first 
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and third indicators; the second, fifth and seventh indicators; and the fourth and sixth 

indicators. Political talk was parceled by averaging the first, second, and eighth 

indicators; the third, fifth, sixth, and tenth indicators; and the fourth, seventh, and ninth, 

and eleventh indicators.2 I also allowed the two stimuli (i.e., harsh satire viewing and 

gentle satire viewing), the three reasoning variables (i.e., news attention, political talk, 

and social media expression), and the two outcome orientation variables (i.e., political 

knowledge, political efficacy) to covary. 

The two-step procedure recommended by Kline (2016) was adopted. The 

measurement model achieved adequate fit, χ2(120) = 197.107, p < .001, RMSEA = .045 

(.034-056), CFI = .966, NNFI/TLI = .957, SRMR = .044. A structural model was then fit 

to evaluate the hypothesized paths. In addition to the theoretical variables, dummy 

variables were included to indicate whether participants had identified themselves as 

Republicans or Democrats and whether they had obtained college degrees or beyond. 

Each theoretical variable was also regressed on control variables for age, gender (1 = 

female), race (1 = White), and political interest. The structural model fit was adequate, 

χ2(252) = 398.920, p < .001, RMSEA = .043 (.036-.050), CFI = .952, NNFI/TLI = .928, 

SRMR = .043. The final path model is presented in Figure 4. Direct effects are presented 

in Table 6. Significant indirect effects are presented in Table 7. 

                                                 
2 Fitting the model without parceling the items in harsh satire viewing, gentle satire 

viewing, and political talk resulted in substantially worse model fit, χ2(419) = 862.932, p 

< .001, RMSEA = .058 (.053-063), CFI = .872, NNFI/TLI = .858, SRMR = .064. 

Employing a balancing approach, I made the parceling decisions based on loadings such 

that three items with the highest loadings were identified first to anchor the three parcels 

and paired with lower loaded items to form each parcel (Little et al., 2002, 2013). The 

parceling resolved misfit, χ2(120) = 197.107, p < .001, RMSEA = .045 (.034-.056), CFI 

= .966, NNFI/TLI = .957, SRMR = .044. 
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[Figure 4 here] 

[Table 6 here] 

[Table 7 here] 

H1 predicted that being Democrat, being higher educated, or hard news use would 

be associated with greater use of both harsh and gentle satire. At the same time, it was 

also predicted that Republicans would not be significantly associated with both harsh and 

gentle satire viewing. As illustrated in Figure 4 and recorded in Table 6, the results are 

partially consistent with the hypotheses. Those who consume hard news were more likely 

to watch both types of satire. Democrats were more likely to watch harsh satire, but not 

significantly associated with gentle satire viewing. Education was not significantly 

associated with either type of satire. However, inconsistent with the hypotheses, 

Republicans were associated with both types of satire, but in different ways. Specifically, 

Republicans were more likely to consume gentle satire, but, at the same time, more likely 

to avoid harsh satire. 

H2 predicted that harsh satire viewing would be positively associated with 

political knowledge and efficacy, and offline and online participation, while gentle satire 

viewing would not be significantly associated with the cognitive outcome and 

participation variables. It was also predicted that both harsh and gentle satire viewing 

would be associated with greater news attention, political talk and social media 

expression. The results presented in Table 6 are generally consistent with these 

hypotheses. For harsh satire viewing, every one-unit increase was associated with a 

corresponding .279-point increase in political knowledge, .377-point increase in offline 

political participation, and .181-point increase in online political participation. Harsh 
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satire viewing was not significantly associated with news attention, political talk, social 

media expression, and political efficacy. For gentle satire viewing, every one-unit 

increase was associated with a corresponding .194-point increase in political talk. As 

predicted, gentle satire viewing was not significantly associated with political efficacy 

and offline participation. However, inconsistent with the hypotheses, gentle satire 

viewing was negatively associated with political knowledge and online participation. 

Specifically, consumption of gentle satire was associated with a .289-point decrease in 

political knowledge and a .378-point decrease in online participation. Gentle satire 

viewing was not significantly associated with news attention and social media expression.  

H3 predicted that news attention, political talk, and social media expression 

would be associated with higher political knowledge, greater political efficacy, and 

greater political participation, both online and offline. The results presented in Table 6 

are partially consistent with the hypotheses. News attention was positively associated 

with political efficacy, such that, for each one-unit increase in news attention, political 

efficacy increased by .373 points. Political talk was positively associated with offline and 

online political participation, such that, for each one-unit increase in political talk, offline 

participation increased by .325 points and online participation by .210 points. Social 

media expression was also positively associated with both types of political participation, 

such that, for each one-unit increase in social media expression, offline participation 

increased by .545 points and online participation by .362 points. However, inconsistent 

with the hypotheses, news attention was not significantly associated with political 

knowledge and both offline and online participation. Political talk was not significantly 

related to political knowledge and political efficacy. Social media expression was not 
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significantly associated with political efficacy either, but was negatively associated with 

political knowledge, such that every one-unit increase in social media expression was 

associated with a corresponding .196-point decrease in knowledge. 

H4 predicted that greater political knowledge and efficacy would be associated 

with greater political engagement, online and offline. The results were not consistent with 

these hypotheses. These cognitive outcome variables were not significantly associated 

with offline and online participation. 

H5 predicted that both harsh and gentle satire viewing would increase news 

attention, political talk, and social media expression, and, as a result, engender political 

knowledge and efficacy, thereby increasing both online and offline participation. As 

illustrated in Figure 4 and recorded in Table 6, this hypothesis was not supported. In 

other words, the proposed O-S-R-O-R model was not supported. What is noticeable here, 

however, is that an O-S-R-R model emerged as a better model to explain the participatory 

effects of gentle satire viewing. As documented in Table 7, there was a significant, but 

weak indirect association between gentle satire viewing and online political participation 

through political talk. Specifically, among hard news users, those who watch gentle satire 

are more likely to participate in politics online by engaging more in political talk. 

Analysis 3 

Preliminary correlation analyses showed positive correlations between self-

viewing and all the key variables included in the analyses except for Republicans, 

education, political interest, social media expression, political knowledge, political 

efficacy, offline and online political participation. Curated viewing was positively 

associated with all the key variables except for Republicans, Democrats, education, and 
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political efficacy. It was negatively associated with political knowledge. Offline political 

participation was positively associated with all the key variables included in the analyses 

except for Republicans, Democrats, self-viewing, and political knowledge. Online 

political participation was positively associated with all the key variables included in the 

analyses except for Republicans and self-viewing (see Table 8). For a note, self-viewing 

was positively associated with curated viewing (r = .131, p < .05). Curated viewing was 

positively associated with both offline (r = .279, p < .001) and online political 

participation (r = .217, p < .001). Self-viewing was not significantly correlated with both 

offline and online participation. 

As in Analysis 2, all the hypotheses were tested in structural equation modeling 

(SEM) using Lavaan (Rosseel, 2012) for the R ecosystem. The analysis included six 

latent variables (self-viewing of political satire, curated viewing of political satire, news 

attention, political talk, social media expression, and political efficacy) and four manifest 

variables (hard news use, political knowledge, offline political participation, and online 

political participation) as well as dummy variables, including Democrats, Republicans, 

and education. Over-identified latent variables were parceled. Curated viewing of 

political satire was parceled by averaging the first and seventh indicators; the third and 

eighth indicators; and the fifth and sixth indicators. Political talk was parceled by 

averaging the first, second, and eighth indicators; the third, fifth, sixth, and tenth 

indicators; and the fourth, seventh, ninth, and eleventh indicators.3 I also allowed the two 

                                                 
3 Fitting the model without parceling the items in curated viewing of political satire and 

political talk resulted in substantially worse model fit, χ2(310) = 777.329, p < .001, 

RMSEA = .069 (.063-075), CFI = .851, NNFI/TLI = .832, SRMR = .069. Employing a 

balancing approach, I made the parceling decisions based on loadings such that three 

items with the highest loadings were identified first to anchor the three parcels and paired 



130 

 

stimuli (i.e., self-viewing of political satire and curated viewing of political satire), the 

three reasoning variables (i.e., news attention, political talk, and social media expression), 

and the two outcome orientation variables (i.e., political knowledge, political efficacy) to 

covary. 

The analysis followed the same two-step procedure as in Analysis 2. The 

measurement model achieved adequate fit, χ2(90) = 208.944, p < .001, RMSEA = .065 

(.054-076), CFI = .943, NNFI/TLI = .924, SRMR = .049. The structural model fit was 

adequate, χ2(200) = 371.765, p < .001, RMSEA = .052 (.045-.060), CFI = .939, 

NNFI/TLI = .901, SRMR = .043. The final path model is presented in Figure 6. Direct 

effects are presented in Table 9. Significant indirect effects are presented in Table 10. 

[Figure 6 here] 

[Table 9 here] 

[Table 10 here] 

H1 predicted that being Democrat, being higher educated, or hard news use would 

be associated with greater use of both self-viewing and curated viewing of political satire. 

At the same time, it was also predicted that Republicans would not be significantly 

associated with both types of political satire viewing. As illustrated in Figure 6 and 

recorded in Table 9, the results are generally consistent with the hypotheses. Consistent 

with the hypotheses, Republicans were not significantly associated with both self-

viewing and curated viewing of political satire. Those who consume hard news were 

more likely to practice both types of satire viewing. Democrats were more likely to watch 

                                                 

with lower loaded items to form each parcel (Little et al., 2002, 2013). The parceling 

resolved misfit, χ2(90) = 208.944, p < .001, RMSEA = .065 (.054-.076), CFI = .943, 

NNFI/TLI = .924, SRMR = .049. 
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late-night talk shows on television. However, inconsistent with the hypotheses, education 

was not significantly associated with either type of political satire viewing, and 

Democrats were not significantly associated with curated viewing of political satire.  

H2 predicted that curated viewing of political satire would be positively 

associated with offline and online political participation, while self-viewing of political 

satire would be negatively associated with both types of participation. It was also 

predicted that both self-viewing and curated viewing of political satire would be 

associated with greater news attention, political talk, social media expression, political 

knowledge and efficacy. The results presented in Table 9 are partially consistent with 

these hypotheses. For self-viewing of political satire, as predicted, every one-unit 

increase was associated with a corresponding .122-point increase in political talk and 

a .188-point decrease in online political participation, respectively. However, inconsistent 

with the hypotheses, self-viewing was not significantly associated with news attention, 

social media expression, political knowledge, political efficacy, and offline political 

participation. For curated viewing of political satire, consistent with the hypotheses, 

every one-unit increase was associated with a corresponding .264-point increase in 

political talk and .538-point increase in social media expression, respectively. However, 

inconsistent with the hypotheses, curated viewing was not significantly associated with 

news attention, political knowledge, political efficacy, and participation, both online and 

offline.  

H3 predicted that news attention, political talk, and social media expression 

would be associated with higher political knowledge, greater political efficacy, and 

greater political participation, both online and offline. The results presented in Table 9 
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are partially consistent with the hypotheses. As predicted, news attention was positively 

associated with political efficacy, such that, for each one-unit increase in news attention, 

political efficacy increased by .401 points. Political talk was positively associated with 

offline and online political participation, such that, for each one-unit increase in political 

talk, offline participation increased by .352 points and online participation by .175 points. 

Social media expression was also positively associated with both types of political 

participation, such that, for each one-unit increase in social media expression, offline 

participation increased by .487 points and online participation by .310 points. However, 

inconsistent with the hypotheses, news attention was not significantly associated with 

political knowledge and both offline and online participation. Political talk and social 

media expression were not significantly related to political knowledge and political 

efficacy. 

H4 predicted that greater political knowledge and efficacy would be associated 

with greater political engagement, online and offline. The results were partially consistent 

with these hypotheses. Political knowledge was associated with online participation, such 

that, for each one-unit increase in political knowledge, online participation increased 

by .111 points. However, inconsistent with the hypotheses, political knowledge was not 

significantly associated with offline participation. Political efficacy was not significantly 

related to both offline and online participation. 

H5 predicted that both self-viewing and curated viewing of political satire would 

increase news attention, political talk, and social media expression, and, as a result, 

engender political knowledge and efficacy, thereby increasing both online and offline 

participation. It was also predicted that curated viewing would have a greater effect on 
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offline and online participation as mediated through these reasoning and outcome 

orientation variables than self-viewing. As illustrated in Figure 6 and recorded in Table 9, 

these hypotheses were not supported. In other words, the proposed O-S-R-O-R model 

was not supported. What is noticeable here, however, is that an O-S-R-R model emerged 

as a better model to explain the participatory effects of curated viewing of political satire. 

As documented in Table 10, there was a significant indirect association between curated 

viewing and political participation, both online and offline, through social media 

expression. Specifically, among hard news users, those who watch late-night talk shows 

through others’ comments or recommendations in the digital media environment are 

more likely to participate in politics, both online and offline, by engaging more in 

political expression on social media. 
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Chapter 6: General Discussion 
 

 

 

This study systematically examined the mobilizing effects of political satire 

viewing by accounting for audience characteristics, various types of political satire 

viewing, discrete channels of media, various contemporary communicative behaviors, 

and possible cognitive outcomes to explicate the underlying mechanisms between 

political satire viewing and political participation. Unlike the existing research, which 

generally focuses on the relationships between political satire viewing and one or two 

political outcomes (Cao & Brewer, 2008; Hardy et al., 2014; Hoffman & Thomson, 2009; 

Hoffman & Young, 2011; Holbert, 2013; Moy et al., 2005), treating political satire as 

monolithic (Holbert et al., 2011), which is only accessible via television (Young, 2016; 

Young et al., 2014), this study proposed structural relationships in which audience factors 

(e.g., Democrats, Republicans, education, alternative concepts of citizenship) serve as 

background orientations; various forms of political satire viewing (i.e., political satire 

viewing in general vs. hard news use; harsh satire viewing vs. gentle satire viewing; self-

viewing vs. curated viewing of political satire) as stimuli; news attention, political talk, 

and social media expression as reasoning processes; political knowledge and political 

efficacy as outcome orientations; and political participation, online and offline, as 

responses, based on the O-S-R-O-R model of communication effects. More importantly, 

this study examined, for the first time, the role of social media in political satire viewing 

and its influence on participation. The results suggest that political satire can be used for 

democratic good in addition to, not in the place of, hard news, and an O-S-R-R model of 

communication effects is a better model to explain the participatory effects of political 
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satire viewing than the O-S-R-O-R model. Specifically, hard news use appears to be an 

essential prerequisite for the participatory effects of political satire viewing, and 

partisanship is a key predictor of political satire viewing, such that Democrats are more 

likely to watch late-night talk shows. Satire type matters, such that harsh satire viewing 

has a direct, positive effect on participation, while gentle satire viewing has a direct, 

negative effect on participation. However, among hard news users, those who consume 

gentle satire and actively engage in political talk are more likely to participate in the 

political process, which proposes an O-S-R-R model. Most importantly, media channel 

matters, such that those who watch late-night talk shows on television are less likely to 

participate in politics, whereas those who watch late-night talk shows in the social media 

environment are more likely to participate in politics by engaging more in political 

expression on social media, which also proposes an O-S-R-R model as a better model to 

explain the effects of political satire viewing on participation. It is worth noting that the 

proposed O-S-R-O-R model was not supported for the participatory effects of hard news 

use either. The results suggest that political expression, conventional and 

nonconventional, is a key mediator between hard news use and participation in the 

contemporary media environment.  

Consistent with research on political satire (Choi et al., 2018; Gottfried & 

Anderson, 2014; Gottfried et al., 2015), Democrats were more likely to watch late-night 

talk shows. What is noticeable here is that Republicans were not significantly associated 

with political satire viewing in general, but when satire type was accounted for, 

Republicans are more likely to avoid harsh satire, but more likely to watch gentle satire. 

These findings suggest that Republicans tune in to late-night talk shows mainly focusing 
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on light, gentle punchline jokes, but, at the same time, actively avoid late-night talk 

shows mainly focusing on harsh, rhetorical criticism, which challenges their pre-existing 

viewpoints. More importantly, hard news use appears to be an essential prerequisite for 

the participatory effects of political satire viewing, regardless of types of satire and 

viewing. As Young and Tisinger (2006) did, these findings challenge the popular and 

scholarly assumption that people tune in to these late-night talk shows for news and 

information instead of hard news. Specifically, as Caufield (2008) suggests, political 

satire viewers appeared to follow traditional news media to be familiar with the topic or 

target of the satirical attack, so that they could fully play with the satirist and laugh as an 

outcome. These findings lend strong support to the argument that it is imperative to 

understand who tunes in to these programs to place any effects in their proper context 

(Hmielowski et al., 2011). Simply put, people watch these programs in addition to, not in 

the place of, traditional news. Those who do not follow traditional news are not likley to 

consume these programs, and even though they do, they are not likely to be mobilized 

due to the lack of knowledge to fully understand the context. Meanwhile, education was 

not a key predictor of political satire viewing. 

In addition, it is worth noting that as hypothesized, partisans were not strongly 

associated with traditional news use. At the same time, Democrats were strongly 

associated with political satire viewing in general, while Republicans were not. These 

findings lend strong support to the partisan selective exposure theory that Democrats and 

Republicans are more likely to gravitate toward media contents that support and reinforce 

their pre-existing viewpoints, such as Fox News, conservative talk radio, and conservatve 

political blogs for Republicans, and MSNBC, political comedy, and liberal political blogs 



137 

 

for Democrats (Choi et al., 2018; Stroud, 2011). Still, little research has examined the 

role of political satire in partisan media use and its influence on democratic citizenship. 

Future research is warranted about the role poltical satire plays in partisan media use and 

its influence on democratic outcomes. 

Audience factor-driven political satire viewing directly and indirectly influenced 

political participation, depending on how the respondents consumed late-night talk 

shows. And these results explain why existing studies have produced such mixed findings 

(Holbert, 2013). For direct associations, political satire viewing in general did not have 

any effect on participation. However, when types of satire and media channel were 

accounted for, some direct effects emerged. Specifically, consumption of harsh satire, 

such as Late Show with Stephen Colbert and The Daily Show with Trevor Noah, was 

positively associated with online and offline participation, while consumption of gentle 

satire, such as The Tonight Show Starring Jimmy Fallon and Jimmy Kimmel Live, was 

negatively associated with online participation. These findings support some of the 

existing literature suggesting that late-night talk shows are not monolithic (Holbert et al., 

2011), and harsh satire programs like The Daily Show with Jon Stewart and The Colbert 

Report are entertainment programs that function as a political program with mobilizing 

power, while gentle satire programs like The Late Show with David Letterman and 

Tonight Show with Jay Leno are entertainment programs that simply include political 

elements (Cao & Brewer, 2008; Jones & Baym, 2010; Young & Tisinger, 2006), which is 

not quite conducive to participation. When media channel was controlled, self-viewing 

had a strong negative association with online participation. In other words, those who 

watch late-night talk shows on television were less likely to participate in politics.  
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For indirect associations, the proposed O-S-R-O-R framework was not supported 

in all three models. However, an O-S-R-R model emerged as a better model to explain 

the effects of political satire viewing on participation. Again, political satire viewing in 

general had no indirect effect on participation. When satire type and media channel were 

taken into account, political talk and social media expression emerged as key mediators 

between political satire viewing and participation. Specifically, among hard news users, 

those who consume gentle satire were more likely to engage in converntional political 

expression, thereby participating in politics online. Given that gentle satire viewing was 

found to have a direct, negative effect on online participation, political talk here appears 

to work as a moderator as well. In other words, among those gentle satire consumers, 

those who actively engage in political talk are more likely to participate in the political 

process, while those who do not engage in the conventional political expression are less 

likely to participate in the political process. In addition, among hard news users, those 

who watch late-night talk shows in the social media environment were more likely to 

engage in political expression on social media, thereby participating in politics, both 

online and offline. These findings lend strong support to the communication mediation 

model which posits that political discussion is a key mediator of the effects of media on 

participation (Cho et al., 2009; McLeod et al., 2001; Shah et al., 2005, 2007; Sotirovic & 

McLeod, 2001). Especially, the indirect positive effects of gentle satire viewing on online 

participation highlight the effect of political expression on democratic citizenship, such 

that political expression could mobilize voters who are otherwise politically inactive.  

Inconsistent with research on news use and participation (Chan, 2016; Jung et al., 

2011), the O-S-R-O-R framework for the effects of hard news use on participation was 
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not supported. Instead, political talk and social media expression appear to be key 

mediators between hard news use and participation, both online and offline, presenting an 

O-S-R-R model as a better framework to explain the participatory effects of hard news 

use. These findings suggest that political expression, conventional and nonconventional, 

outpaces political knowledge and efficacy as a key mediator between informational use 

of media and participation in the contemporary media environment. In addition, hard 

news use was even negatively associated with political knowledge. Future research is 

warranted in order to determine if the normative implications of traditional media use for 

democratic outcomes (Delli Carpini & Keeter, 1996; Gil de Zúñiga et al., 2012; Prior, 

2007) should be revisited and refined in the contemporary media environment.  

Consistent with research on the effects of political satire on political knowledge 

(Becker & Bode, 2018; Hardy et al., 2014), there seems to be learning effects of exposure 

to political satire, but it depended on satire type. Consumption of harsh satire, such as 

Late Show with Stephen Colbert and Last Week Tonight with John Oliver, was positively 

associated with political knowledge, whereas consumption of gentle satire, such as Jimmy 

Kimmel Live and Late Late Show with James Corden, was negatively associated with 

political learning. However, the working mechanism seems to be different from what the 

existing literature has largely suggested, such as the by-product learning hypothesis 

(Baum, 2002) and gateway hypothesis (Baum, 2003b; Feldman & Young, 2008). 

Specifically, inconsistent with these existing studies, I found no significant association 

between any form of late-night talk show viewing and news attention. Given that political 

satire viewers are more likely to be hard news consumers in the first place, the null 

association between political satire viewing and news attention seems to be a matter of 
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course. Instead, the learning effects of harsh satire appear to come from its mode of 

mocking the news to deliver humor and, at the same time, to make sense of the news. In 

the high-choice media environment, it is impossible to consume all the news and 

information available and make sense of what is happening in the world (Basu, 2018; 

Prior, 2007). And in this fast-paced world with the “media torrent,” which is increasingly 

polarized based on partisanship and ideology, people easily misunderstand and forget 

news (Basu, 2018; Gitlin, 2001; Gunter, 1987; Poundstone, 2016; Stroud, 2011). 

However, harsh satire programs “give the news a memory” by using news archive 

footage, providing historical context to news items, and explaining how certain events 

develop over time (Basu, 2018). Basically, as John Oliver, the host of “Last Week 

Tonight,” once admitted, these TV satirical shows serve as “an amplifier” to bring 

attention to substantial news stories by breaking them down into comedy, building on the 

news stories that journalism organizations have already built (Moran, 2019; Variety, 

2018). At the same time, unlike gentle satire programs which mostly rely on light 

punchline jokes (Hoffman & Young, 2011; Young & Tisinger, 2006), harsh satire 

programs provide scathing criticism on politics, the government and the media, while 

asking the audience to challenge the power and the media (Jones & Baym, 2010). Simply 

put, with its humorous, but pointed critique on the power and the media, harsh satire itself 

serves to complement the role of news by making the news so memorable, which in turn 

leads to higher political knowledge even among hard news consumers. These findings 

suggest that political satire, especially harsh satire, remains to be an integral part of 

democracy and has the potential to increase the sense of civic duty. This mode of 

mocking news with in-depth analysis also seems to explain why simple exposure to hard 
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news is negatively associated with political knowledge, which is inconsistent with 

existing research on the learning effects of news use (Delli Carpini & Keeter, 1996; Jung 

et al., 2011; Prior, 2007). Again, future research is warranted in order to determine if the 

well-established link between traditional news use and political learning should be 

revisited. 

These TV satire programs appear to facilitate political expression, conventional 

and nonconventional, through which the viewers elaborate on their thoughts and ideas of 

the issues and topics by seeking information from others or the news media, thereby more 

actively participating in politics (Pingree, 2007; Shah, 2016). What is noticeable here is 

that media channel and satire type appear to shape both media experience and political 

expression, thereby influcing political behaviors. Specifically, those who watch late-night 

talk shows on television were more likely to engage in conventional, face-to-face 

political expression, which failed to channel the impact of self-viewing of political satire 

on participation, whereas those who watch these programs in the social media 

environment were more likely to engage in nonconventional political expression on 

social media, which successfully mediated the effects of curated viewing of political 

satire on participation. These findings highlight the role of social curation, such as 

posting, sharing, liking, commenting on and even reframing media contents with personal 

evaluations in the social media environment, both in media consumption and 

interpersonal communication, which influences political behaviors. It is important to note 

that curated vieiwng of politcal satire also led to greater political talk, but the 

conventional political expression appeared not to be a key mediator between curated 

viewing and participation. These findings suggest that social media use for both news and 
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information and political expression can be particularly mobilizing due to the high 

“traversability” (Brundidge, 2010a, 2010b) between social media use for political 

information and social media use for poltical expression. In addition, gentle satire 

viewing led to greater political talk, thereby increasing online participation. This 

significant indirect association between gentle satire viewing and online participation 

through political talk only is a bit puzzling, though. This may be due to a lack of 

precision in measurement. In other words, I did not differentiate between media channels 

when questioning about consumption of harsh and gentle satire. Future research should 

examine the role of media channel in consumption of harsh and gentle satire as well to 

better explain its role in the participatory effects of political satire. 

It is worth noting that given that partisanship appears to be a key predictor of late-

night talk show viewing, future research is warranted in order to determine the nature of 

political expression in the context of the participatory effects of political saire. The well-

established communication mediation model treats both media consumption and political 

expression as sources of information and triggers for reflection on media contents and 

public affairs, which facilitate democratic engagement (Shah, 2016). However, the focus 

of much of the existing work integrating mass and interpersonal communication has been 

placed on traditional news media and political discussion in general, with considerably 

less attention given to the rise of opposing viewpoints based on partisanship and ideology 

in both mass and interpersonal communication environments (Mutz, 2006; Shah et al., 

2017). In addition, it has been documented that social media allow for greater social 

sorting based on political predispositions and solidify network homogeneity through self-

reinforcing political expression (Cho et al., 2018; Shah et al., 2017). Research on partisan 



143 

 

selective exposure has shown existence of homophily in both mass and interpersonal 

communication (Stroud & Collier, 2018). Further, partisan media use directly and 

indirectly influence participation (Stroud, 2011; Wojcieszak et al., 2016), and political 

expression, online and offline, mediates or moderates the effects of partisan media use on 

participation (Brundidge, Garrett, Rojas, & Gil de Zúñiga, 2014). More importantly, 

research concerning partisan discussion networks and participation suggests that different 

communicative behaviors (e.g., homophilous, non-homophilous) may result in different 

participatory behaviors (Knoke, 1990; Mutz, 2006; Scheufele, Nisbet, Brossard, & 

Nisbet, 2004). This line of research is important since there is a growing concern about 

whether participation without understanding diverse viewpoints is democratically 

desirable (Mutz, 2006; Stroud & Collier, 2018). Since research suggests that the number 

of people who identify themselves as political independents has been growing for the past 

couple of years (Jones, 2018), it would be also meaningful to examine how these voters 

consume political satire and how it influences their political attitudes and behaviors. 

It is worth reiterating the different effects of self-viewing and curated viewing of 

political satire on participation. As illuminated in Figure 6, consumption of socially 

curated late-night talk shows was more likely to facilitate political expression on social 

media, thereby increasing political participation, both online and offline. On the other 

hand, consumption of personally curated late-night talk shows was more likely to depress 

participation online. These findings support the emerging argument that examining 

curated flows of information matters in the study of media effects in the contemporary 

media environment. In other words, it is important to be able to answer the “exposure to 

what” question to better explain the effects of media (Thorson & Wells, 2015). Therefore, 
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future research should use an experiment to determine whether the participatory effect of 

curated viewing comes from exposure to the video, comments accompanying the video, 

or both in the social media environment to verify and contextualize my findings. 

Greenwood and colleagues (2016) demonstrated that Facebook comments accompanying 

the video could influence the persuasive effect of the show, such that message-

incongruent comments reduced the persuasive effect of the show for low salience issues. 

Since my findings suggest that political satire is a partisan media and political satire 

viewers are most likely to be hard news consumers in the first place, future experimental 

studies should also take into account those audience factors to place any effects in their 

proper context. 

Consistent with existing research on social media and political outcomes (Chan, 

2016; Park, 2015), the highly interactive feature of the networked media environment 

appears to play an integral role in facilitating political outcomes, such that the social 

media environment allows users to express their political opinions more easily and 

instantly via user-friendly communication tools and this active process of interactive 

reasoning was more likely to engender political outcomes. These findings lend strong 

support to the existing research that personal endorsement and personal trust play an 

important role in media consumption and its influence on democratic outcomes in the 

networked media environment, which no news media appear to match (Bode, 2012; Bond 

et al., 2012; Rosenstiel et al., 2017). 

Lastly, in terms of participation, respondents were likely to participate in politics 

online slightly more than offline. This lends support to the argument that the Internet has 

the potential to expand the opportunities for political participation with reduced time, 
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cost, and effort, thereby increasing not only the number of politically active citizens, but 

also the frequency of political activities (Brundidge, 2010b; Brundidge et al., 2014; Jung 

et al., 2011).  

Theoretical Implications 

My study expands the body of research on political satire, in particular, and media 

effects, in general, in a couple of important ways. 

First, my study advances a new theoretical model, an O-S-R-R model, to better 

explain the effects of political satire viewing on participation. Speficically, my study 

proposed structural relationships in which audience factor-driven political satire viewing 

leads to greater reasoning processes and cognitive outcomes, which in turn promotes 

participation. It did so by differentiating between various forms of political satire 

viewing, using 11 different late-night talk shows that are currently on the air. We know 

very little about the political effects of exposure to the contemporary late-night talk 

shows, since existing studies heavily relied on The Daily Show with Jon Stewart in a rare 

combination with The Tonight Show with Jay Leno, Late Show with David Letterman, 

and The Colbert Report. Most of the satirists are off the air now. The findings suggest 

that participatory effects of political satire viewing appear to be both direct and indirect, 

depending on the type or viewing of satire, and the indirect effects of political satire 

viewing on participation are mediated through reasoning processes, such as political talk 

and social media expression.  

The overarching conceptual models help us illuminate various potential pathways 

leading to participation. Most importantly, the findings demonstrate how important it is to 

know who tunes in to view these TV satire programs in the first place to place any effects 
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in their proper context (Hmielowski et al., 2011). Audience characteristics are often 

missing in the study of media effects (Rubin, 2009). The evidence provided here 

illustrates that those who consume political satire are more likely to be traditional news 

users in the first place. This makes sense, because these programs critique the news, but, 

at the same time, attempt to make sense of the news by mocking the news (Basu, 2018), 

and without enough knowledge of the event being discussed in the programs, it would be 

hard to fully grasp and enjoy the satirical messages (Caufield, 2008). These findings also 

challenge popular and scholarly assumptions that political satire can substitute for news 

(Baym, 2005) and more people are turning to these programs for news and information 

rather than news media (Cao & Brewer, 2008; Mitchell et al., 2015). The evidence 

provided here suggests that those who consume these TV satire programs are news 

followers and these programs complement the role of news by brining attention to 

important news items through humor and critique. 

Second, my study demonstrates that media channel matters in the study of 

political satire as well. Consistent with the findings in the extant research on news use 

and participation (Andersen et al., 2016; Moeller et al., 2014), self-viewing or watching 

late-night talk shows on television is more likely to depress participation, whereas 

curated viewing or watching late-night talk shows in the social media environment is 

more likely to increase participation by encouraging viewers to express themselves 

politically on social media. With the proliferating media platforms and channels, a 

handful of scholars have recently called for a new theoretical approach to the study of 

political satire, moving away from the strict media effects paradigm (Young, 2016; 

Young et al., 2014). In response to this call, this study examined the role of the social 
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media environment in political satire viewing and its influence on participation. The 

findings suggest that the highly interactive characteristic of the social media environment 

in the forms of commenting, posting, and sharing with personal evaluations plays a 

significant role not only in media consumption, but in interpersonal communication, 

which influences poltical behaviors. These findings also highlight the importance of 

research on “social curation” in media studies. Consistent with research on social media 

and political participation (Bode, 2012; Bond et al., 2012) and as demonstrated in the 

case of Facebook data scandal (Cadwalladr & Graham-Harrison, 2018; Kelly, 2018; 

Rosenberg & Dance, 2018), socially curated media contents in the networked media 

environment are more likely to be influential and persuasive as the sharer’s credibility is 

more important in choosing what to consume in the networked media environment 

compared to the credibility of news media (Rosenstiel et al., 2017). In other words, media 

consumpition is highly converged with interpersonal communication (Domingo et al., 

2008; Villi, 2012), and it is getting more difficult to explain the effects of media without 

fully understanding who receives what messages from where and how (Lee, 2013; 

Thorson & Wells, 2015). 

Last but not least, my findings add strong support to the call for a more integrative 

research that crosses three communication subdisciplines – mass media, interpersonal and 

computer-mediated communication – (Valkenburg, 2017) to better understand the 

communication process in the digital era and its implications for democratic citizenship. 

By differentiating nonconventional, social media-based media consumption and political 

expression from conventional, offline media consumption and political expression, my 

study suggests that media channel shapes both media experience and political expression, 
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and social media use for media consumption and political expresson can be a key driver 

of democratic citizenship, even outpacing traditional media channels and conventional 

political expression.   

Methodological Implications 

All the hypotheses in this study were tested in structural equation modeling 

(SEM) using latent variables. SEM is well known to allow for the simultaneous 

estimation of all variable relationships, elimination of measurement error and estimation 

of the latent variables from indicators (Kline, 2011). Few studies in political 

communication, however, have used latent variables in SEM. The vast majority of SEM 

models are path models based on the techniques of path analysis, a special case of SEM 

(Chan, 2016; Cho et al., 2009; Jung et al., 2011; Shah et al., 2005, 2007), which is 

concerned about the effects only among observed variables (Kline, 2011). Unlike path 

analyses which assume that all variables are measured without error, the conceptual 

models in this study used latent variables to estimate as much latent relationships as 

possible by accounting for measurement error.  

Practical Implications 

 The significant effect of curated viewing of political satire on participation 

through social media expression demonstrates what makes media contents spreadable and 

persuasive in the networked media environment. Sharing is central to the way people 

experience news and media contents in the era of social media (Hermida et al., 2012), and 

socially curated and shared media contents are actively consumed (Domingo et al., 2008; 

Rosenstiel et al., 2017; Villi, 2012), which, in turn, influences political attitudes and 

behaviors (Bode, 2012; Bond et al., 2012; Hong, 2016). My study demonstrates that 
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media consumption is highly converged with interpersonal communication in the digital 

media environment, and the media industry should pay more attention to the role of peer-

to-peer communication in the digital media environment in finding ways not only to 

distribute important news and information more effectively and widely, but to counter the 

spread of fake news and disinformation to prevent uninformed or underinformed voters 

from being easily manipulated in this constantly changing media environment.  

Limitations and Future Research 

As with any study, mine has important limitations.  

First, this study is based on cross-sectional survey data. Although I hypothesized 

causal relationships in my models, my data cannot verify the causal direction. In addition, 

Shah and colleagues (2017) suggest that the digital media environment requires media 

scholars to reconsider effects processes combining mass and interpersonal 

communication, treating political expression and participation as both cause and effect in 

reciprocal relationships with news media. Future research should use panel data to test 

the diverse causal paths hypothesized in this study.  

Second, my measures are not perfect. In particular, there is a lot of room for 

improvement on how to measure hard news use and harsh and gentle satire viewing. As 

for hard news use, I measured simple exposure to traditional news media, such as The 

New York Times, The Washington Post, and The Wall Street Journal. In doing so, I might 

have added measurement errors, since those newspapers obviously contain both hard and 

soft news contents. How to measure news consumption has been highly disputed, 

primarily due to the difficulty of obtaining accurate self-reports and the lack of consensus 

about how it should be defined and measured (Chaffee & Schleuder, 1986; Martinelli & 
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Chaffee, 1995; Prior, 2005, 2007; Reinemann et al., 2012). The same critique can be 

made on the measures of harsh and gentle satire viewing as well. I measured exposure to 

each of the 11 late-night talk shows and simply used Late Show with Stephen Colbert as 

an anchor of the harsh satire group to find these two distinct types of political satire. 

Given that the late-night talk shows are different from one another in terms of the amount 

of political content, the level of political message, and the satirical tone, which lead to 

different political outcomes (Cao & Brewer, 2008; Hmielowski et al., 2011; Hoffman & 

Young, 2011; Holbert et al., 2011), measuring simple exposure to each of the programs 

itself without taking into account those differences in detail might have added 

measurement errors as well. For example, although Saturday Night Live has a satirical 

segment called “Weekend Update,” it loaded very poorly on both factors of harsh and 

gentle satire. In other words, if I had asked respondents about their exposure to the 

specific segment, the factor loading might have been different. These reflections 

highlight the importance of being able to answer the “exposure to what” question in the 

study of media effect (Lee, 2013; Thorson & Wells, 2015). Therefore, future research 

should use more precise conceptual and operational definitions of hard news use and 

harsh and gentle satire viewing to increase the validity and reliability of the results. 

Third, political knowledge and political efficacy did not mediate the effects of 

political satire viewing on participation. This suggests that other mechanisms may 

contribute to the relationship between political satire viewing and participation, and issue 

understanding, emotions, and attitude strength (Cho et al., 2018; Lee & Kwak, 2014; 

Wojcieszak et al., 2016) seem to be the most likley candidates for the outcome 

orientation variable in the context of political satire viewing. Lee and Kwak (2014) found 
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negative emotions appeared to be a key mediator between political satire viewing and 

participation. In addition, my findings lend strong support to the partisan selective 

exposure theory (Stroud, 2011), such that Democrats are more likely to gravitate toward 

harsh satire programs since they support and reinforce their pre-existing viewpoints, 

while Republicans are more likely to avoid harsh satire programs since they challenge 

their political attitudes and, at the same time, gravitate toward gentle satire programs 

since these programs heavily rely on punchline jokes that are considered less effective in 

persuasion and more effective in evoking humoristic pleasure (Boukes & Boomgaarden, 

2015). Research on partisan selective exposure has shown the existence of homophily in 

both mass and interpersonal communication (Stroud & Collier, 2018), and partisan 

selective exposure is more likely to promote homophilous political expression, which 

strengthens one’s partisan views (Cho et al., 2018). Wojcieszak and colleagues (2016) 

recently found that issue understanding, anger, positive emotions, and attitude strength all 

mediated the relationship between partisan selective exposure and intended participation. 

Therefore, it is reasonable to expect that issue understanding, emotions, and attitude 

strength may work better to channel the impact of political satire viewing on 

participation. Future studies should expand beyond political attitude variables to 

determine if the O-S-R-O-R model works with the above-mentioned cognitive outcomes 

in explaining the participatory effects of political satire viewing.  

Fourth, unlike the existing studies on the learning effects of political satire 

(Becker & Bode, 2018; Hardy et al., 2014; Kim & Vishak, 2008), my knowledge 

questions covered a broad set of issues than a specific issue. Most of them are about the 

names of public officials and political process. Future research should use a more refined 
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measure of political knowledge to determine if political satire has significant effects on 

political learning.  

Lastly, it has been known that Amazon’s Mechanical Turk (MTurk) respondents 

are highly experienced and tend to answer questions pretty fast (Lowry et al., 2016). 

Future research should use other survey methods to confirm and replicate my findings.  
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Table 1  

 

Factor Loadings for Maximum Likelihood of Late-Night Talk Show Scales 

 

Scale Gentle Satire Harsh Satire 

Jimmy Kimmel Live .743 -.093 

The Tonight Show Starring Jimmy Fallon .699 -.310 

Late Late Show with James Corden .646 .089 

Last Call with Carson Daly .591 .031 

Late Night with Seth Meyers .548 .323 

Conan .470 .129 

Saturday Night Live .372 .112 

Last Week Tonight with John Oliver -.113 .718 

The Daily Show with Trevor Noah .043 .664 

Full Frontal with Samantha Bee .039 .580 

Late Show with Stephen Colbert .196 .564 

Note. Factor loadings > .40 are in boldface 
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Table 2  

 

Correlation Matrix of Key Variables in Model 1 (Hard News Use vs. Political Satire 

Viewing) 

 

 
Note. Rep = Republicans; Dem = Democrats; PI = Political Interest; AC = Alternative 

concepts of Citizenship; HN = Hard News Use; PS = Political Satire Viewing; NATT = 

News Attention; PT = Political Talk; SME = Social Media Expression; PK = Political 

Knowledge; PE = Political Efficacy; OffP = Offline Political Participation; OnP = 

Online Political Participation. 

*p < .05. **p < .01. ***p < .001. 
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Table 3  

 

Latent Regression Paths for Final SEM Model 1 (Hard News Use vs. Political Satire 

Viewing) 

 
 
Path 

HN 
B (S.E.) 

PS 
B (S.E.) 

NATT 
B (S.E.) 

PT 
B (S.E.) 

SEM 
B (S.E.) 

PK 
B (S.E.) 

PE  
B (S.E.) 

OffP  
B (S.E.) 

OnP  
B (S.E.) 

Covariates         

Age -.010 

(.003)** 

-.008 

(.004)* 

.001 

(.006) 

-.016 

(.004)*** 

-.005 

(.004) 

.021 

(.006)** 

-.003 

(.004) 

-.004 

(.007) 

.005 

(.004) 
Female -.281 

(.089)** 

-.066 

(.089) 

-. 276 

(.134)* 

-.036 

(.094) 

.159 

(.092) 

-.389 

(.161)* 

-.395 

(.102)*** 

.293 

(.163) 

.255 

(.098)** 

White -.395 
(.122)** 

-.186 
(.119) 

-.192 
(.176) 

-.034 
(.114) 

.029 
(.106) 

.090 
(.206) 

.364 
(.129)** 

.239 
(.197) 

.155 
(.113) 

PI .261 

(.046)*** 

.192 

(.051)*** 

1.153 

(.147)*** 

.617 

(.072)*** 

.420 

(.059)*** 

.559 

(.163)** 

.734 

(.110)*** 

.338 

(.156)* 

.222 

(.098)* 
          

Independent Variables        

Rep -.097 

(.125) 

-.052 

(.117) 

-.369 

(.210) 

-.049 

(.123) 

.006 

(.119) 

-.347 

(.225) 

-.189 

(.151) 

-.220 

(.218) 

-.120 

(.130) 
Dem .059 

(.117) 

.289 

(.111)** 

-.102 

(.171) 

.039 

(.118) 

.040 

(.109) 

.242 

(.199) 

-.132 

(.133) 

-.019 

(.200) 

.196 

(.119) 

Edu .218 
(.089)* 

.186 
(.090)* 

.293 
(.150) 

.072 
(.109) 

-.099 
(.099) 

.763 
(.179)*** 

-.049 
(.115) 

.175 
(.162) 

.156 
(.100) 

AC .036 
(.051) 

-.048 
(.052) 

-.277 
(.106)** 

.168 
(.065)* 

.141 
(.062)* 

-.081 
(.107) 

-.071 
(.085) 

-.083 
(.101) 

.010 
(.071) 

HN    .151 

(.069)* 

.162 

(.057)** 

.287 

(.050)*** 

-.714 

(.135)*** 

-.109 

(.062) 

.379 

(.127)** 

.201 

(.074)** 
PS   .133 

(.075) 

.099 

(.055) 

.019 

(.057) 

-.137 

(.097) 

-.150 

(.058)* 

.133 

(.109) 

-.094 

(.061) 

NATT      .249 
(.128) 

.250 
(.094)** 

.009 
(.127) 

.007 
(.070) 

PT      .094 

(.097) 

.091 

(.068) 

.305 

(.094)** 

.123 

(.054)* 
SME      -.189 

(.080)* 

.027 

(.061) 

.390 

(.095)*** 

.239 

(.058)*** 

PK        .082 
(.044) 

.079 
(.026)** 

PE        .067 

(.079) 

.054 

(.052) 

Note. Results were generated using MLR, a robust Maximum Likelihood estimation in 

Lavaan For R. Education was created as an indicator variable by coding 1 if the 

respondent has a college degree or beyond and 0 if not. Final model fit: χ2(287) = 

706.177, p < .001, RMSEA = .051 (.046 -.055), CFI = .942, NNFI/TLI = .916, SRMR 

= .063. PI = Political Interest; Rep = Republicans; Dem = Democrats; Edu = Education; 

AC = Alternative concepts of Citizenship; HN = Hard News Use; PS = Political Satire 

Viewing; NATT = News Attention; PT = Political Talk; SME = Social Media 

Expression; PK = Political Knowledge; PE = Political Efficacy; OffP = Offline Political 

Participation; OnP = Online Political Participation. 

*p < .05; **p < .01; ***p < .001. 
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Table 4  

 

Significant Indirect Effects of Hard News Use 

 

 95% CI 

Path B (SE) LL UL 

Theoretical Model    

Edu > HN > PT > OffP .011 (.007) .001 .027* 

Edu > HN > PT > OnP .004 (.003) .000 .012* 

Edu > HN > SME > OffP .024 (.013) .003 .052* 

Edu > HN > SME > OnP .015 (.008) .002 .033* 

Note. All estimates generated from 5000 bootstrapped resamples. Unstandardized 

coefficients, standard errors, and 95% confidence intervals are presented. *Indicates that 

the confidence interval does not contain zero. Edu = Education; HN = Hard News Use; 

PT = Political Talk; SME = Social Media Expression; OffP = Offline Political 

Participation; OnP = Online Political Participation.  
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Table 5  

 

Correlation Matrix of Key Variables in Model 2 (Harsh Satire Viewing vs. Gentle Satire 

Viewing) 

 

 
Note. Rep = Republicans; Dem = Democrats; PI = Political Interest; HN = Hard News 

Use; HS = Harsh Satire Viewing; GS = Gentle Satire Viewing; NATT = News 

Attention; PT = Political Talk; SME = Social Media Expression; PK = Political 

Knowledge; PE = Political Efficacy; OffP = Offline Political Participation; OnP = 

Online Political Participation. 

*p < .05. **p < .01. ***p < .001. 
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Table 6  

 

Latent Regression Paths for Final SEM Model 2 (Harsh Satire Viewing vs. Gentle Satire 

Viewing) 

 
 
Path 

HS 
B (S.E.) 

GS 
B (S.E.) 

NATT 
B (S.E.) 

PT 
B (S.E.) 

SME 
B (S.E.) 

PK 
B (S.E.) 

PE  
B (S.E.) 

OffP 
B (S.E.) 

OnP 
B (S.E.) 

Covariates         

Age -.001 

(.007) 

-.002 

(.007) 

.004 

(.007) 

-.016 

(.006)** 

-.015 

(.005)** 

.018 

(.008)* 

-.010 

(.007) 

-.009 

(.010) 

.010 

(.006) 
Female -.482 

(.139)** 

.154 

(.141) 

-.086 

(.192) 

-.059 

(.136) 

.123 

(.125) 

-.446 

(.206)* 

-.298 

(.153) 

.530 

(.236)* 

.441 

(.138)** 

White -.084 
(.180) 

-.303 
(.170) 

-.539 
(.242)* 

-.001 
(.174) 

.065 
(.134) 

.091 
(.281) 

.490 
(.216)* 

.176 
(.328) 

-.056 
(.183) 

PI .364 

(.090)*** 

.026 

(.082) 

1.462 

(.219)*** 

.584 

(.102)*** 

.441 

(.089)*** 

.514 

(.295) 

.626 

(.214)** 

.190 

(.243) 

.276 

(.146) 
          

Independent Variables        

Rep -.342 

(.170)* 

.389 

(.192)* 

-.385 

(.304) 

-.197 

(.189) 

-.148 

(.167) 

-.263 

(.366) 

-.305 

(.228) 

-.049 

(.309) 

.035 

(.187) 
Dem .583 

(.173)** 

.302 

(.167) 

.046 

(.226) 

.015 

(.169) 

.099 

(.155) 

.115 

(.256) 

-.205 

(.198) 

-.450 

(.289) 

.055 

(.166) 

Edu .249 
(.151) 

.059 
(.150) 

-.035 
(.210) 

.068 
(.161) 

.047 
(.139) 

.932 
(.232)*** 

-.036 
(.168) 

.043 
(.245) 

.117 
(.151) 

HN .029 
(.005)*** 

.044 
(.005)*** 

.010 
(.007) 

.001 
(.006) 

.020 
(.005)*** 

-.055 
(.010)*** 

-.005 
(.006) 

.024 
(.014) 

.022 
(.007)** 

HS    .092 

(.109) 

.066 

(.070) 

-.009 

(.069) 

.279 

(.123)* 

.126 

(.083) 

.377 

(.137)** 

.181 

(.083)* 
GS   -.019 

(.112) 

.194 

(.082)* 

.100 

(.081) 

-.289 

(.110)** 

-.143 

(.088) 

-.169 

(.167) 

-.378 

(.081)*** 

NATT      .161 
(.200) 

.373 
(.163)* 

.034 
(.207) 

-.169 
(.112) 

PT      .113 

(.129) 

.014 

(.120) 

.325 

(.163)* 

.210 

(.090)* 
SME      -.196 

(.098)* 

-.034 

(.099) 

.545 

(.134)*** 

.362 

(.078)*** 

PK        .045 
(.066) 

.067 
(.036) 

PE        .113 

(.130) 

.090 

(.075) 

Note. Results were generated using MLR, a robust Maximum Likelihood estimation in 

Lavaan For R. Education was created as an indicator variable by coding 1 if the 

respondent has a college degree or beyond and 0 if not. Final model fit: χ2(252) = 

398.920, p < .001, RMSEA = .043 (.036 -.050), CFI = .952, NNFI/TLI = .928, SRMR 

= .043. PI = Political Interest; Rep = Republicans; Dem = Democrats; Edu = Education; 

HN = Hard News Use; HS = Harsh Satire Viewing; GS = Gentle Satire Viewing; NATT 

= News Attention; PT = Political Talk; SME = Social Media Expression; PK = Political 

Knowledge; PE = Political Efficacy; OffP = Offline Political Participation; OnP = Online 

Political Participation. 

*p < .05; **p < .01; ***p < .001. 
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Table 7  

 

Significant Indirect Effects of Gentle Satire Viewing 

 

 95% CI 

Path B (SE) LL UL 

Theoretical Model    

HN > GS > PT > OnP .002 (.003) .000 .005* 

Note. All estimates generated from 5000 bootstrapped resamples. Unstandardized 

coefficients, standard errors, and 95% confidence intervals are presented. *Indicates that 

the confidence interval does not contain zero. HN = Hard News Use; GS = Gentle Satire 

Viewing; PT = Political Talk; OnP = Online Political Participation. 
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Table 8  

 

Correlation Matrix of Key Variables in Model 3 (Self-viewing vs. Curated Viewing of 

Political Satire) 

 

 
Note. Rep = Republicans; Dem = Democrats; PI = Political Interest; HN = Hard News 

Use; SV = Self-viewing of Political Satire; CV = Curated Viewing of Political Satire; 

NATT = News Attention; PT = Political Talk; SME = Social Media Expression; PK = 

Political Knowledge; PE = Political Efficacy; OffP = Offline Political Participation; 

OnP = Online Political Participation. 

*p < .05. **p < .01. ***p < .001. 
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Table 9  

 

Latent Regression Paths for Final SEM Model 3 (Self-viewing vs. Curated Viewing of 

Political Satire) 

 
 
Path 

SV 
B (S.E.) 

CV 
B (S.E.) 

NATT 
B (S.E.) 

PT 
B (S.E.) 

SME 
B (S.E.) 

PK 
B (S.E.) 

PE  
B (S.E.) 

OffP 
B (S.E.) 

OnP 
B (S.E.) 

Covariates         

Age .004 

(.005) 

-.017 

(.007)* 

.006 

(.008) 

-.013 

(.006)* 

-.008 

(.006) 

.016 

(.008) 

-.010 

(.007) 

-.010 

(.010) 

.009 

(.006) 
Female .116 

(.137) 

.079 

(.141) 

-.141 

(.191) 

-.095 

(.132) 

.123 

(.133) 

-.635 

(.203)** 

-.372 

(.145)* 

.395 

(.231) 

.371 

(.134)** 

White .075 
(.160) 

.047 
(.175) 

-.564 
(.245)* 

-.082 
(.178) 

.017 
(.160) 

.163 
(.280) 

.542 
(.218)* 

.232 
(.340) 

.063 
(.189) 

PI .032 

(.092) 

.156 

(.085) 

1.504 

(.229)*** 

.581 

(.099)*** 

.416 

(.089)*** 

.589 

(.290)* 

.626 

(.218)** 

.181 

(.264) 

.234 

(.152) 
          

Independent Variables        

Rep .061 

(.190) 

.110 

(.172) 

-.418 

(.294) 

-.177 

(.185) 

-.176 

(.175) 

-.454 

(.332) 

-.399 

(.223) 

-.166 

(.326) 

-.104 

(.182) 
Dem .374 

(.172)* 

.266 

(.165) 

.036 

(.233) 

.008 

(.170) 

.016 

(.158) 

.187 

(.263) 

-.161 

(.194) 

-.206 

(.273) 

.120 

(.162) 

Edu -.024 
(.160) 

.047 
(.151) 

-.005 
(.211) 

.094 
(.158) 

.030 
(.144) 

.993 
(.239)*** 

-.013 
(.170) 

.080 
(.247) 

.098 
(.145) 

HN .012 
(.004)** 

.049 
(.007)*** 

.009 
(.008) 

-.002 
(.006) 

.002 
(.006) 

-.055 
(.009)*** 

-.008 
(.007) 

.036 
(.013)** 

.017 
(.007)* 

SV    .122 

(.108) 

.122 

(.059)* 

-.051 

(.056) 

.103 

(.089) 

-.037 

(.071) 

-.192 

(.104) 

-.188 

(.056)** 
CV   .055 

(.098) 

.264 

(.093)** 

.538 

(.098)*** 

-.153 

(.125) 

.018 

(.095) 

-.077 

(.192) 

-.027 

(.095) 

NATT      .183 
(.194) 

.401 
(.167)* 

.083 
(.233) 

-.130 
(.120) 

PT      .073 

(.129) 

-.005 

(.117) 

.352 

(.157)* 

.175 

(.087)* 
SME      -.121 

(.111) 

-.049 

(.099) 

.487 

(.148)** 

.310 

(.077)*** 

PK        .086 
(.066) 

.111 
(.036)** 

PE        .137 

(.139) 

.124 

(.076) 

Note. Results were generated using MLR, a robust Maximum Likelihood estimation in 

Lavaan For R. Education was created as an indicator variable by coding 1 if the 

respondent has a college degree or beyond and 0 if not. Final model fit: χ2(200) = 

371.765, p < .001, RMSEA = .052 (.045 -.060), CFI = .939, NNFI/TLI = .901, SRMR 

= .043. PI = Political Interest; Rep = Republicans; Dem = Democrats; Edu = Education; 

HN = Hard News Use; SV = Self-viewing of Political Satire; CV = Curated Viewing of 

Political Satire; NATT = News Attention; PT = Political Talk; SME = Social Media 

Expression; PK = Political Knowledge; PE = Political Efficacy; OffP = Offline Political 

Participation; OnP = Online Political Participation. 

*p < .05; **p < .01; ***p < .001.  
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Table 10  

 

Significant Indirect Effects of Curated Viewing of Political Satire 

 

 95% CI 

Path B (SE) LL UL 

Theoretical Model    

HN > CV > SME > OffP .013 (.015) .004 .025* 

HN > CV > SME > OnP .008 (.006) .003 .015* 

Note. All estimates generated from 5000 bootstrapped resamples. Unstandardized 

coefficients, standard errors, and 95% confidence intervals are presented. *Indicates that 

the confidence interval does not contain zero. HN = Hard News Use; CV = Curated 

Viewing of Political Satire; SME = Social Media Expression; OffP = Offline Political 

Participation; OnP = Online Political Participation. 
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Figure 1. Hypothesized model for Model 1 (Hard News Use vs. Political Satire Viewing).  

 

 

Figure 2. Final model for Model 1 (Hard News Use vs. Political Satire Viewing).  

Note. Solid lines indicate significant paths. Red solid lines indicate significant negative 

association. Blue solid lines indicate significant positive association. Dashed lines 

indicate nonsignificant paths. Yellow lines indicate significant indirect paths. 

*p < .05. **p < .01. ***p < .001. 
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Figure 3. Hypothesized model for Model 2 (Harsh Satire Viewing vs. Gentle Satire 

Viewing).  

 

Figure 4. Final model for Model 2 (Harsh Satire Viewing vs. Gentle Satire Viewing).  

Note. Solid lines indicate significant paths. Red solid lines indicate significant negative 

association. Blue solid lines indicate significant positive association. Dashed lines 

indicate nonsignificant paths. Yellow lines indicate significant indirect paths. 

*p < .05. **p < .01. ***p < .001. 
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Figure 5. Hypothesized model for Model 3 (Self-viewing vs. Curated Viewing of 

Political Satire).  

 

Figure 6. Final model for Model 3 (Self-viewing vs. Curated Viewing of Political Satire). 

Note. Solid lines indicate significant paths. Red solid lines indicate significant negative 

association. Blue solid lines indicate significant positive association. Dashed lines 

indicate nonsignificant paths. Yellow lines indicate significant indirect paths. 

*p < .05. **p < .01. ***p < .001. 
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Appendix 
 

 

 

Survey Instrument  

(Note: Some questions in the survey were not used.) 

 

 

[DISPLAY] 

 

Thank you for agreeing to participate in this study. During this study, you will be asked 

questions about your media use and how you feel about certain kinds of issues. Please 

read each question carefully to answer, all at once and by yourself. 

 

I would appreciate it if you complete the survey in one sitting, if possible. 

 

When you are ready, please click on the next button. 

 

  

General Media Use 

 

[Q] About how many days in the past week did you read or look at the following types of 

media? (8-point (0-7) scale) 

- The printed version of The New York Times 

- The New York Times online 

- The printed version of The Wall Street Journal 

- The Wall Street Journal online 

- The printed version of The Washington Post  

- The Washington Post online 

- The printed version of your local newspaper 

- Your local newspaper online 

 

[Q] About how many days in the past week did you watch or look at each of the 

following news? (8-point (0-7) scale) 

- NBC Nightly News with Lester Holt on television 

- NBC Nightly News with Lester Holt online 

- ABC World News Tonight with David Muir on television 

- ABC World News Tonight with David Muir online 

- CBS Evening News with Scott Pelley on television 

- CBS Evening News with Scott Pelley online 

- PBS NewsHour on television 

- PBS NewsHour online 

- Local news programs on your local TV stations 

- Local news programs online 
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[Q] About how many days in the past week did you listen to or look at these radio news 

programs? (8-point (0-7) scale) 

- National Public Radio on radio 

- National Public Radio online 

 

[Q] About how many days in the past week did you watch or look at each of these 

television news programs? (8-point (0-7) scale) 

- CNN on television 

- CNN online 

- Fox News on television 

- Fox news online 

- MSNBC on television 

- MSNBC online 

 

Political Satire Viewing 

 

[Q] Do you watch late-night talk shows (e.g., The Daily Show, Samantha Bee, Jimmy 

Fallon, John Oliver, Stephen Colbert, Saturday Night Live)? 

- Yes 

- No  

(Note: The respondents who answered “No” were directed to the questions of News and 

Citizenship) 

 

[Q] Please indicate how often you tended to watch the following late-night talk shows 

during the past 12 months? (0 = never and 4 = a great deal) 

- The Tonight Show Starring Jimmy Fallon (NBC) 

- Late Show with Stephen Colbert (CBS) 

- Jimmy Kimmel Live (ABC) 

- Late Night with Seth Meyers (NBC) 

- Late Late Show with James Corden (CBS) 

- Last Call with Carson Daly (NBC) 

- The Daily Show with Trevor Noah (Comedy Central) 

- Conan (TBS) 

- Saturday Night Live (NBC) 

- Last Week Tonight with John Oliver (HBO) 

- Full Frontal with Samantha Bee (TBS) 

 

[Q] Please indicate the extent to which you agree/disagree with each of the following 

statements (1 = strongly disagree and 7 = strongly agree).  

- I watch late-night talk shows purely for entertainment. 

- I watch late-night talk shows purely for news and information.  

- I watch late-night talk shows for both entertainment, and news and information. 

 

[Q] About how often during the past 12 months did you watch (0 = never and 4 = a great 

deal) 

- late-night talk shows on television (live or recorded) 
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- late-night talk shows on the programs’ official websites (e.g., www.cc.com for The 

Daily Show).  

 

[Q] About how often during the past 12 months did you watch (0 = never and 4 = a great 

deal) 

- late-night talk shows or segments of the shows on Facebook? 

- late-night talk shows or segments of the shows on other online platforms (e.g., 

YouTube) after hearing about it on Facebook?  

- late-night talk shows or segments of the shows on Twitter 

- late-night talk shows or segments of the shows on other online platforms (e.g., 

YouTube) after hearing about it on Twitter  

- late-night talk shows or segments of the shows on YouTube 

- late-night talk shows or segments of the shows after hearing about it via email? 

- late-night talk shows or segments of the shows after hearing about it via instant 

messaging? 

- late-night talk shows or segments of the shows when you were guided to them by news 

sources like the Wall Street Journal, ABC news, and your local newspapers, or other 

news media online (e.g., Politico, Huffington Post)? 

 

[Q] About how often was each of the following reasons why you watched the late-night 

talk shows on the media platforms you said you tended to watch the shows during the 

past 12 months? (0 = never and 4 = a great deal) 

- to be the first person to watch the shows 

- to watch the shows at your convenience 

- to watch the popular shows only 

 

News and Citizenship 

 

[Q] To what extent do you agree/disagree with each of the following statements? (1 = 

strongly disagree and 7 = strongly agree) 

- News should be serious. 

- News should be accurate. 

- News should be objective. 

- News should not be entertaining. 

- News should be credible. 

- News should be unbiased. 

- News should not be funny. 

 

[Q] To what extent do you agree/disagree with each of the following statements (1 = 

strongly disagree and 7 = strongly agree).  

- News is a dominant source of political information and a good citizen should follow 

news to be informed of public and civic affairs. 

- Citizens should be informed about public and civic affairs by following news media. 

- Programs like late-night talk shows (e.g., The Daily Show, Late Show with Stephen 

Colbert, Saturday Night Live) can supplement, but not replace news media. 
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- Programs like late-night talk shows (e.g., The Daily Show, Late Show with Stephen 

Colbert, Saturday Night Live) can replace news media. 

 

News Exposure & Attention 

 

[Q] About how many days in the past week did you use newspapers (8-point (0-7) scale)  

- to read articles about the presidential transition process? 

- to read state and national politics? 

- to read editorial and opinion columns? 

 

[Q] In the past week how much attention did you pay to (1 = very little attention and 7 = 

very close attention)  

- newspaper stories about the presidential transition process?  

- newspaper stories about state and national politics? 

- editorial and opinion columns in newspaper? 

 

[Q] About how many days in the past week did you use television (8-point (0-7) scale) 

- to watch/listen to stories about the presidential transition process? 

- to watch/listen to stories about state and national politics? 

 

[Q] In the past week how much attention did you pay to (1 = very little attention and 7 = 

very close attention) 

- television news stories about the presidential transition process? 

- television news stories about state and national politics? 

 

[Q] About how many days in the past week did you go online (8-point (0-7) scale) 

- to read/watch/listen to news stories about the presidential transition process? 

- to read /watch/listen to news stories about state and national politics? 

 

[Q] In the past week how much attention did you pay to (1 = very little attention and 7 = 

very close attention)  

- online news stories about the presidential transition process? 

- online news stories about state and national politics? 

 

Political Talk 

 

[Q] About how often during the past 12 months did you talk about politics with each of 

the following groups of people? (0 = never and 4 = a great deal) 

- friends and family 

- coworkers and acquaintances 

- strangers 

- people who agree with me 

- people who disagree with me 

- people who are more knowledgeable about politics than I am 

- people who are less knowledgeable about politics than I am 
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- people outside my family who do not share my ethnicity, socioeconomic status, or 

gender 

- people who back up their arguments with evidence 

- people who are unreasonable and illogical when stating their point of view 

- people who propose alternatives or policies for problem solving 

 

Social Media Expression 

 

[Q] About how often during the past 12 months did you (0 = never and 4 = a great deal) 

- post or share comments or opinions about current political events and public affairs on 

social media (e.g., Facebook, Twitter, YouTube) 

- post or share videos about current political events and public affairs on social media 

(e.g., Facebook, Twitter, YouTube) 

- post or share articles about current political events and public affairs on social media 

(e.g., Facebook, Twitter, YouTube) 

 

Offline Political Participation 

 

[Q] During the past 12 months, did you (yes/no) 

- speak to a public official in person 

- call or send a letter to an elected public official 

- participate in any demonstrations, protests, or marches 

- attend a political meeting, rally, or speech 

- encourage someone to vote 

- wear a campaign button or T-shirt 

- display a campaign bumper sticker or yard sign 

- work for a political party or candidate 

- get involved in political action groups, political clubs, or party committees 

- participate in groups that took any local action for social or political reform 

 

Voting 

 

[Q] In talking to people about elections, we often find that a lot of people were not able to 

vote because they weren’t registered, they were sick, or they didn’t have time. How about 

you? Did you vote in the presidential election this past November? Which of the 

following statements best describes you? (4-point (0 – 3) scale) 

(I did not vote – I thought about voting this time but didn’t – I usually vote but didn’t this 

time – I am sure I voted) 

 

Online Political Participation 

 

[Q] During the past 12 months, did you (yes/no) 

- send e-mails to politicians 

- visit a campaign or candidate advocacy website 

- make contributions to a political campaign online 

- subscribe to a political listserv 
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- sign up online to volunteer for the activities of political parties 

 

Political Efficacy 

 

[Q] How much do you agree/disagree with each of the following statements? (1 = 

strongly disagree and 7 = strongly agree) 

- I consider myself to be well qualified to participate in politics 

- I feel that I have a pretty good understanding of the important political issues facing our 

country 

- I think that I am as much informed about politics and government as most people. 

 

Political Interest 

 

[Q] About how much interested are you in (0 = not at all interested and 4 = extremely 

interested):  

- the presidential election? 

- elections for officials in your state? 

- political news (non-election related)? 

 

Political Knowledge  

(Note: Respondents were given 15 seconds per each question.) 

 

[Q] Which of these is the governor of Indiana? 

[Mike Pence, Tim Kaine, John Kasich, Ben Carson] 

 

[Q] Which of these served as a Secretary of State?  

[Hillary Clinton, Donald Trump, Gary Jonhson, Jill Stein];  

 

[Q] Which of these was born in New York City and graduated from New York Military 

Academy?  

[Donald Trump, Gary Jonhson, Mike Pence, John Kasich] 

 

[Q] Who says global warming and climate change are a hoax?  

[Hillary Clinton, Donald Trump, Al Gore, Ban Ki-moon] 

 

[Q] Who cast doubt on Russia’s hacking role and praised Russian President Vladimir 

Putin during the presidential campaign? 

[Donald Trump, Hillary Clinton, Gary Johnson, Jill Stein] 

 

[Q] Who initiated the vote recount efforts in Michigan, Wisconsin, and Pennsylvania 

after the presidential election? 

[Hillary Clinton, Gary Johnson, Jill Stein, Donald Trump] 

 

[Q] Which political party has a majority in the U.S. House of Representatives?  

[Democratic, Republican, Libertarian, Green] 
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[Q] Whose responsibility is it to nominate judges to the Federal Courts?  

[President, Congress, Supreme Court, Don’t know]. 

 

[Q] How much of a majority is needed for the U.S. Senate and House to override a 

presidential veto?  

[Bare majority (one more than half the votes), Two-thirds majority, Three-fourths 

majority, Don’t know]. 

 

[Q] What job is currently held by Paul Ryan?  

[Speaker of the U.S. House of Representatives, Senate Majority Leader, Senate 

Minority Leader, House Majority Leader]. 

 

[Q] Who has the final responsibility to decide if a law is Constitutional or not?  

[President, Congress, Supreme Court, Don’t know]. 

 

[Q] In which institution does a presidential candidate have to get a majority votes to win 

the election?  

[Registered voters, Electoral College, The House of Representatives, The Senate] 

 

 

[INSTRUCTION] 

The following items are being used for multiple studies exploring individual differences 

in media use. Please keep in mind that there are no “right” or “wrong” answers for these 

questions. 

 

 

Issue Attitudes 

 

[MIXED QUESTIONS 1]  

How much do you agree/disagree with each of the following statements? (1 = strongly 

disagree and 5 = strongly agree) 

- Men have privileges that women do not have in the United States.  

- Men automatically have more opportunities than women in employment and education.  

- Men are at an advantage because they hold most of the positions of power in society. 

- Marriage should only be between a man and a woman 

- The Affordable Care Act is a good way of providing health care to Americans 

- Immigrants who did not come to this country legally should have a pathway to 

citizenship 

- Human activity is causing global warming.  

- Government spending needs to be drastically reduced. 

- Carbon pollution needs to be regulated to stop global warming. 

- The science behind global warming has been exaggerated.  

- At this point, there is nothing humans can do to curtail global warming. 

- White people in the U.S. have certain advantage because of the color of their skin. 

- Race is very important in determining who is successful and who is not. 

- Race plays an important role in who gets sent to prison. 
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- Race plays a major role in the type of social services (such as type of health care or day 

care) that people receive in the U.S. 

- Racial and ethnic minorities do not have the same opportunities as White people in the 

U.S. 

- Everyone who works hard, no matter what race they are, has an equal chance to become 

rich. 

- Poor people often lack a good work ethic. 

 

[MIXED QUESTIONS 2]  

To what extent do you agree/disagree with each of the following statements? (1 = 

strongly disagree and 5 = strongly agree) 

- America’s government has gotten way too big. 

- Government uses tax dollars to provide things we all need (e.g., highways and parks). 

- Diversity of religions is one of the things that make this country great. 

- Social policies, such as affirmative action, discriminate unfairly against White people. 

- English should be the only official language in the U.S. 

- White people in the U.S. are discriminated against because of the color of their skin. 

- Due to racial discrimination, programs such as affirmative action are necessary to help 

create equality. 

- Racial and ethnic minorities in the U.S. have certain advantages because of the color of 

their skin. 

- Racial problems in the U.S. are rare, isolated situations. 

- The government should provide everyone with health care and pay for it with tax 

dollars. 

- Companies should be required to provide health insurance for their employees and the 

government should provide subsidies for those who are not working or retired. 

- Health insurance should be voluntary left up to individuals. 

- We need stricter firearms laws to protect Americans from gun violence. 

- We need tightened background check requirements on would-be gun buyers. 

- No limits on guns are needed. They save lives. 

 

[MIXED QUESTIONS 3]  

To what extent do you agree/disagree with each of the following statements? (1 = 

strongly disagree and 5 = strongly agree) 

- Gay, lesbian, and bisexual individuals lack power in the legal system. 

- Heterosexuals have access to more resources than gay, lesbian, and bisexual 

individuals. 

- Some individuals are devalued in society because of their sexual orientation. 

- I think gay, lesbian, and bisexual individuals exaggerate their hardships. 

- Racial diversity makes it harder for Americans to get along. 

- A major cause of America’s problems is that so few people have most of the country’s 

wealth. 

- We need stricter voting laws to cut back on election fraud in our country. 

- It is important to make voting easy and accessible to as many Americans as possible. 

- Many people are poor through no fault of their own. 

- Too many Americans expect others to provide them with life’s needs. 
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- The law should permit abortion only in case of rape, incest, or when the woman's life is 

in danger. 

- Talking about racial issues causes unnecessary tension. 

- Racism is a major problem in the U.S. 

- It is important for public schools to teach about the history and contributions of racial 

and ethnic minorities. 

- It is important for political leaders to talk about racism to help work through or solve 

society's problems. 

- Racism may have been a problem in the past, it is not an important problem today. 

- By law, abortion should never be permitted. 

- By law, a woman should always be able to obtain an abortion as a matter of personal 

choice. 

 

 

[DISPLAY] 

Lastly, we would like to ask you about your social media use and background. 

 

 

General SNS Use 

 

(No time at all – up to 15 minutes – up to 30 minutes - more than 30 minutes and up to an 

hour – up to two hours – up to three hours - more than three hours) (7-point (0-6) scale) 

 

[Q] On a typical day, about how much time do you spend on Facebook?  

[Q] On a typical day, about how much time do you spend on Twitter?  

[Q] On a typical day, about how much time do you spend on YouTube?  

 

Demographics 

 

Age 

 

[Q] How old are you? 

 

Gender 

 

[Q] [Assigned sex at birth] What sex were you assigned at birth, on your original birth 

certificate? 

-Male 

-Female 

 

[Q] [Current gender identity] How do you describe yourself? (check one) 

-Male 

-Female 

-Transgender 

-Do not identify as female, male, or transgender]  
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Education 

 

[Q] What is the highest level of education you have completed?  

- Less than high school 

- High school incomplete 

- High school graduate or GED certificate 

- Some college, no degree (including community college) 

- Two-year associate degree from a college or university 

- Some university, no degree 

- University degree/Bachelor’s degree 

- Some graduate studies, no degree 

- Master’s degree 

- Doctorate degree 

 

Race 

 

[Q] Which of the following describes your race? You can select as many as apply. 

- White (e.g., Caucasian, European, Irish, Italian, Arab, Middle Eastern) 

- Black or African-American (e.g., Kenyan, Nigerian, Haitian) 

- Asian or Asian-American (e.g., Asian Indian, Chinese, Filipino, Vietnamese or other 

Asian origin groups) 

- Native American/American Indian/Alaska Native 

- Pacific Islander/Native Hawaiian 

- Hispanic/Latino (e.g., Mexican, Puerto Rican, Cuban) 

- Don’t know  

 

Income 

 

[Q] In 2016, what was your total family income from all sources, before taxes? 

- Less than $10,000 

- 10 to under $20,000 

- 20 to under $30,000 

- 30 to under $40,000 

- 40 to under $50,000 

- 50 to under $75,000 

- 75 to under $100,000 

- 100 to under $150,000 

- $150,000 or more 

 

Political Ideology 

 

[Q] The term “liberal” and “conservative” may mean different things to people, 

depending on the type of issue one is considering. In general, would you describe your 

political views as (7-point (-3-3) scale) 

(Very conservative – Conservative – Somewhat conservative - Moderate – Somewhat 

liberal – Liberal - Very liberal) 
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Party Identification 

 

 [Q] In politics today, do you consider yourself (Strong Republican - Republican - 

Leaning Republican - Independent - Leaning Democrat - Democrat - Strong Democrat)? 

(7-point (-3-3) scale) 

 

Residence 

 

[Q] Which state do you live in? 

 

 

This is the end of the survey. Thank you very much for your time and participation. 
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