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Abstract:  
 Television news representations of Hillary Clinton span from traditional wife and mother, to the non-traditional policy adviser, Senator and presidential primary candidate. Using grounded theory methodology to study newscasts of the three major news networks, we discovered three dominant themes in representations of Hillary Clinton from 1993 through 2008 -- innovator, news influences and image-making. These themes can add to a foundation for developing new theory to explain media coverage of female politicians.
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Introduction

In her concession speech on June 8, 2008, Hillary Clinton emphasized the inroads she made as a female politician in a realm still dominated by men: 

Although we weren't able to shatter that highest, hardest glass ceiling this time, thanks to you, it's got about 18 million cracks in it, … And the light is shining through like never before, filling us all with the hope and the sure knowledge that the path will be a little easier next time (p. A01).

Perhaps no female politician has been covered more closely in the news media in the past 20 years than Hillary Rodham Clinton, and no one’s coverage has been more important than that given to Clinton. Her trailblazing political career as a woman and the news media’s challenge to fairly and accurately tell her dramatic story continue to place her in the forefront. This study sought to answer the question: How did television news media represent Clinton, from her entrance into the media spotlight as First Lady in 1993, to her run for President in the 2008 Democratic primary? Using grounded theory methodology, we examined both the verbal and visual content of news stories about Clinton. The resulting representations reveal an ongoing tension between Clinton’s efforts to construct her image in the media and journalists’ efforts to tell her story.
As Hillary Clinton’s career evolved from First Lady to U. S. Senator to presidential candidate, she became a distinctive figure in American political history, thus requiring a fresh approach in analyzing media portrayals of her public life. Literature concerning coverage of both Clinton and her peers provides both a historical reference and a basis for comparison to the analysis of the stories used in this study.

Unique in her career path, Hillary Clinton’s treatment by the media in many ways is shared by her female peers and predecessors. In other ways, as Clinton’s career progressed and she became a bona fide presidential candidate, television representations of her differ from those of earlier high-ranking female politicians. 

We find that the majority of network television news representations of Hillary Clinton between 1993 and 2008 were not overtly gender-focused – as might be expected – but rather were more likely influenced by Clinton’s ability or inability to construct her own image and by the influences of the daily practices and routines of the journalists covering her. This reflects change in the treatment of female politicians. Gender bias may still exist in media coverage of Clinton, but it is more subtle than in bygone days in which female politicians were subjected to blatant bias in coverage, or lack of coverage altogether(Falk, 2008; Kahn, 1994; Witt, Paget, & Matthews, 1994)  .

Female Politicians in the News: A Look Back
Female politicians in the United States have been challenged by media coverage for more than one hundred years. Victoria Woodhull, the first female candidate to seek the presidency, in 1872, and those who followed including Hillary Clinton, have often been categorized as  “novelties” whether they were or not (Falk, 2008). Nearly a century after Woodhull sought office, a newspaper columnist wrote that Margaret Chase Smith, a 1964 candidate for president, should “always be proud and happy that she had the distinction of having been the first woman in the country to bid for that office” (Arnold, 1963). In fact, she was actually the third, following Victoria Woodhull (1872) and Belva Lockwood (1884). 

At times media coverage of female candidates has focused on matters completely outside of their political abilities 
 ADDIN EN.CITE 
(Carlin & Winfrey, 2009; Carroll, 2009; Clift & Brazaitis, 2003; Falk, 2008)
, such as appearance, physical attributes and personal details 
 ADDIN EN.CITE 
(Carroll & Fox, 2006; Falk, 2008; Jamieson, 1995; Witt et al., 1994)
. Conversely, the news media have rarely covered physical attributes and or the personal matters of male candidates (Witt et al., 1994). A description of Illinois Senate candidates Carol Moseley Braun and her opponent Richard Williamson in The New York Times on July 29, 1992 stated, “She is commanding and ebullient, a den-mother with a cheerleader’s smile: he by comparison is all business, like a corporate lawyer” (Witt et al., 1994, p. 181).
 As vice-presidential candidate Geraldine Ferraro stood before a cheering crowd at the 1984 Democratic National Convention, NBC’s Tom Brokaw announced “"Geraldine Ferraro. . . . The first woman to be nominated for Vice President. . . . Size six!" (Braden, 1996, p. 15). 
Although representations of female politicians in the media are improving (Rhode, 1995), challenges for equitable coverage for these women still exist. Journalists in the 21st century have the opportunity to improve these representations by carefully considering the ramifications of elements in the stories they produce. Whether it is inward bias, or the influence of news routines and practices causing adverse coverage of female politicians, an opportunity for improved coverage persists.  
News Routines and Practices: Implications for Female Politicians

To fully understand television news representations, one must understand the conditions in which they are constructed. Images presented in news are a result of a complex process of journalistic routines and practices (Gitlin, 2001; Griffin, 1992; Shoemaker & Reese, 1996). These practices have implications on the stories that are produced. Television network news is still considered a widely accepted source of information (PRWatch.org, 2009). Seven out of every ten adults surveyed in 2006 stated that they watched television network news at least several times per week (Poll, 2006). As we watch the news, we obtain information which has been filtered through newsroom gatekeepers. Much of what could be news never makes it to our television screens simply because of the daily routines and practices of journalists acting as gatekeepers. 

There are a variety of factors that go into what is considered newsworthy. Television news is particularly reliant upon the visual element. At times, stories which are important to viewers receive less air time or no air time in television news because they are not visually compelling (Silcock, Heider, & Rogus, 2007). At other times, cost and staffing constraints increase reliance on file footage, video news releases and wire services (Griffin, 1992; McManus, 1990). Time constraints in television are yet another factor in news production (Shoemaker & Reese, 1996; Silcock et al., 2007). News routines and practices have decided implications on the end product. Representations of Hillary Clinton and her female peers and predecessors were directly affected by the daily practices of the journalists covering them.

Media Coverage and Hillary Clinton
As Hillary Clinton became more involved in policy making as a First Lady, the media struggled with how to represent her; at the same time, society struggled with a woman seeking high political office who was both family- and career-oriented (Jamieson, 1995). The double-bind as Kathryn Jamieson (1995) labels it, is the continual tension female politicians, including Clinton, experience between their aspirations and accomplishments as professional women and media and society’s constant reference to their gender and personal lives.    

Clinton experienced the “double bind” throughout her tenure; initially as a First Lady with professional acumen and later as a politician. Two sound bites that aired in 1992 while she was First Lady represent the struggle the media had in negotiating Hillary Clinton’s non-traditional First Lady role in which she revealed a career path that defied the roles of previous first ladies. The first sound bite occurred during an interview with the television newsmagazine show 60 Minutes in which she was questioned about her husband’s alleged twelve-year affair with a nightclub singer. Clinton responded that she was “not sitting here, some little woman standing by my man like Tammy Wynette,” referring to a popular Country and Western song which encourages women to “stand by your man” under all circumstances (Burns, 2008; Clinton, 2003; Jamieson, 1995, p. 24). 
Clearly the sound bite struck a chord with both the audience and the media Years later this poignant statement continued to follow Clinton during her political career; including when she announced her bid for president twelve years later (The Seattle Times, 2007; (Chung, 1995).

The second sound bite occurred in a press conference with Hillary Clinton that addressed statements made by California Governor and presidential candidate Jerry Brown. During a televised debate with Bill Clinton, he accused Hillary Clinton of capitalizing on the fact that her husband was the Governor by funneling funds to the Rose law firm where she was a partner (Clinton, 2003; Jamieson, 1995). Her response was that she was independent of her husband, she had her own life and that her opponents were attacking the fact that she was a professional. In rebuttal during a press conference, she said, “… you know I suppose I could have stayed home and baked cookies and had teas, but what I decided to do was fulfill my profession which I entered before my husband was in public life…” (Jamieson, 1995, p. 27). The press conference ended quickly and her sound bite became the quote of the day. An article about Hillary Clinton in New York Newsday three months later in July mentioned cookies no less than five times (Benz, 1992), and in 1995, the sound bite was referenced in a story titled “ The State of the First Lady” (Chung, 1995).  Even in June of 2010, a blog called Chicago Now references the 18 year old quote in a discussion about the demise of the old fashioned American bake sale (Tithofsteere, 2010). The repeated reference by the media to these quotes and sound bites shows a propensity by the media to emphasize the “double bind” of traditional versus non-traditional that envelopes the careers of women in politics .
Media Representations of Hillary Rodham Clinton: The Visual

Scholarly research on the visual representations of Hillary Clinton in the news media is sparse; only three studies were located. A study on newspaper photographs of Hillary Clinton from 1992-1994 concluded that photos of Clinton were often predictable, stock photos that were repeatedly used with little or no variance or photos that were obtained during staged press conferences (Colbert, 1995). A study by Thorsen using the same collection of photos concluded they had little or no impact on their audiences (Thorsen, 1995). In the Thorsen study, 62 adults were given three large sheets of paper with newspaper stories about Hillary Clinton as First Lady. Photos of Clinton were interchanged between the stories on the news sheets. The participants were given 10 minutes to read the stories, the stories were collected and participants were then given a questionnaire regarding what they had viewed. Thorsen concluded from the results of the questionnaire that the photos made little significant contribution to the reader’s recall of the stories and therefore were not a dominant component of the newspaper page (Thorsen, 1995).
 Scholarship on television news’s visual representations is also sparse. One study of television visuals of Hillary Clinton indicates the possibility of false image-making through the use of file footage. Parry-Giles uses the Monica Lewinsky scandal as an illustration. Anchor Jane Pauley’s script begins with information concerning the painful moment when Hillary Clinton learns that her husband of 23 years is suspected of having an affair with intern Monica Lewinsky. The video shows Hillary Clinton crying; however Giles points out, the video is file footage of Clinton crying during a memorial service for Americans killed in an embassy bombing (Parry-Giles, 2000). Such deceptive visuals can have long-lasting ramifications, creating perceptions that are false in nature. One of two things is probable in this scenario; either the editor was in a rush to find file video for use in the story and randomly chose the footage or the editor had an agenda of portraying an Hillary Clinton as emotional concerning the Lewinsky affair. This study shows that footage used in stories reporting the Lewinsky affair represented Hillary with unemotional , or in still image graphics which also lacked emotion (Bloom, 1998; Douglas, 1998; Rather, 1998). 
Research Question

We sought to answer the question, “How was Hillary Clinton represented in television news stories during the most public times in her life between 1993 and 2008?” Using grounded theory methodology, we analyzed scripts and visuals to uncover conceptual themes that contributed to the image of Hillary Clinton. 

Methods

We analyzed 30 television news stories collected around important dates in Hillary Clinton’s public life between the years of 1993 and 2008.   

Figure 1. Timeline of Hillary Clinton’s Public Life 1993-2008

First Lady   Healthcare Reform      Lewinsky Whitewater   Senate   2008 Pres. Primaries


      Jan. 1993             1993-1996                Jan. 1998         April 1998       Jan. 2000          Jan. 2008

These 30 stories are equally divided between each of the three major networks and were collected using the progressive sampling method (Altheide, 1996). We began the sampling process by looking at 53 recorded news stories from the 2008 presidential primary, disbursed across the three major television networks. During this initial viewing process, “open coding” was used to categorize the stories into logical time periods which corresponded with heavily covered events during the presidential primary. As with any long-term campaign, there were ebbs and flows of activity.  After an initial viewing of these stories, five notable time periods were identified in the presidential primary. The first concentration of stories was around the Iowa caucus on January 3, 2008. The Iowa caucus is an important benchmark for candidates; since 1972, no candidate who has lost the Iowa caucus has been later chosen to represent his or her political party for the presidential election (Services, 2007). The second concentration of stories occurred four days later on January 7, the candidates travelled to New Hampshire where Hillary Clinton received extensive coverage for what some journalists called an “emotional” moment in a town meeting at a New Hampshire coffee shop (Axelrod, 2008a; Mitchell, 2008a; Snow, 2008a). The third concentration of stories revolved around February 5, when the media gave extensive coverage to voting on what is referred to as Super Tuesday. On this primary day, 41 percent of Republican delegates and 52 percent of Democratic delegates were chosen across 22 states (Nagourney, 2008). Delegates are appointed representatives who cast their vote in the primary elections and are not bound by the popular vote.

The fourth concentration of stories is the contest that took place on March 4, 2008 when the states of Ohio, Texas, Vermont and Rhode Island conducted their primaries (Bumiller, 2008). The final collection of stories included in the study occurred on June 4, 2008 when Barak Obama announced victory in the Democratic presidential primary (Nagorney, 2008).  

In order to have an equitable representation of stories from both the historical perspective ( 1992-2000) and the 2008 perspective , the data sample was narrowed to these five concentrations in the January 2008 through June 2008 time period; the equivalent of the number of stories chosen for the historical section of the sample.

Data for the historical portion (1993-2000) was identified using the Vanderbilt University Television News Archives; the most extensive and complete archive of television news available (Vanderbilt, 2010). The archives provide copies of news stories to researchers, but at considerable expense. The budget for this particular project was limited to $500.00. Procuring the stories from the archives resulted in an expenditure of $528.00 and a collection of 15 stories. 

Data was initially discovered searching through the titles of nearly 3,000 stories. Using a keyword search for “Hillary” and “Clinton” from Bill Clinton’s inauguration on January 20, 1993, through Hillary Clinton’s concession in the Democratic presidential primaries on June 4, 2008 , we identified five distinct issues in the time period that defined the majority of the coverage: Hillary Clinton’s role as First Lady; her role as chairwoman for the task force on national healthcare reform; the Whitewater investigation; the Monica Lewinsky investigation; and Hillary Clinton ’s campaign for the U.S. Senate seat in New York in 2000. We further narrowed the results by identifying appropriate dates during these time periods that served as a catalyst or pivotal point for the events. For example, January 22, 1993, was the day of the Presidential inauguration. The networks all did stories about Hillary Clinton within a few days of this event.  The grand jury testimony of Hillary Clinton in April 1998 during the period of the Whitewater investigation can also be considered a pivotal event. These catalysts and pivotal events are characterized by a clustering of stories by the networks. These clusters were easily recognizable when searching through the Vanderbilt records. The television news package was chosen as the unit of analysis for this study.  A package, as referred to in the industry, is a pre-produced story most often containing sound bites and the voice track of the reporter. 
Why Grounded Theory?
We chose grounded theory methodology as the means for analysis because it allows the researchers to go beyond previously established categories and images. Grounded theory results create new theory, or can become the basis for new theory. Grounded theory has been recognized as a unique method in unearthing the discourse of the media 
 ADDIN EN.CITE 
(Altheide, 1996; Curkan-Flanagan, 2000; Dutta-Burgman, 2005; Figueroa, 2008; Schnopp-Wyatt, 2005)
. With grounded theory, Barney Glaser and Anselm Strauss sought to formulate a means for discovering theory by systematically analyzing data. Their argument against traditional methodologies is that “theory could not be divorced from the process by which it was generated” (B. G. Glaser & Strauss, 1967, p. 5). Grounded theory required us to immerse ourselves into the video news stories and transcripts -- to watch the videos and listen to the transcripts over and over until some images and words captured our attention more than others. We recorded these images and words as “concepts.” We then looked for patterns or consistency in use of these images and words across multiple videos. When patterns appeared, they were labeled as “categories.” Glaser refers to this process as “fracturing” the data into categories, which allows for the data to then be compared and contrasted for the next level of abstraction (B. Glaser, 1992). That level of abstraction is to apply broader conceptual meaning to the categories by connecting the elements within and between categories. We called these meanings “conceptual themes.” A category can stand alone as a conceptual theme, or categories can be combined under a conceptual theme, and categories can be subsumed by more than one conceptual theme. This process allows for themes not already in the literature to emerge.

Grounded Theory versus Content Analysis

Content analysis has been a popular methodology for studying mass communications content since the 1940s, including studies involving female politicians (Falk, 2008; Sharrer, 2002; Shoop, 2006).  Its founder, Bernard Berelson, defines it as a research technique for the objective, systematic, and quantitative description of the manifest content of communication (Berelson, 1952). Quantitative content analysis gathers and analyzes data in order to determine its manifest content, which is denotative and immediately known to the viewer without interpretation (Stempel, Weaver, & Wilhoit, 2003). Qualitative content analysis is used to discover latent meanings in a text (Stempel et al., 2003). The weakness of qualitative and quantitative content analysis is their reliance upon preconceived categories, which forces the researcher to mold the data into the categories, regardless of their appropriateness for the given data. Continuing to rely upon content analysis as a methodology for studying television news narrows the scope of research in the mass communications field (Griffin, 1992). 

Analyzing the Stories

We employed Glaser’s (1992) open coding process in conjunction with Adele Clark’s situational analysis, referred to as situational mapping (Clark, 2003). According to Clark (2003), situational mapping can be applied to the open coding step in Glaser’s traditional grounded theory as a means of beginning to sort the data into meaningful categories, thus preventing “analytical paralysis” (Clark, 2003, p. 506). Situational analysis is made up of three possible means of mapping data; situational maps, social world/arenas maps and positional maps (Clark, 2003). The situational mapping approach was used in order to incorporate both visual and textual elements. “Situational maps provoke analysis of relationships between major nonhuman, human, discursive and other elements” (Clark, 2003, p. 554). 

Figure 2. Situational Mapping Worksheet

Network_____________ Date of story ________________________

Story Length______________________

Story Format _______________________

(1) Individual Human Elements/Actors 

(2) Collective Human Elements/Actors

(3) Major/Issues Debates 
(4) Discursive Constructions (remarkable statements)

(5) Political/Economic Elements 

(6) Temporal Elements

(7) Nonhuman Elements (camera angles/graphics) (visual)     

(8) Silent actors (visual)

(9) Sociocultural/Symbolic Elements (visual symbols)  

(10) Spatial Elements  

(11) Visual Discourses

Analysis began by noting the network, date, length and format of each story. Individual human actors, symbolic elements, were noted in each story. Collective human actors were identified as groups of people in the stories; for example Republicans, or voters. Discursive constructions, or remarkable statements, became one of the most important categories and included remarkable statements made by both journalists and interview subjects. 

In the analysis of visuals, manifest visuals were noted under visual discourses. Manifest visuals might include Hillary Clinton shaking hands and waving or walking off of a plane. Graphics included lower-third graphics, which often contained text. These graphics as well as still store pictures (Center, 2008) added meaning to the video. 

Results

Fifteen concepts were identified. When compared and contrasted, they yielded eight categories, of which six were verbal and two were visual: voiceless, invisible, news video practices, horse race, 1st First Lady, victim vs. perpetrator, planned events and performing roles. These categories were then analyzed in terms of their broader conceptual meanings, revealing three conceptual themes: innovator; news influences; and image-making. Table 1 shows the relationship between the concepts, categories and conceptual themes. The table also shows the number of stories containing each concept.

Table 1. Concepts to Categories to Conceptual Themes.


Visual and Verbal Concepts

Categories

Conceptual Themes

Number of stories* 


Traditional First Lady (5)


Performing Role

        Image- Making


Supporter (5)



Performing Role

        Image-Making


Photo-Ops (visual) (20)


Planned 
Event
       
        Image-Making

First Lady As Policy Advisor (9)

1st First Lady

         Innovator (positive)


Woman as President (5)


1st First Lady

         Innovator (positive)

Woman as VP (3)



1st First Lady

         Innovator

Fighting Back (3)



Victim vs. Perpetrator
         Innovator (negative)




Criminal
 (3)



Victim vs. Perpetrator
         Innovator




Invisible
 (6)



Invisible

        
         News Influences/







         Image-making

Voiceless (10)



Voiceless

         News Influences/image-








         making

Positioned Behind in Primary (8)
   
Horse Race
 
         News Influences

Campaign Strategy (7)


Horse Race

         News Influences

File Video (8)


       
News Video Practices
         News Influences

Video Graphics SS and FS
 (10)

News Video practices
         News Influences

Video Graphic Lower 1/3 (6)

News video practices
         News Influences

*The number in parentheses shows the number of stories containing the concept.

Conceptual Theme I: Innovator

The convergence of categories and themes in the representations points to a dominant theme in the findings: Clinton presented as an innovator. At times she is presented as an innovator in a positive way, such as taking on the role of policy advisor while First Lady and later running for and being elected to public office. And at times, she is presented as an innovator in a negative way, such as defending her husband in the Monica Lewinsky scandal and defending herself against accusations of crime and unethical behavior in her professional life. 

Innovator: Representations of Hillary Clinton as 1st First Lady

Television news coverage of Clinton as First Lady reflects the many ways that she was an innovator. The theme of “innovator” is a constant thread throughout the representations of Clinton while she is First Lady and beyond. Over half of the news stories analyzed present Clinton as an innovator, beginning with her first term as First Lady. All three networks reported that she was the 1st First Lady in the history of the presidency to establish an office in the West Wing of the White House, where government business is typically conducted (Chung, 1995; Plante, 1993; Wooten, 1993). CBS’s Bill Plante (1993) reported:

Traditionally First Ladies preside over an office in the East Wing of the White House which oversees social events and they identify themselves with charitable causes, but Hillary Clinton has an office in the West Wing where the President and the power are, and that’s a first. 

Only days after Bill Clinton’s inauguration as President in 1993, Hillary Clinton became the 1st First Lady to be appointed to chair a task force on a national issue, healthcare reform. Bill Plante’s story (1993) on January 25 emphasizes the precedent-setting nature of the appointment, while at the same time questions Americans’ receptiveness to a First Lady in this role. He reported: 

In one hundred days, the President will deliver something many Americans want…a healthcare reform package, in charge, his wife Hillary Rodham Clinton, a choice many Americans may question…. Hillary Clinton began generating heat early in the campaign -- vote for him and you get both of us …When that didn’t go over well, her role as an advisor was played down.

The story went on to report that President Clinton continued to support his appointment and said, “The American people will learn, as the people of our state did that we have a First Lady of many talents.” Bill Plante continued his report, stating, “As if to prove that the First Lady is qualified for the job…the White House press office passed out 21 pages of 9-year-old press clippings from Arkansas…In any case the First Lady doesn’t need to prove anything.” The story concluded with separate comments from each of two female sources, one clearly favorable to Hillary Clinton the innovator and the other not so favorable. Ruth Harkin, a Clinton friend and attorney from Arkansas, stated in the report, “She is a significant and trusted advisor to her husband and always has been. So I think it’s just a natural progression that she would be doing this.” Lynn Martin, Secretary of the Department of Labor in the George H.W. Bush administration, said, “It’s hard to fire your wife and even harder for White House staff to tell a President he’s wrong, the even harder thing might be telling his spouse she’s wrong.” The story showed that innovativeness by a female at the highest level of American politics was not necessarily to be represented as positive.

Innovator: Victim or Perpetrator
In her years as First Lady, Clinton was also presented by the news media as an innovator in the way she handled scandal – her own and her husband’s. She was seen as an innovator because whether she was presented as the victim or the perpetrator in the scandal, she stepped out and defended herself and her husband. It was a first for a First Lady to be associated with such scandal and for her to be so visible in such unseemly affairs. In the Lewinsky investigation in which the President was accused of having an affair with a young White House intern, the First Lady was packaged as a victim as she took the awkward position of defending her husband and their marriage in the public eye, a first for a First Lady.

In two scandals, the First Lady was portrayed on the defensive when she was accused of criminal and unethical professional behavior. Clinton was subpoenaed by a grand jury to testify about the questionable land development deal known as Whitewater, in which she and the President had invested.  She was also implicated in overbilling of clients at the Arkansas law firm where she had been employed (Jones, 1998; Judd, 1998; Palmer, 1998). As the Whitewater land deal story developed, Hillary Clinton was represented as perpetrator.  

Innovator: Woman as President
Hillary Clinton was an innovator as the first former First Lady to campaign for the presidency. At this point in her career, the media began to focus on Clinton’s gender as a factor in the 2008 presidential primaries. Four of the stories focused on gender as a factor of the campaign. When she was questioned by a voter in New Hampshire about her ability “to do it all,” the networks reported her as having “an emotional moment,” which is language typically associated with women (Axelrod, 2008a; Mitchell, 2008a; Snow, 2008a). Reporter Kate Snow (Snow, 2008a) used a sound bite from fellow ABC colleague Diane Sawyer who asked Clinton during an interview on “Good Morning America,”  “Do different standards apply to women?”.  

The concept of “woman as president” was sometimes positive in its representations of Clinton. On June 4, a story by Kate Snow (2008) contained an interview with Hilary Rosen, Political Director of The Huffington Post. Rosen emphasized that Clinton’s accomplishments in the race should have been celebrated. Instead, Rosen commented, the media questioned Clinton’s unwillingness to immediately concede the race. Rosen said, “We should be applauding the woman who came in such a close second and instead we’re talking about, ‘what is she doing and why is she doing this?’” (Snow & Gibson, 2008). 

Conceptual Theme II: News Influences

News influences are made up of journalists’ daily practices and routines. These influences illustrate constraints that journalists encounter. Time constraints on stories and/or deadlines for turning in stories may mean stopping the process of news gathering earlier in order to make a deadline. Choosing sources because of familiarity, convenience and availability rather than the information or perspective is also a result of news influences.

News Influences: Invisible
At times, it was not the video itself that told the story, but the lack of video. As Hillary Clinton assumed the role of First Lady, all of the major networks did a story about her. None of these stories, however, contained actual interviews with the First Lady.  For example, in a two-minute interview on NBC with former Arkansas Chief of Staff Betsy Wright, the story focused on Clinton’s role as policy advisor on healthcare, Clinton herself is not interviewed. The only visual of Clinton in the story is a small graphic that is seen at the beginning of the interview and is placed far in the background (Utley, 1993). Although the story is ultimately positive in nature, Clinton is both voiceless and invisible.

As the healthcare debate continued during the Clinton administration, Hillary Clinton became less and less visible in the debate and in the stories as well. In August of 1996 when President Clinton signed a healthcare bill into law (Miklaszewski, 1996), she was shown in this NBC story for less than three seconds and with no interview. Two factors may have contributed to Hillary Clinton’s invisibility in healthcare stories; news influences and image-making. Connie Chung reported (Chung, 1995) in 1995 that Clinton was stepping back from the issue in an effort to maintain a more traditional image as First Lady. Chung alludes to Clinton’s attempts to control her image as a factor in her diminishing role in the healthcare issue. A second possible factor might have been the reporter or producer’s unwillingness to interview her, a factor indicating the theme of news influences.

News Influences: News Video Practices

As broadcast journalists put together their stories for the day, they rely on news video practices to fill in visuals and add meaning to their stories. These practices include

the use of file video, full screen graphics and lower third graphics with text. Seventeen of the stories, over half of the stories analyzed, had some type of graphics. In some cases it was simply a lower third graphic with a name or an over-the-shoulder graphic with generic text referring to the story like “Campaign 2008.” Examples of text that were found in separate lower-third graphics in different stories throughout the primaries included “moved to tears,” “the wait begins,” “staying alive,” “under pressure,” “drop in support,” “what next?” and “what now?” 
CBS used the lower third graphic with the text “moved to tears” in a story by Jim Axelrod covering what journalists described as an emotional moment for Hillary Clinton  in a town meeting in New Hampshire (2008a). The graphic appeared at the beginning of the story and was actually pulled from a sound bite of a voter who was describing how Barak Obama had moved her to tears the previous day. The impact of the graphic, however, was that it added meaning to the story, pointing to  Hillary Clinton being moved to tears, although Clinton was not shown crying in the story (Axelrod, 2008a).  

Full screen graphics showing the split of delegates and voters between Clinton and Obama, and early on John Edwards, were used by all of the networks beginning with the New Hampshire primary January 7 and continuing through Obama’s acceptance of the nomination on June 4. These full screen graphics offered visual reminders to viewers, which reinforced the horse race coverage that dominated the stories throughout the primary. 


Use of file video is a regular practice of broadcast journalists (Griffin, 1992). Eight of the 30 stories analyzed contained file video, comparable to typically uninteresting stock photos (Thorsen, 1995). It is a visual for the sake of a visual (Griffin, 1992; Thorsen, 1995). Most of these visuals simply serve as “wallpaper” for a script about the latest update.  On two occasions, however, file footage was used to compare Hillary Clinton to other strong figures in political history, namely Eleanor Roosevelt and Robert Kennedy. These types of visual comparisons have been shown to be effective in building an image of a person from a historical perspective (Schwartz, 1996).

 News Influences: Horse race

Over time, election coverage by broadcast journalists has changed from a philosophy of allowing candidates to speak on important issues, to quick updates of where candidates stand in a race (Kaid & Bystrom, 1999). Horse race reporting as a category contributes to the conceptual theme of news influences. As Hillary Clinton campaigned in 2008, the conceptual theme of news influences and the horse race category conflict with the conceptual theme of image-making. As Clinton strategizes her own image, her voice on policies, issues and her own experiences are at times silenced through horse race reporting. All 15 of the stories analyzed during the 2008 presidential primary had evidence of horse race reporting. In broadcast news, time is a scarce commodity. As journalists used this valuable time to give the “who’s ahead, who’s behind” updates, they often had little or no on-air time to speak to Clinton about her stance on policy and issues. Words and phrases like “comes with the frontrunner title, will she leave with it” (Mitchell, 2008b), “ I wouldn’t say Clinton’s campaign is brimming with confidence” (Axelrod, 2008b), “will this one moment help or hurt” (Snow, 2008a), and “recognition she may come in 2nd or 3rd” (Snow, 2008b). Such phrases in these stories formed a pattern which was apparent in nearly all of the 15 stories analyzed in the primary campaign; horse race coverage as a substitute for policy coverage. 

Horse race coverage consisted of voter polls, discussion of campaign coffers and commentary by political analysts. As sound bites shrink or are eliminated, voters are not given the opportunity to learn as much about the candidates from the candidates themselves. Instead, they are fed a constant diet of journalistic commentary, which comes in the form of reporting, but actually involves some of the reporter’s personal interpretation of the situation at hand, which in many instances questions the viability of the candidate (Kaid & Bystrom, 1999), in the case of this study, Hillary Clinton.

Conceptual Theme III: Image-Making

Image-making is an important conceptual theme in the representations of Hillary Clinton as it shows both Clinton’s ability and struggle to negotiate the motives and needs of the journalists who covered her. White House staffers have admitted that often the White House press corps was prevented from covering events involving the First Lady (Winfield, 1997). Hillary Clinton admitted in her autobiography   that her relationship with the press was tricky and delicate, adding “I didn’t fully understand it” (Clinton, 2003, p. 105). As she transitioned from First Lady to U. S. Senator and eventually presidential primary candidate, image-making took on new meaning as she began her quest to increase her visibility and viewers’ awareness of her.

Planned Events

Clinton sought to use planned events such as photo-opportunities and press conferences as a strategic part of image-making. The nature of these photo-opportunities varied and included press conferences, family moments, and campaign trail footage. For political candidates, planned events are a large part of image-making and are very much a norm (Winfield, 1997). As Clinton campaigned for the U.S. Senate, the stories contained a great deal of this supportive staged imagery. Content in stories about Clinton as a senatorial candidate and an eventual winner represent attempts at image-making through planned events and photo-opportunities. However, at least three stories – two about her Senate campaign and one which shows her during her victory celebration – did not have sound bites. As an image-maker at this point, these voiceless representations of Clinton beg the question of whether the omission of her voice is brought about by “news influences” by the journalists or “image-making” on the part of Clinton herself. 

As Hillary Clinton moved into the primaries in 2008, dozens of video clips showed her waving, smiling, shaking hands with supporters or with her family at various venues around the country. Two stories showed Clinton in a downpour of confetti, in a throng of supporters, visually positioning her as a winner. The context of these visuals was sometimes mitigated, however, when the reporter and anchor commentary was added in. Although presented visually with many supporters in the video, Clinton’s voter base was often questioned in the presidential primary in the verbal commentaries of the reporters of the stories.  In an early primary story on January 7, Andrea Mitchell (Mitchell, 2008a) reported that Clinton was “clearly showing the strain.” And Jim Axelrod’s story, although visually positive for Clinton, questioned her ability to win over Iowa’s voters.  In both of these stories, the accompanying video contradicted the verbal text of the reporters.  This mitigation of the visual by the verbal was present in the presidential primary stories on each network beginning in January 2008 and continuing through June when Clinton conceded the nomination.

Scholarship on the effects of visuals on the perception of stories is mixed. Some studies have shown that images can have a great effect on the perception of stories by viewers 
 ADDIN EN.CITE 
(Graber, 1990; Griffin, 1992; Miller, Coleman, & Granberg, 2007)
. Other studies have shown little or no effect of visuals on the perception of stories (Colbert, 1995; Thorsen, 1995).  In the case of this study, positive visuals were often accompanied by negative text, possibly rendering the positive effect of visuals moot.  

The Clinton White House was known for its strict regulation of the press (Winfield, 1997). The category “Planned Events” takes on a different significance in stories from the Lewinsky and Whitewater investigations. None of the Lewinsky and Whitewater stories analyzed contain photo-ops or sound bites from Hillary Clinton concerning the respective investigation at hand. It is at this point that planned events intersects with voiceless/invisible as a category. Two of the stories had sound bites and video, but only from file video. The other stories quoted friends. Knowing Hillary Clinton’s trepidation about the press at the time (Beasley, 2006; Clinton, 2003), it is possible that she declined opportunities to be interviewed and photographed because of the negative nature of the stories. Refusing to talk with the press was also a part of image-making” as much as staging press conferences and photo-ops (Winfield, 1997)
Performing Roles

Although many of the stories represented Clinton as non-traditional, there were still stories that clearly represented her as a traditional First Lady. In that role, she was often a supporter versus a leader. During the Lewinsky investigation NBC reporter David Bloom showed Clinton supporting her husband when he reported, “Hillary Clinton has taken a lead role in a damage control effort, allowing no access to the President” (Bloom, 1998). ABC’s Linda Douglas, reporting on the Lewinsky investigation, noted that “Mrs. Clinton is battling fiercely” (Douglas, 1998). A sound bite from Hillary Clinton at a campaign rally in Arkansas stated, “we have a strong marriage, we love each other” (Douglas, 1998). These statements show Clinton as supporter even in the most difficult and non-traditional of situations. 


The conceptual theme of image-making shows a pattern of Hillary Clinton as performing more traditional roles as her tenure as First Lady moved forward. She, herself, acknowledged this was in order to present an image that would help her husband, the President, after her non-traditional image caused controversy (Chung, 1995; Winfield, 1997). As Clinton’s career progressed, image-making continued, but now in representations of her as a political candidate.

Discussion

The goal of this study was to analyze television news representations of Hillary Clinton during the most eventful times in her public life. Thirty television stories were analyzed between 1993 and 2008, from the time Clinton became First Lady to her campaign during the 2008 presidential primary. In looking at the stories, we uncovered three verbal and visual conceptual themes: innovator, news influences and image-making. At times, the themes overlap.

As Clinton attempts to build her image as an innovator, it is sometimes complimented by news influences and image-making and at other times compromised.  The dominant conceptual theme throughout the representations is Clinton as an innovator. The representations of Clinton as a positive or negative innovator engaged in a high-stakes horse race appear in various fashions throughout the stories. Although being an innovator, a front-runner, and challenging the traditional binaries was positive in many of the representations, these representations also conflicted causing instability in Clinton’s image. As Clinton is represented as modifying her image again and again, the representations come into conflict with each other.

While gender-bias make take place subtly in these representations, further research of other candidates might show that male candidates were subject to at least two of the themes, and experienced some similar conflicts between the themes of news influences and image-making. It is the dominant theme of innovator which reflects the most potential for gender bias by the media as Clinton is represented as a non-traditional First Lady and as “woman for president.” 

The sociological process taking place, represented in these conceptual themes, is the constant and inevitable tension between Hillary Clinton and the media. Representations of Hillary Clinton as an innovator and her attempts at image-making are always mitigated by news influences. As a First Lady, stories about her ambitions as a policy advisor reflect news influences, which at times present her as voiceless or invisible. News influences connect her visually with crises that she is attempting to avoid through image-making. In the New York Senate race, news influences mitigate her image-making by rendering her voiceless, while at the same time representing her as an innovator. As her political career takes her into the 2008 presidential primary, news influences sometimes overshadow Clinton’s image-making messages through horse race reporting and a constant visual of horse race graphics.

These are the representations left for the viewer after both journalists and Hillary Clinton, herself, attempt to inform the viewing public about the events of the day. 
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� On The New York Times website, the wording in the first paragraph has been changed. Other references including a letter to the editor dated August 7, 1992 refer to this quote which is no longer published on the website.


� FS = Full screen and SS = still store
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