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Abstract: Intermedia and media-public opinion research has typically
dealt with the political power of news-oriented media; this study sug-
gests that entertainment-oriented media might be a useful addition to
future analyses. It is further proposed that agenda-setting research meth-
ods can empirically demonstrate the intermedia influence of entertain-
ment-oriented media. Schindler’s List is used as an exploratory case, and
citation indices are used to evaluate the movie’s effects on the Canadian
news media agenda. Interrupted time series analysis is used to quantita-
tively gauge the total impact of the film, followed by a more developed
content analysis to measure changes related to issue framing. The find-
ings provide some evidence of the film’s ability to affect the news media
agenda.

Résumé: La recherche sur les médias et I’opinion publique examine
généralement le pouvoir politique des médias d’information. Cette étude
suggere que les médias de divertissement pourraient eux aussi faire ’objet
d’analyses futures. Elle propose en outre que les méthodes de recherche
portant sur la sélection et la mise en valeur des nouvelles («agenda set-
ting») peuvent démontrer de mani¢re empirique I’influence des médias
de divertissement. Une étude de cas portant sur La Liste de Schindler a
recours a des index de citation pour évaluer I’effet de ce film sur la sélec-
tion des nouvelles dans les médias d’information canadiens. Une analyse
de séries temporelles interrompues mesure quantitativement 1’impact du
film sur la sélection, tandis qu’une analyse de contenu plus détaillée
évalue les changements dans le traitement des nouvelles («issue fram-
ing»). Ces analyses révélent qu’'un film possede en effet la capacité
d’influencer la sélection des nouvelles dans les médias d’information.
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Political communications literature has often been concerned with the poten-
tial for media influence on public opinion. The influence discussed below,
however, is largely antecedent to the media-public opinion relationship.
Rather, a discussion of ‘“intermedia” influence is primarily concerned with
relationships between media—in this case, between Schindler’s List and
Canadian newspapers. The following analysis offers some evidence of how the
release of Schindler’s List during the winter of 1993-94 had an effect both on
the number of Holocaust-related articles in Canadian newspapers and on the
way in which these articles represented the Holocaust issue.

There are several ways to frame a discussion of media relations. There
have been, for instance, a number of institutionally oriented studies con-
cerned with how news gets created—the effects of phenomena such as news-
room organization, journalistic values, and news sourcing (e.g., Ericson,
Baranek, & Chan, 1989; Gans, 1979). Other theorists have concentrated on
what might be called ‘“joint media effects”—instances in which various
media are shown to act (and react) in unison. For these authors, there is only
one media agenda, engendered through common ownership and control (e.g.,
Bagdikian, 1983; Herman & Chomsky, 1988).

While institutional variables certainly play a role in media agenda creation,
there is also the possibility for larger, extra-institutional influences. This
study searches for one such influence on the news media agenda. Unlike
“joint media effects” theorists, the following quasi-experiment uses two rela-
tively separate media (an American major motion picture and a variety of
Canadian newspapers), suggesting the appropriateness of an analysis that rec-
ognizes two relatively separate agendas.

Intermedia relations are explored below using an agenda-setting frame-
work. The framework offers two advantages: first, common empirical agenda-
setting methodologies, as described below, offer a useful means with which to
explore the relationship between entertainment-oriented media and news-ori-
ented media, and secondly, the agenda-setting model provides a means through
which the greater significance of intermedia influence can be recognized.
Effects on the media agenda, after all, are more significant when the relation-
ship between the media and public agendas are considered. While the present
analysis is concerned with a media-media rather than a media-public relation-
ship, an agenda-setting framework allows for the (ideal) future possibility that
the two relationships can be linked.

The present study will make no claims about the public agenda. Rather, it
demonstrates the use of the agenda-setting paradigm in understanding the
intermedia influence of entertainment-oriented media and, by describing the
impact of one motion picture on the news media agenda, it makes a case for
the incorporation of entertainment-oriented media into what have typically
been news-dominated political communications analyses of media influence.
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In sum, the present paper seeks to address two related problems: (1) the lack
of an empirical basis for claims about the political significance of entertain-
ment-oriented media, and (2) the news-oriented bias in political communica-
tions operationalizations of the media agenda.

Entertainment-oriented media can have relatively clear intermedia agenda-
setting influence, and the political ramifications of this influence have yet to
be empirically explored. The inquiry below, a first step along this path, pro-
ceeds in several stages. First, a background in public and intermedia agenda-
setting is offered. The summary of agenda-setting research begins with research
on the media-public opinion relationship and then discusses the intermedia
research that is more pertinent to the present analysis. It is hoped that this
brief digression will allow the reader to place intermedia analysis in perspec-
tive—as previously mentioned, the potential importance of intermedia influ-
ence is, to a certain degree, dependent on the possibility that the media can
affect public opinion. This literature review is followed by a description of
the potential importance of entertainment-oriented media in general and
Schindler’s List in particular. This section follows a line of argument similar
to the section preceding it, dealing first with the media-public relationships
and then the media-media relationships. Then, the time series and detailed
content analyses are described, and the results discussed as they pertain to the
potential importance of entertainment-oriented media in studies of intermedia
and media-public influence. The impact of Schindler’s List is examined through
two sets of observations: (1) changes in the number of Holocaust-related arti-
cles and (2) changes in the framing of the Holocaust issue.

Background: Public and intermedia agenda-setting research

While there have been detailed qualitative descriptions of the media’s power
to influence (e.g., Taras, 1990), empirical proof of the direct link between the
mass media and public opinion has been difficult to find (Carrie & Ehrenberg,
1992). Most studies dealing with the direct impacts of news-oriented media or
advertising have found only very modest results (e.g., Lukesch, 1992; McGuire,
1986; Sears & Chaffee, 1979).

The relatively recent successes in quantitatively demonstrating the news-
public opinion link have less to do with improved research methods than they
do with a change in the research topic itself. Recent media effects literature
has often abandoned finding proof of newspapers’ and television news pro-
grams’ direct impact on public opinion. Rather, following from Public Opin-
ion (Lippmann, 1922) and the Chapel Hill studies (McCombs & Shaw, 1972),
analysts have concentrated on finding an empirical relationship between news
media content and issue salience for the public. This ‘“agenda-setting”
research has found moderate success in quantitatively demonstrating that,
while news may not actually change people’s opinions on issues, it does
affect what issues people think about. In agenda-setting terms, this body of
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research has illustrated the potential political power of news media by identi-
fying a connection between the media agenda and the public agenda (e.g.,
Behr & Iyengar, 1985; Iyengar & Kinder, 1987; Iyengar, Peters, & Kinder,
1983; [yengar & Simon, 1993; Martin, 1976; Parlour & Schatzow, 1978). In
the case of news-related research, therefore, proof of a direct impact on politi-
cal opinion has been tenuous, but evidence of Lippmann-esque agenda-setting
abilities has been more easily established.

The majority of agenda-setting articles have studied the public agenda
(McCombs & Shaw, 1993; Rogers & Dearing, 1988; Rogers, Dearing, &
Bregman, 1993). Alongside-—or perhaps in the background of—this public
agenda-setting analysis, however, there has been a growing recognition of the
importance of intermedia agenda-setting. In light of research that shows the
potential for news media to set the public agenda, several authors have noted
the potential for studies within the agenda-setting framework that deal specif-
ically with the relationships between media, or the impact of particular media
on the media agenda (e.g., Carragee, Rosenblatt, & Michaud, 1987; Kosicki,
1993).

In their description of the agenda-setting process, Rogers & Dearing
(1988) point to the potential for media agenda-setting analysis. These authors
note the possibility that, preceding the impact of the media agenda on the
public agenda, “influential media” might affect the media agenda. This
aspect of media agenda-setting has been investigated recently; in their exami-
nation of drug-related news stories, for instance, Reese & Danielian (1989)
found that “the print media, and specifically the New York Times, set the
agenda for the television networks™ (p. 41, see also Danielian & Reese,
1989). It is this first link in the agenda-setting chain that is examined below.

The importance of entertainment-oriented media

Just as with news, there have been a number of analysts seeking to demon-
strate relationships between entertainment-oriented media and public opinion.
There have been some moderate achievements in this general area—Cumber-
batch & Howitt’s (1989) review of the literature, for instance, found some evi-
dence of a connection between television viewing and violence. While there
have been a few successes in demonstrating the mass media’s ability to influ-
ence public opinion, proof of the power of entertainment-oriented media—
television or otherwise—to directly affect political attitudes has been disap-
pointing (Ball-Rokeach, Grube, & Rokeach, 1981; Brown & Cody, 1991; Hur
& Robinson, 1983).

Wilson, Linz, Donnerstein, & Stipp’s (1992) study of a television movie
about date rape, for example, yielded results consistent with preceding research:
they found no empirical indication that the film had an impact on people’s
opinions about rape. In their conclusions, however, the authors pointed to an
interesting fact—a change in the number of people who perceived date rape
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as a serious problem. While proof of a direct impact eluded them, then, Wil-
son, Linz, Donnerstein, & Stipp did find some proof which was ‘“analogous
to a mass media agenda-setting effect” (p. 201).

Similarly, Markovits & Hayden (1980) have identified an agenda-setting-
style impact in their study of the airing of the NBC series Holocaust in West
Germany and Austria. They wrote:

Long after the telecast, Holocaust remained a major subject for discussion in
the West German press. It also became the center and starting point for an array
of topics. ... Various magazines ran series on aspects of the War and anti-
Semitism, and the different Centers for Political Education were deluged with
letters requesting material related to the show. This entire episode and experi-
ence came to be known as the “Holocaust Wave”. . . . (p. 74)

While Wilson, Linz, Donnerstein, & Stipp noted the possibility of public
agenda-setting by entertainment-oriented media, the impact that Markovits &
Hayden indicate is more germane to the present analysis. These latter authors
point to the possibility of intermedia agenda-setting by entertainment-oriented
media.

Based on these precedents, it is surprising that theorists interested in proving
the importance of entertainment-oriented media in political communications
have not already taken advantage of agenda-setting analysis. Accordingly, one
aim of the present article is to apply intermedia agenda-setting analysis to
entertainment-oriented media. This does not preclude the possibility that
films can directly affect the public agenda. The investigation that follows,
however, concentrates on what may be the more measurable connection
between Schindler’s List and the media agenda. In this way, this study takes a
circuitous yet empirical route towards demonstrating the potential power of
entertainment media. A number of entertainment theorists have stated that
movies can affect the way people interpret the world around them (Chris-
tensen, 1987; Combs, 1993; Jowett & Linton, 1989; Ryan & Kellner, 1988).
The following investigation begins to look for quantitative proof of this phe-
nomenon by asking the following question: Can agenda-setting research meth-
ods help to empirically support what has been a largely qualitative claim of the
political importance of entertainment-oriented media?

What is also at issue in the present study is the news-oriented bias that has
predominated in media and public agenda-setting analysis. The bulk of afore-
mentioned intermedia and public agenda-setting literature has discussed and
measured the media agenda almost exclusively in news-oriented terms. Politi-
cal communications-related discussions of the media, and the empirical mea-
surements that have accompanied them, have almost invariably been based on
newspapers or television news programs only (Frith, 1996). This neglect of
entertainment-oriented media is increasingly problematic, not only because of
the importance of entertainment-oriented media in modern society but
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because the division between news and entertainment is becoming increas-
ingly vague.

Postman (1985), for example, has commented that “The nature of [our cul-
ture’s] discourse is changing as the demarcation line between what is show
business and what is not becomes harder to see with each passing day” (p. 98).
Accordingly, the division between news and entertainment must be made cau-
tiously—the term “‘entertainment-oriented media” is used here to distinguish
media aimed primarily at entertainment from media aimed primarily at con-
veying information (news). Admittedly, this division is not always clear, and
while it will suffice for the present analysis, there is certainly an argument for
making no division at all. Postman’s comments, for example, are supported
by authors such as Altheide & Snow (1991) who also note that “it is becoming
increasingly difficult to draw the line between entertainment and nonentertain-
ment” (p. 15). This trend, coupled with the simple fact that entertainment-ori-
ented media play a significant role in most people’s lives, makes the omission
of non-news-oriented media in political communications studies especially
questionable.

Motion pictures and Schindler’s List as “influential media”

The fundamental difference between this study and its predecessors is that it
is not concerned with news-oriented media as intermedia agenda-setters, but
rather with entertainment-oriented media. While authors such as Carragee,
Rosenblatt, & Michaud (1987) and Reese .& Danielian (1989) are concerned
with newspapers and television network newscasts, the present analysis deals
with a major motion picture. This is done with the assumption that major
motion pictures, like the New York Times, are ‘‘influential media.”

The work of entertainment theorists suggests this role for motion pictures.
A number have stated that, despite the growing importance of television, major
motion pictures continue to occupy a central place in modern popular culture
(Christensen, 1987; Combs, 1991). Jowett & Linton (1989), for example,
state that “this central position of the movies in mass-mediated cultural life
means that they are both the source for and the anticipated destination of
many other forms of mass culture” (p. 19).

The movie chosen in this case is Schindler’s List, Steven Spielberg’s film
on the Holocaust. The choice of this movie was largely subjective—in an
effort to test the potential for agenda-setting analysis in entertainment studies,
Schindler’s List was chosen by the author because it seemed to satisfy a num-
ber of requirements that suggested intermedia agenda-setting potential. Most
importantly, the film was very popular and critically acclaimed. It was one of
the top 10 films in Canada, based on weekly earnings, for the first five
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months of 1993. It also received very good reviews; The Motion Picture
Guide (1994), for instance, wrote that

The seven Academy Awards and virtually unanimous acclaim accorded to
Schindler’s List were entirely merited. Deftly wielding the dollar-driven appara-
tus of 1990s Hollywood, director Steven Spielberg has achieved something
close to impossible—a morally serious, aesthetically stunning historical epic
that is nonetheless readily accessible to a mass audience. (p. 283)

Schindler’s List reached a large audience, and was acclaimed by other mass
media outlets—two indicators that the film might fall into the category of
“influential media.”

Furthermore, Schindler’s List appeared to address a political topic which
was not already salient, either for the media or the public. In order to have
some visible effect on the media agenda, after all, a movie must address a topic
that is not already very salient. The Holocaust is an issue that is addressed peri-
odically by the news media, but not one that seems especially dominant over
the past two decades. According to Downs’ (1972) model of the “issue atten-
tion cycle,” for instance, it appeared that the Holocaust was in the “pre-prob-
lem” stage. Schindler’s List, therefore, seemed to have the opportunity to
have a visible effect on the news media agenda.

Effects of Schindler’s List—Quantitative analysis

The research strategy in this case follows in two stages: (1) a time series anal-
ysis and (2) a more detailed content analysis. The first step is performed in an
effort to discover if Schindler’s List simply led to an increase in the number
of Holocaust-related articles in Canadian newspapers. The second stage
explores the possibility that Schindler’s List affected not only the number, but
the content of these articles.

It should be noted at the outset that it is difficult to separate the impact of a
major motion picture from the impact of its advertisements. The following
analysis, therefore, measures the impact, not of the film in isolation, but of
the entire “movie phenomenon” —advertisements and all. This fact does not
necessarily affect the agenda-setting hypothesis, although it should be kept in
mind when interpreting the results.

The number of Holocaust-related articles

Following the structure of several previous studies into media agenda-setting
(e.g., Behr & Iyengar, 1985; Gonzenbach, 1992; Shaw & Martin, 1992;
Wanta & Hu, 1993), a time series analysis was conducted using data gener-
ated from a citation index—specifically, the Canadian Business and Current
Affairs CD-ROM citation index (CBCA). Using CBCA, monthly totals were
calculated for the number of articles in major Canadian newspapers on Holo-
caust-related topics.! These totals were used as a quantitative measurement of
the Canadian news media agenda, with the assumption that a rise or fall in the
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number of articles per month on a given subject would indicate a change in
that issue’s salience.

In these computer-assisted studies, a “catchword” was entered into the
computer, along with limitations—in this case, ‘“Holocaust” was the catch-
word. “Review” was used as a limitation in order to avoid book, theatre, or
movie reviews, as CBCA does not provide a thorough index of reviews. Fur-
thermore, there is no other thorough index for movie reviews in Canada, and
the number of reviews counted would therefore not be accurate. More general
articles interviewing Spielberg or discussing the making of Schindler’s List
were also excluded in the present analysis. Whether these film-related articles
and reviews should be included is debatable. One argument is that the inclu-
sion of these articles would bias the results by blurring the distinction between
genuine intermedia influence and routine entertainment reporting. The agenda-
setting argument, however, suggests that these articles might well be included. If
one sees the end result of media agenda change as public agenda change, then
mentions of the Holocaust—no matter the context—may be relevant. Regard-
less, leaving these articles out is the more conservative strategy.

Citations in each year were consulted directly following the CD-ROM
searches to ensure that the interpretations of the index contents were appro-
priate, and print indexes (Canadian News Index, Canadian Index, and CBCA)
were also consulted to verify that the trends identified in CBCA were correct.
These steps were taken in an effort to ensure that the data was as accurate a
reflection as possible of the trends in contents of major Canadian newspapers.

During the collection of data, citation indexes and newspaper articles were
reviewed in order to identify any real-life occurrences that may have affected
the experiment. In order to attribute intermedia agenda-setting to the motion
picture, any real-life occurrences had to first be ruled out. Over the 15 years
(1982-1996), a number of real-life Holocaust-related occurrences were identi-
fied. These were as follows:

1. the Zundel & Keegstra trials (1984-85);

the 50th anniversary of the Holocaust (November 1988);

the moving of a Catholic convent at Auschwitz (September 1989);

the discovery of Nazi diaries (July 1992);

the deportation of anti-Semitic author David Irving (September-October
1992);

6. the opening of the Holocaust Museum in Washington, on the 50th anniver-

sary of the Warsaw Ghetto uprising (April 1993);

7. the 50th anniversary of the liberation of Auschwitz, Buchenwald, and

Bergen-Belsen (January, March 1995);

8. the discovery of Nazi gold held in Swiss banks (April-May, September-

November 1996).
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Several of these events require some explanation. The Zundel and Keegstra
trials, for example, were important trials of anti-Semites in Canada. Zundel
was a Toronto resident accused of being a major international publisher of
anti-Semitic literature, including a booklet describing why the Holocaust never
happened, and Keegstra was an Albertan school teacher, politician, and Holo-
caust denier. In September 1989, a Catholic convent at Auschwitz was pres-
sured into moving further away by Jews who were uncomfortable with the
church’s presence. This move provoked a heated discussion regarding the role
of the Catholic church in remembering the Holocaust, as well as in the Holo-
caust itself. British anti-Semitic author David Irving’s deportation involved a
month-long trial process that garnered considerable press coverage. The
Holocaust Museum in Washington was a considerable memorial, opened with
a large ceremony on the 50th anniversary of the Warsaw ghetto uprising. Arti-
cles which involved these events, and which included the catchword “Holo-
caust,” were not separated from the monthly totals, although these events
were noted as possible real-life media agenda influences.

Figure 1 illustrates the number of Holocaust-related articles in seven major
Canadian newspapers from 1982 to 1996. The data do seem to provide a
moderate illustration of the intermedia agenda-setting effects of Schindler’s
List. At the film’s release, for instance, there is a distinct rise in the number of
Holocaust-related articles in Canadian periodicals, and the level of media
interest in the subject seems to remain for the months that Schindler’s List
attracted a large audience. :

Figure 1 also indicates, however, that the monthly total of Holocaust-
related articles was far from its highest during the release of Schindler’s List.
There are, in fact, a significant number of other monthly totals which are higher
than any one during the film’s release. These high totals are all attributable to
the real-life events described above, and indicated in Figure 1. As Figure 1
demonstrates, the moving of the Catholic convent, Irving’s deportation, the
opening of the Museum in Washington, the liberation anniversaries, and the
Swiss banks scandal led to significant increases in Holocaust-related articles.
The Zundel and Keegstra trails are indicated on the graph in 1985—although
these two trials crop up again in later months, the bulk of their impact appears
to be at the indicated time.

The fact that there are significant rises in the number of Holocaust-related
articles outside the months of the film’s release suggests that a rise in salience
for Holocaust-related issues in the eatly 1990s cannot be attributed entirely to
Schindler’s List. A subjective analysis of Figure 1 suggests that Schindler’s List
may have been part of a more general rise in Holocaust salience, surrounding
the 50th anniversaries of the beginning and end of the Holocaust. Neverthe-
less, tlje months of Schindler’s List do seem to show an above-average number
of Holocaust-related articles, separate from the impact of the anniversaries.
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In sum, it appears from Figure 1 as though Schindler’s List had a separate
and moderate effect on the number of Holocaust-related articles in Canadian
newspapers, although it clearly led to fewer articles per month than a number
of real-life events.

The potential for prolonged effects

Despite the fact that the monthly totals for Holocaust-related articles during
the period Schindler’s List was playing are not the highest totals in the 15-year
period, it is important to note that Schindler’s List seems to mark a more pro-
longed period of issue salience for the Holocaust than any other given time. The
Holocaust Museum, for instance, creates a sudden and massive rise in articles,
followed by an abrupt return to normal levels. When Schindler’s List’s pro-
longed issue salience is taken into account, however, the film seems to have a
more powerful effect on the media agenda. The cumulative effect of
Schindler’s List on the media agenda might therefore be higher than a cursory
look at Figure 1 suggests. Interrupted time series analysis using ARIMA
modelling was used to gauge this cumulative impact. This kind of developed
statistical analysis may also lead to more objective and comparable agenda-
setting measurements. Gonzenbach (1992) has previously used ARIMA mod-
elling in agenda-setting analysis; his results demonstrated the usefulness of
this statistical method in agenda-setting research.

Interrupted time series analysis is a statistical method used to gauge the
impact of a given event on a time series—in this case, the impact of Schindler’s
List on the number of Holocaust-related articles. McDowall, McCleary, Med-
dinger, & Hay’s (1980) impact assessment model clearly illustrates the theory
behind the method pursued below. These authors portray an impact assess-
ment model as follows: Yt=Nt+ Iv where Yt is the time series observation, Nl
is the “noise” component, and [, is the intervention component. The goal of
the following ARIMA analysis was to identify N, and then—by using
Y,—find the value of [, (the impact of Schindler’s List).

The analysis, therefore, proceeded in two stages. The first was to model the
relationship between monthly totals of Holocaust-related articles (N,) using
ARIMA analysis. Following data collection, ARIMA models were tested on
the entire time series. The results indicated that an AR(1) (first order autore-
gressive process) was most accurate, suggesting that the number of Holo-
caust-related articles in a given month is partly dependent on the number of
these articles in the preceding month (consistent with Gonzenbach’s [1992]
findings for the media agenda).?

This AR(1) model, then, accounts for the noise component (N,)—it
explains the typical relationship between monthly totals of Holocaust-related
articles. Once this model has been established, the impact of Schindler’s List
(I) can be measured by adding a dummy variable to the model, creating a
pulse function identifying Schindler’s List. The duration of this pulse function
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was six months, from December 1993 to May 1994; this period was based on
the fact that the film was released in mid-December, and then remained one
of the top 10 films in Canada until early June.> The dummy variable was
equal to one for these six months, and equal to zero for all other months. The
value for this dummy variable can serve as a useful, although admittedly crude,
estimate of the impact of the film on the news media agenda.

The results of this modelling procedure are listed in the first section of
Table 1. The value for AR(1) shows the extent to which any given monthly
value is related to that which preceded it, and can be used to gauge the rate at
which a given impact dies out. A value of one indicates that the impact is per-
manent; values that are increasingly closer to zero indicate more temporary
impacts. The AR(1) value in this case is statistically significant and indicates
that there is a notable, although temporary, connection between this issue’s
salience in any given month and its salience in the preceding month.

Table 1
AR(1) Regression Analysis of Schindler’s List’s Impact on
Canadian Newspaper Content, Including Other
Holocaust-Related Variables

Variable B SE B

Including only Schindler’s List dummy variable:

AR (1) 577 .061
Dummy variable: .
Schindler’s List 7.147 5.092

Including other Holocaust-related variables:

AR(1) 704" .054
Dummy variables:

Schindler’s List 5.991" 3.265
50th anniversary 16.292™*" 3711
Catholic convent 21.763"" 2.624
Irving deportation 23.776™* 3.607
Liberation anniversaries 26.848"" 2.624
Museum opening &

Warsaw anniversary 32.821™ 3711
Swiss banks scandal 12.209™" 2.516

LR

*p<.10. *"p<.05. " p<.0l.

The dummy variable for Schindler’s List indicates that the film’s impact on
the media agenda may have been noteworthy—it suggests that about seven
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articles were attributable to the release of the film in each of the six months
during which it played in major cinemas. This variable, however, lacks statis-
tical significance at the p<.10 level. It was hypothesized that this was due in
part to the other high monthly totals resulting from the real-life events described
above. Dummy variables, therefore, were created for a number of the real-life
events and added to the model.

The results of this second model are also listed in Table 1. The dummy
variables in this case are all statistically significant (p<.01) and indicate the
varying impact of the different events. The results for these variables are as
expected, based on a subjective analysis of Figure 1—based on the monthly
average, for instance, its seems intuitively obvious that the 50th anniversary
of the Holocaust sparked about 16 articles in late 1988. The Museum opening
and Warsaw Ghetto anniversary has the largest single value, indicating that it
may have led to 34 Holocaust-related articles in April 1993. The power of the
Schindler’s List variable is lessened somewhat—the measure suggests that
about six articles are attributable to Schindler’s List in each of the six months
of its release. As expected, however, the statistical significance of the
Schindler’s List variable did improve with the addition of these other dummy
variables.

An event’s total impact can be estimated in this case by multiplying the
number of months for which the dummy variable was equal to one (the dura-
tion of the impact) by the value for that variable. Based on this calculation,
Schindler’s List seems to have had a significant impact—about 36 articles
over the six month period. (The Irving deportation and the Swiss banks scan-
dal are the other dummy variables that lasted for more than one month. The
total impact of these variables, then, is greater than that of Schindler’s List.)
‘When the number of months is taken into account, the results indicate not
only that the film had a marked impact on the media agenda where the num-
ber of Holocaust-related articles is concerned, but one that may have been
more powerful than that of a number of the real-life Holocaust-related events.

The content of Holocaust-related articles

The simple agenda-setting paradigm seems to preclude the need for anything
other than a simple content analysis. Insofar as the agenda-setting hypothesis
rests on salience, simple frequency of coverage statistics are often all that is
presented. Recently, however, there have been several agenda-setting-oriented
studies that have looked beyond just the number of articles on a given subject.
These authors have suggested that the agenda-setting capabilities and effects of
articles may be related to their content, including the particular issues addressed,
and to the way in which these issues are framed. Wanta & Hu (1993), for
instance, identify stories with conflict as having a larger public agenda-setting
impact than others, and present evidence of the Yagade & Dozier (1990) thesis
that abstract issues have a smaller agenda-setting effect than more concrete
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issues. In Iyengar’s (1991) analysis of issues in the mass media, he distin-
guishes between thematic and episodic formats in television newscasts and
suggests that the way in which news events are framed can affect “how indi-
viduals assign responsibility for political issues” (p. 15). Neuman, Just, &
Crigler’s (1992) “constructionist” model stands as another instance in which
the character of an issue has been identified as an important indicator of the
potential for public agenda or opinion change.

These preceding studies are important to the present analysis because they
indicate the importance of issue framing in public agenda-setting. It follows
that, where intermedia agenda-setting is concerned, a film’s effects on the
news media agenda include not only changing the salience of an issue, but
changing the way in which that issue is framed. Having determined that the
number of articles increased significantly during the Schindler’s List period,
therefore, it follows that one must determine exactly what kind of Holocaust-
related articles increased. Was the increase in articles, for instance, entirely
due to entertainment-centred interviews with the director, or were there changes
in the number of articles dealing with the Holocaust itself? Did the balance
between issue- and event-oriented Holocaust articles change during the
release of Schindler’s List?

In an effort to answer these questions, the time series analysis was accom-
panied by a more developed content analysis to identify any changes in the way
in which the Holocaust was presented in the news media. Articles were identi-
fied, based on title and content, as either ““issue-oriented” or ‘“‘event-ori-
ented.” The latter category refers to those articles in which the concentration
was on a particular incident, such as a court case or an official comment.
Issue-oriented articles, on the other hand, deal with the wider “Holocaust
issue”’—they offer an historical or personal history of the Holocaust, present-
ing the issue without any emphasis on a particular news event. An issue-ori-
ented article from The Globe and Mail, for instance, finishes as follows:
“When they were dead they were hauled into the crematoriums or burned in
open pits. The ashes were dumped into the river Vistuala, and eventually
flowed north to the sea. It was efficient” (Gray, 1989, p. A10).

This article, on the efficiency at Auschwitz, concentrates on the horrors of
the Holocaust, with no mention of current events. In this way, it is a perfect
example of an issue-oriented story. Clearly, not all articles were as easy to
categorize—a large number included both event- and issue-oriented sections.
These articles were categorized based on their emphasis, judged by their title
and the proportion of the article given to the issue or the event.

This content analysis was performed for three periods in the 13-year study:
(1) 1990-1991, during which there were no major Holocaust-related events;
(2) the month of the Catholic convent scandal; and (3) the Schindler’s List
period. These three periods were chosen in an effort to compare ‘‘normal”
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coverage, unaffected by Holocaust-related events, to coverage during one
major news event and during the film. While the film centred around the story
of an individual, its emphasis was on the Holocaust in general—the Holo-
caust as a greater issue of anti-Semitism and racism. It was hypothesized,
therefore, that, if the film had a framing-related effect on the media, there
would be a rise in the proportion of issue-oriented articles during the
Schindler’s List period.

The results of the content analysis are illustrated in Table 2. The data are
displayed both as real numbers of articles and as proportions of the total num-
ber of articles counted in a given period. The first row, for instance, indicates
that of the 57 articles counted during the Schindler’s List period, 66.6% were
event-oriented and 33.3% were issue-oriented. Note that this is highest pro-
portion of issue-oriented articles in any of the observed time periods.

Table 2
Content Analysis of Holocaust-Related Articles during Selected Periods
Event-oriented Issue-oriented
% of total % of total
Time period observed (# of articles) (# of articles)
Schindler’s List period
December 1993 to May
1994 66.7% 33.3%
6 months—57 articles (38) (19)
Catholic convent scandal
period
September 1989 93.3% 6.7%
1 month—44 articles 42) 3)
Selected years
1990-91 83.3% 16.7%
24 months—120 articles (100) 20)

In contrast, Holocaust-related articles in the month of the convent scandal
are dominated by those pertaining to this event—only 6.7% of the articles in
this month were issue-oriented. In fact, the convent scandal period has a
smaller proportion of issue-related articles than the 1990-91 (control) period,
suggesting the possibility that a major news event can dominate the media
agenda at the expense of more issue-related articles.

The fact that large news events dominate the news agenda seems intuitively
obvious—it follows that a film such as Schindler’s List could lead to more
issue-related articles than the convent scandal event, as Table 2 demonstrates.
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The fact that the Schindler’s List period shows a higher proportion of issue-
related articles than the 1990-91 period, however, seems to more strongly
indicate the possibility of a framing-related agenda-setting effect by the film.

These results have several implications. The first of these is related to the
applicability of agenda-setting analysis to the case at hand—the above find-
ings support the supposition that what we are observing here is indeed inter-
media agenda-setting, rather than some sort of ““joint media event.” In a joint
media event, there would be no change in the usual ratio of event and issue-
oriented articles. The predominance of issue-oriented articles during the
Schindler’s List period, however, suggests a decidedly different dynamic and
justifies the intermedia agenda-setting framework of the present analysis.

As far as framing-related effects are concerned, interpretation of the above
results must rest on a hypothesis regarding the effects of issue- versus event-
oriented articles on the public agenda. In his study of various news stories,
Iyengar (1991) found some evidence that episodic newscasts can lead audience
members to attribute blame for certain issues to individuals, while thematic
newscasts can lead audience members to see the issue in a more society-centred
way. Following from this conclusion, it may be plausible to suggest that issue-
oriented stories may lead audience members to see the Holocaust as a larger,
societal issue, rather than an issue pertaining only to an individual court case or
anniversary. Clearly, however, conclusions along these lines must rest on a
more thorough analysis of the public agenda-setting impact of various news
frames. '

Conclusions

It is most likely that Schindler’s List was only one part of a larger Holocaust
awareness movement surrounding the 50th anniversary of the Holocaust. This
fact, however, does not preclude the possibility that the film could have its
own independent impact on Holocaust salience—an impact which the present
study has tried to measure quantitatively. And while the quantitative evidence
as presented above is not absolute (the size and statistical significance of the
Schindler’s List dummy variable, for instance, was rather modest), it does
suggest that Schindler’s List led both to a moderate increase in the number of
Holocaust-related articles and to an increase in the proportion of issue-oriented
as opposed to event-oriented articles in Canadian newspapers. The foregoing
results, therefore, may illustrate one example of intermedia agenda-setting by a
motion picture, and seem to demonstrate the use of ARIMA modelling and con-
tent analysis in assessing this impact. This quasi-experiment, however, is only
an initial test of the importance of entertainment-oriented media in agenda-
setting analysis. There are a number of further questions which must be
addressed. What, for instance, are the defining features of an agenda-setting
film? How popular must a film be to have agenda-setting potential? What is the
nature of an effective agenda-setting issue?
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There are certainly a number of possibilities for the further analysis of
entertainment-oriented media within the agenda-setting paradigm. Entertain-
ment-oriented analyses are also well situated to address a number of topics
introduced in past agenda-setting research. Zucker (1978), for instance, has
noted that unobtrusive issues may be more susceptible to media manipulation
than obtrusive issues. Behr & Iyengar (1985) have echoed this belief, and
Yagade & Dozier (1990) have noted a distinction between more and less
abstract issues, and suggested that the abstractness of an issue might affect its
sensitivity to agenda-setting. Carragee, Rosenblatt, & Michaud (1987) have
stated that television news’ non-substantive emphasis restricts its agenda-set-
ting power. Volgy & Schwartz (1980) have suggested that viewers might be
less guarded when watching entertainment programming than when they are
watching news programs and therefore be more susceptible to agenda manip-
ulation. Finally, Hill (1985) found that viewing habits were better predictors of
agenda-setting than quantity of exposure and that one of the more significant
viewing habits was whether viewers gave their full attention to programs. Sub-
stantiating these hypotheses is clearly beyond the scope of the above analysis,
but further research on entertainment-oriented media may offer some impor-
tant insights.

In the meantime, the preceding results offer some evidence of Schindler’s
List’s effects on the Canadian news media agenda. It follows that the potential
political power of motion pictures that film analysts have examined qualita-
tively may also be demonstrated quantitatively. Furthermore, the preceding
analysis points to the potential importance of entertainment-oriented media in
considerations of the “media agenda.” Schindler’s List stands as one example
of how entertainment-oriented media can play an important role in intermedia
agenda-setting.
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Notes

1 The CBCA includes seven major daily papers: The Globe and Mail, The Toronto Star, The
Halifax Chronicle-Herald, Winnipeg Free Press, Calgary Herald, Vancouver Sun, and The
Montreal Gazette.

2 For the sake of clarity, ARIMA modelling details are excluded from the text. In short, an
ARIMA time series model allows for three different parameters: (1) an autoregressive pro-
cess (AR), (2) differencing (I), and (3) moving average (MA). Differencing is used when
there.is a general upward or downward trend in the data; despite what seemed to be a gradual
increase in the yearly totals, ARIMA identification did not indicate that differencing was
necessary when using the monthly totals. An MA process can account for seasonal differ-
ences, such as an increase in the number of articles every spring; this was also unnecessary
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for the present data. First-, second-, and third-order autoregressive processes were tested, and
the latter two were found superfluous. The resulting model, then, included a relatively simple
first-order autoregressive process (AR[1]), as described in the text. In equation form, the
model appears as follows: Y, = Y | + o, where Y, is the time series observation, jis the
coefficient for the preceding observation (Y, ), and ¢ is a random shock (McDowall,
McCleary, Meddinger, & Hay, 1980). ARIMA modelling was based on the three-step process
described first by Box & Jenkins (1976). For a full description of ARIMA models used in
interrupted time series analysis, see McDowall, McCleary, Meddinger, & Hay (1980).

3 A measurement of the performance of Schindler’s List was based on box office reports in
Variety (New York), a weekly newspaper aimed at the entertainment industry.
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