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ABSTRACT	
  

	
  

This	
  paper	
   takes	
   the	
  assertion,	
  made	
  by	
  Gentzkow	
  et	
  al.,	
   that	
  newspaper	
   slant	
   is	
  
primarily	
   determined	
   by	
   demand	
   as	
   given.	
   Both	
   that	
   paper	
   and	
   this	
   one	
   use	
  
Hotelling	
  as	
  a	
   foundation.	
  However,	
   this	
  paper	
  considers	
  what	
  happens	
  when	
  the	
  
distribution	
   of	
   ideological	
   preferences	
   differs	
   at	
   national	
   and	
   county	
   levels.	
   This	
  
paper	
  controls	
  for	
  the	
  size	
  of	
  the	
  market	
  in	
  which	
  the	
  newspapers	
  are	
  operating	
  as	
  
well	
  as	
  for	
  the	
  make-­‐up	
  of	
  the	
  county-­‐level	
  population.	
  	
  Findings	
  show	
  that	
  demand	
  
is	
   a	
   robust	
   determinant	
   of	
   slant	
   across	
  market	
   sizes	
   and	
   that	
   supply-­‐side	
   factors	
  
rarely	
   have	
   significant	
   impact	
   on	
   slant.	
   In	
   the	
   two	
   cases	
   where	
   ownership	
   does	
  
have	
   an	
   effect	
   on	
   slant,	
   it	
   is	
   in	
   regressions	
   where	
   the	
   largest-­‐circulating	
  
newspapers	
  have	
  been	
  dropped.	
  We	
  determine	
  that	
  if	
  ownership	
  is	
  important	
  it	
  is	
  
when	
  control	
  is	
  more	
  centralized,	
  if	
  a	
  newspaper	
  is	
  operating	
  in	
  a	
  small	
  market	
  or	
  
if	
  the	
  owner	
  chooses	
  the	
  slant	
  before	
  deciding	
  which	
  market	
  to	
  enter.	
  
	
  

JEL classification:  L2; L21; L22; L25; L4; L44 Y8; 

Keywords: Firm Behavior; Conglomerates; Product Strategy;  
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I.	
  Introduction	
  

	
   Consult	
   any	
   journalism	
   textbook	
   and	
   you	
   will	
   find	
   two	
   key	
  

generalizations.	
   Namely,	
   i)	
   objective	
   and	
   uncensored	
   journalism	
   is	
  

considered	
  to	
  be	
  a	
  pillar	
  of	
  any	
  good	
  democracy	
  because	
  it	
  serves	
  to	
  

disseminate	
   symmetrical	
   information	
   and	
   ii)	
   the	
   concentration	
   of	
  

news	
   outlets	
   in	
   the	
   hands	
   of	
   corporate	
   capitalists	
   threatens	
   the	
  

sanctity	
   of	
   democracy.	
   A	
   recent	
   ‘infographic’	
   published	
   by	
   Business	
  

Insider	
   laments	
   the	
   “illusion	
  of	
   choice”	
   that	
   exists	
   in	
   the	
  market	
   for	
  

media.	
  According	
  to	
  the	
  poster,	
  “In	
  1983,	
  90%	
  of	
  the	
  U.S.	
  media	
  was	
  

owned	
  by	
  50	
  companies”	
  by	
  contrast	
  “in	
  2011,	
  that	
  same	
  90%	
  [was]	
  

owned	
   by	
   6	
   companies…”2	
  Policy	
   makers	
   fret	
   over	
   these	
   statistics,	
  

worrying	
  that	
  with	
  more	
  concentrated	
  media	
  ownership	
  there	
  will	
  be	
  

less	
  ideological	
  spread.	
  	
  

However,	
  as	
  economists	
  such	
  as	
  Gentzkow	
  and	
  Shapiro	
  (2010)	
  

have	
   illustrated,	
   this	
   is	
  a	
   limited	
  claim	
  in	
   that	
   it	
   fails	
   to	
  consider	
   the	
  

fact	
  that	
  any	
  major	
  corporation	
  in	
  a	
  competitive	
  capitalist	
  democracy	
  

serves	
  a	
  consumer	
  demand	
  and,	
  where	
  it	
  fails	
  to	
  meet	
  that	
  demand,	
  it	
  

will	
   suffer	
   financial	
   setbacks.	
   In	
   a	
   sufficiently	
   competitive	
   market,	
  

there	
  is	
  a	
  fundamental	
  difference	
  between	
  media	
  being	
  controlled	
  by	
  

the	
   government	
   and	
   media	
   being	
   controlled	
   by	
   a	
   profit-­‐seeking	
  

organization.	
  Any	
  corporation	
  has	
  a	
   financial	
   imperative	
  to	
  maintain	
  

its	
  consumer	
  base.	
  Assuming	
  that	
  consumers	
  have	
  access	
  to	
  a	
  diverse	
  

range	
   of	
   media	
   sources	
   at	
   any	
   given	
   time,	
   there	
   is	
   not	
   enough	
  

incentive	
  in	
  the	
  market	
  for	
  corporations	
  to	
  limit	
  the	
  information	
  that	
  

they	
  provide	
  to	
  the	
  public	
  or	
  to	
  push	
  their	
  own	
  political	
  agenda	
  onto	
  

the	
  public.	
  	
  

Taking	
   Gentzkow	
   and	
   Shapiro’s	
   assertion	
   [that	
   ideological	
  

variation	
   in	
   the	
   news	
   is	
   predominantly	
   determined	
   by	
   demand]	
   as	
  
                                                

• 2Lutz, A. (2012, June 14). These 6 Corporations Control 90% Of The 
Media In America. Business Insider. Retrieved October 31, 2013, from 
http://www.businessinsider.com/these-6-corporations-control-90-of-the-
media-in-america-2012-6	
  

 



THE DETERMINATION OF NEWSPAPER SLANT IN SMALL MARKETS 
 

Page 5  
 
 

given,	
   this	
  paper	
  aims	
   to	
  explore	
  how	
  market	
  size	
  might	
  dampen	
  or	
  

augment	
  demographic	
   effects	
  on	
  newspaper	
   slant.	
   Furthermore	
   this	
  

paper	
   aims	
   to	
   discover	
   what	
   demographic	
   factors	
   affect	
   slant	
   the	
  

most	
   in	
   small	
   markets	
   and	
  will	
   control	
   for	
   ownership	
   effects	
   using	
  

binary	
  variables.	
  One	
  expects	
  to	
  see	
  that	
  ownership	
  factors	
  will	
  have	
  

little	
  to	
  no	
  effect	
  on	
  slant.	
  However,	
  if	
  this	
  not	
  the	
  case	
  it	
  is	
  likely	
  due	
  

to	
  companies	
  owning	
  papers	
  in	
  markets	
  where	
  the	
  political	
   leanings	
  

of	
   the	
  market	
  match	
   that	
   of	
   the	
  owner.	
  Moreover,	
   if	
   this	
   is	
   ever	
   the	
  

case,	
  one	
  can	
  expect	
  that	
  ownership	
  is	
  more	
  concentrated	
  in	
  the	
  firm	
  

in	
  question.	
  	
  

It	
   seems	
   unlikely	
   that	
   a	
   firm	
   that	
   is	
   publicly	
   traded,	
   where	
  

thousands	
   of	
   people	
   have	
   stakes	
   in	
   the	
   company,	
  will	
   be	
   politically	
  

biased	
  to	
  the	
  same	
  extent	
  that	
  a	
  company	
  with	
  a	
  single	
  owner	
  could	
  

be.	
  This	
  is	
  due	
  to	
  the	
  fact	
  that	
  the	
  group	
  of	
  shareholders	
  can	
  be	
  seen	
  

as	
   a	
   sample	
   from	
   a	
   population	
   where	
   variation	
   in	
   an	
   individual’s	
  

political	
   preferences	
   will	
   be	
   offset	
   by	
   another’s.	
   Therefore,	
   the	
  

ideological	
   leaning	
   of	
   the	
   “owners”	
   of	
   a	
   corporation	
  with	
   numerous	
  

shareholders	
   can	
   be	
   approximated	
   by	
   the	
   mean	
   slant	
   of	
   a	
   similar	
  

population.	
   However,	
   in	
   a	
   company	
   with	
   more	
   concentrated	
  

ownership,	
  the	
  preferences	
  of	
  the	
  owner	
  are	
  not	
  offset	
  in	
  any	
  way	
  and	
  

so	
   owners,	
   who	
   have	
   more	
   autonomy,	
   might	
   choose	
   to	
   operate	
   in	
  

markets	
  where	
  their	
  own	
  political	
  slant	
  is	
  dominant.	
  This	
  means	
  that,	
  

in	
   a	
   regression,	
   ownership	
   variables	
   will	
   be	
   correlated	
   with	
   voter	
  

share	
  variables.	
  In	
  these	
  cases	
  it	
  is	
  difficult	
  to	
  disentangle	
  supply-­‐side	
  

effects	
  on	
  slant	
  from	
  demand-­‐side	
  ones.	
  	
  

	
  

	
   II.	
  Literature	
  Review	
  

It	
  is	
  only	
  in	
  recent	
  years	
  that	
  economists	
  have	
  begun	
  to	
  analyze	
  

the	
  economics	
  of	
  media	
  content.	
  Most	
  economic	
  reviews	
  of	
  the	
  news	
  

examine	
  the	
  supply-­‐side	
  of	
   the	
  market.	
  These	
  studies	
  aim	
  to	
  explain	
  

optimal	
   pricing	
  decisions	
   in	
   the	
   two-­‐sided	
  market	
   for	
  news	
   and	
   the	
  

implications	
   of	
   news	
   aggregation	
   and	
   the	
   internet	
   on	
   circulation.	
  

However	
  there	
  is	
  a	
  group	
  of	
  economists,	
   lead	
  by	
  Matthew	
  Gentzkow	
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and	
   Jesse	
   M.	
   Shapiro,	
   that	
   has	
   recognized	
   and	
   studied	
   how	
   the	
  

demand	
  side	
  of	
  the	
  market	
  shapes	
  content	
  and	
  ideological	
  spread	
  in	
  

the	
   news.	
  Matthew	
   Gentzkow	
   has	
   been	
   responsible	
   for	
   studies	
   that	
  

illustrate	
  how	
  online	
  and	
  print	
  news	
  are	
  not	
  as	
  highly	
  substitutable	
  as	
  

is	
  often	
  posited3	
  and,	
  along	
  with	
  Jesse	
  Shapiro	
  and	
  Michael	
  Sinkinson,	
  

has	
  illustrated	
  the	
  effect	
  of	
  newspaper	
  entry	
  on	
  political	
  participation	
  

of	
   a	
   society. 4 	
  In	
   the	
   latter	
   study,	
   the	
   trio	
   found	
   that	
   the	
   first	
  

newspaper	
   to	
   enter	
   a	
   market	
   has	
   a	
   robust,	
   positive	
   effect	
   on	
   the	
  

presidential	
  and	
  congressional	
  voter	
  turnout.	
  This	
  paper	
  is	
  important	
  

because	
  it	
  is	
  evidence	
  for	
  the	
  aforementioned	
  relationship	
  between	
  a	
  

strong	
   democracy	
   and	
   a	
   free	
   press.	
   	
   One	
   interesting	
   finding	
   in	
   this	
  

paper	
  is	
  that	
  there	
  is	
  no	
  evidence	
  for	
  partisan	
  newspapers	
  having	
  any	
  

effect	
  on	
  voter	
  share.	
  Gentzkow	
  et	
  al.,	
  then,	
  explains	
  that	
  journalism	
  is	
  

important	
   for	
   inciting	
   political	
   participation,	
   though	
   it	
   does	
   not	
  

necessarily	
   determine	
   the	
   political	
   bias	
   of	
   its	
   market.	
   This	
   is	
  

something	
  to	
  bear	
  in	
  mind	
  when	
  considering	
  this	
  paper	
  because	
  this	
  

point	
   is	
   yet	
   another	
  example	
  of	
  how	
   the	
   second	
  claim	
  of	
   journalism	
  

scholars,	
  namely	
  that	
  excessive	
  corporate	
  control	
  of	
  newspapers	
  will	
  

affect	
  ideological	
  spread	
  in	
  constituencies,	
  is	
  a	
  problematic	
  one.	
  

	
   Yet	
   another	
   Gentzkow	
   and	
   Shapiro	
   paper5	
  examines	
   how	
  

competition	
   in	
   markets	
   affects	
   ideological	
   diversity.	
   Gentzkow,	
  

Shapiro	
  and	
  Sinkinson	
  models	
   the	
   firm’s	
  decisions	
   in	
  discrete	
   linear	
  

time.	
   The	
   first	
   decision	
   is	
   whether	
   or	
   not	
   to	
   enter	
   the	
  market.	
   The	
  

second	
   decision	
   is	
  which	
   political	
   affiliation	
   to	
   choose:	
   left	
   or	
   right.	
  

They	
   find	
   that	
   ideology	
   was	
   one	
   of	
   the	
   “main	
   dimensions	
   of	
  

differentiation	
  along	
  which	
  competitive	
  lines	
  were	
  drawn.”	
  Of	
  course,	
  

if	
   a	
   town	
   had	
   Democrat	
   papers	
   only	
   or	
   Republican	
   papers	
   only	
   it	
  
                                                
3 Gentzkow, M. (). Valuing New Goods in a Model with Complementarity: Online 
Newspapers. American Economic Review, 97, 713-744. 
4 Gentzkow, M., Shapiro, J., & Sinkinson, M. (). The Effect of Newspaper Entry 
and Exit on Electoral Politics. American Economic Review, , 2980-3018. 
5  Gentzkow, M., Shapiro, J., & Sinkinson, M. (). Competition and and 
Ideological Diversity: Historical Evidence from U.S Newspapers. American 
Economic Review, , forthcoming. 
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would	
   significantly	
   affect	
   the	
   ideas	
   and	
   ideologies	
   to	
   which	
  

constituents	
  were	
  exposed.	
  But	
  the	
  choice	
  of	
  slant	
  that	
  the	
  newspaper	
  

owners	
   faced,	
   as	
   is	
   stated	
   in	
   the	
  paper,	
   “hinge[d]	
  on	
   the	
   strength	
  of	
  

the	
   newspapers’	
   incentives	
   to	
   differentiate	
   ideologically	
   from	
   their	
  

competitors”.	
   Essentially,	
   if	
   there	
  were	
   enough	
   readers	
   in	
   a	
  market	
  

whose	
   ideological	
   preferences	
   were	
   not	
   already	
   channeled	
   by	
   the	
  

existing	
  papers	
  in	
  circulation,	
  the	
  new	
  firm	
  would	
  choose	
  a	
  slant	
  that	
  

would	
   allow	
  an	
  untapped	
   side	
  of	
   the	
  market	
   to	
  be	
   captured.	
  This	
   is	
  

made	
  clearer	
  when	
  we	
  consider	
  the	
  Hotelling	
  model.	
  However,	
  before	
  

we	
   discuss	
   Hotelling’s	
   theory	
   in	
  more	
   detail	
   and	
   how	
   it	
   affects	
   the	
  

firm’s	
  choice	
  of	
  slant,	
  we	
  must	
  consider	
  how	
  ideology	
  is	
  distributed	
  in	
  

different	
  markets.	
  

This	
   paper	
   assumes	
   that	
   though	
   there	
   might	
   be	
   polarization	
  

between	
   competing	
   newspapers	
   on	
   a	
   national	
   scale,	
   in	
   smaller	
  

markets	
   the	
   ideological	
   distribution	
   of	
   consumers	
   could	
   be	
  

approximated	
   by	
   a	
   skew	
   normal	
   distribution.	
  We	
   allow	
   for	
   the	
   fact	
  

that	
  there	
  may	
  be	
  a	
  dual-­‐peaked	
  distribution	
  at	
  a	
  national	
  level	
  where	
  

ideological	
   preferences	
   are	
   polarized.	
   Using	
   Hotelling	
   (1929)	
   as	
   a	
  

basis	
  for	
  the	
  model,	
  it	
  is	
  acceptable	
  for	
  there	
  to	
  be	
  more	
  convergence	
  

(in	
   newspaper	
   ideology	
   among	
   competitors)	
   to	
   the	
   median	
  

ideological	
  preference	
   in	
   a	
   smaller	
  market	
   than	
   in	
   a	
  more	
  polarized	
  

national	
  market.	
  

In	
   1929,	
   Hotelling6	
  famously	
   theorized	
   the	
   consequences	
   of	
   a	
  

duopoly	
   in	
  a	
  bounded	
  market.	
  He	
   fundamentally	
  disagreed	
  with	
   the	
  

idea	
   that	
   duopolies	
   create	
  market	
   instability	
   and	
   produced	
   a	
  model	
  

that	
  demonstrated	
  how	
  equilibrium	
  under	
  a	
  duopoly,	
  while	
  different	
  

from	
   the	
   one	
   achieved	
   under	
   competition,	
   could	
   nonetheless	
   be	
  

obtained.	
  The	
  (two-­‐dimensional)	
  argument	
  is	
  as	
  follows:	
  

Consider	
   two	
   firms	
   (A	
   and	
   B)	
   who	
   sell	
   similar	
   products	
   at	
  

different	
  prices.	
   In	
   this	
  market,	
   of	
   size	
   (length)	
  X,	
   firm	
  A	
   is	
   length	
  a	
  

                                                
• 6 Hotelling, H. (). Stability in Competition. The Economic Journal, 39, 

41-57.	
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away	
  from	
  the	
  lower	
  bound	
  of	
  the	
  market	
  and	
  firm	
  B	
  is	
  length	
  b	
  away	
  

from	
  the	
  upper	
  bound.	
  Assuming	
  sufficiently	
  low	
  pricing	
  on	
  the	
  part	
  

of	
  each	
  store,	
  all	
   consumers	
   in	
  space	
  a	
  will	
  be	
  supplied	
  by	
  A	
  and	
  all	
  

consumers	
   in	
   space	
   b	
   will	
   be	
   supplied	
   by	
   B.	
   However,	
   when	
   the	
  

opportunity	
  cost	
  of	
  travelling	
  to	
  the	
  other	
  store	
  is	
  less	
  than	
  the	
  price	
  

differential	
  between	
  the	
  two,	
  people	
  are	
  willing	
  to	
  travel	
  to	
  purchase	
  

their	
  goods.	
  	
  The	
  consumers	
  that	
  lie	
  between	
  these	
  two	
  firms	
  are	
  able	
  

to	
  choose	
  between	
  the	
  two.	
  As	
  such,	
  each	
  firm	
  faces	
  a	
  unique	
  pricing	
  

decision	
  wherein	
   they	
   each	
  will	
   adjust	
   their	
   prices	
   so	
   that	
   they	
   can	
  

maximize	
   their	
   profits	
   by	
   capturing	
   as	
   much	
   of	
   the	
   competitor’s	
  

market	
  as	
  possible.	
  	
  

	
   	
  

	
  
Figure	
  a.	
  	
  	
  Illustration	
  of	
  the	
  Hotelling	
  Model.	
  

	
  

	
  

The	
   model	
   describes	
   an	
   underlying	
   pricing	
   mechanism	
   as	
  

follows:	
   each	
   firm	
  will	
   converge	
   to	
   a	
   pricing	
   decision	
   such	
   that	
   one	
  

store	
   may	
   have	
   higher	
   prices,	
   but	
   only	
   insofar	
   as	
   the	
   higher	
   price	
  

remains	
   lower	
   than	
   the	
   opportunity	
   cost	
   of	
   traveling	
   to	
   the	
   other	
  

store.	
   Since	
   both	
   producers	
   face	
   a	
   similar	
   problem,	
   they	
   slowly	
  

converge	
   toward	
   a	
   similar	
   equilibrium	
   price	
   point.	
   Similarly,	
   this	
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model	
  can	
  also	
  be	
  used	
  to	
  explain	
  how	
  two	
  similar	
  firms	
  might	
  end	
  up	
  

geographically	
   close	
   to	
   one	
   another	
   or	
   how	
   two	
   separately	
   owned	
  

media	
  firms	
  would	
  provide	
  similar	
  content	
  rather	
  than	
  diversify.	
  	
  	
  

This	
   theory	
   is	
   the	
   cousin	
   of	
   the	
  Median	
   Voter	
   Theorem	
  which	
  

posits	
   that,	
   in	
  a	
  majority-­‐rule,	
  democratic	
  environment	
   the	
  outcome	
  

of	
   an	
  election	
  will	
  be	
   closely	
  approximated	
  by	
   the	
  preference	
  of	
   the	
  

median	
  voter.	
  This	
  theorem	
  depends	
  upon	
  the	
  assumption	
  that	
  voters	
  

can	
  place	
  all	
  alternatives	
  on	
  a	
  one-­‐dimensional	
  spectrum	
  (i.e.	
  they	
  can	
  

map	
   their	
   preferences	
   in	
   horizontal	
   space)	
   and	
   that	
   individual	
  

preferences	
   are	
   single-­‐peaked.	
   Consider	
   the	
   following	
  matrix	
   (Table	
  

1)	
   for	
  an	
  example	
  of	
  how	
  this	
   theory	
  can	
  be	
  used	
  to	
  explain	
  slant	
   in	
  

newspapers.	
  

	
  
	
   “Small”	
  market	
   “Large/national	
  market”	
  

Political	
   distribution	
  

(y-­‐axis	
   ranges	
   from	
  

liberal	
  to	
  conservative	
  

and	
   x-­‐axis	
   gives	
  

#people)	
  

	
  

	
  

	
  

	
  
Expected	
  media	
  slant	
   Median	
  political	
  preference	
  in	
  market	
   If	
   two,	
   separately	
   owned	
  

papers	
  are	
  operating	
   in	
   this	
  

space:	
   each	
   will	
   be	
   slanted	
  

towards	
   the	
   center	
   in	
  order	
  

to	
   maximize	
   readership.	
  

However,	
   if	
   sufficiently	
  

peaked	
   and	
   if	
   not	
   everyone	
  

is	
   purchasing	
   newspapers,	
  

or	
   if	
   there	
   is	
  a	
  single-­‐owner	
  

in	
   the	
  market	
  you	
  could	
  see	
  

two	
  different	
  slants	
  
Table	
  1.	
  Hotelling,	
  the	
  Median	
  Voter	
  Theorem	
  and	
  Newspaper	
  Slant	
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Gentzkow	
   and	
   Shapiro	
   published	
   a	
   paper	
   in	
   2010	
   entitled	
   “What	
  

Drives	
   Media	
   Slant?	
   Evidence	
   from	
   U.S.	
   Daily	
   Newspapers.” 7	
  

Gentzkow	
   et	
   al.	
   assumes	
   Newspaper	
   owners	
   to	
   be	
   monopolists	
   in	
  

local	
  markets	
  and,	
  by	
  constructing	
  a	
  price-­‐maximizing	
  slant	
  as	
  well	
  as	
  

an	
  estimated	
  model	
  of	
  the	
  supply	
  of	
  slant,	
  illustrates	
  all	
  of	
  the	
  effects	
  

that	
  we	
  hypothesized	
  above.	
  Specifically,	
  the	
  paper	
  demonstrates	
  that	
  

ownership	
   does	
   not	
   have	
   statistically	
   significant	
   explanatory	
   power	
  

over	
   the	
   variation	
   in	
   newspaper	
   slant.	
   	
   Furthermore,	
   the	
   authors	
  

conclude	
   that	
   the	
   ideology	
   of	
   the	
   market	
   in	
   which	
   the	
   newspaper	
  

operates	
  is	
  a	
  far	
  more	
  important	
  factor	
  to	
  consider.	
  	
  

However,	
  what	
  the	
  paper	
  does	
  not	
  consider	
  is	
  how	
  newspapers	
  

operating	
  in	
  markets	
  of	
  different	
  sizes	
  might	
  face	
  a	
  different	
  problem	
  

when	
   determining	
   slant.	
   All	
   of	
   the	
   Gentzkow	
   and	
   Shapiro	
   papers	
  

presuppose	
   Hotelling’s	
   law	
   to	
   be	
   true	
   but	
   Hotelling	
   does	
   not	
   often	
  

consider	
   what	
   happens	
   in	
   markets	
   whose	
   preferences	
   are	
   not	
  

distributed	
   normally	
   with	
   single-­‐peaks.	
   As	
   mentioned,	
   ideological	
  

preferences	
   may	
   not	
   have	
   such	
   a	
   distribution.	
   Therefore	
   papers	
  

operating	
  in	
  larger	
  markets	
  (in	
  this	
  paper	
  we	
  consider	
  the	
  county	
  in	
  

which	
   the	
   newspaper	
   operates)	
  may	
   not	
   face	
   the	
   same	
   problem	
   as	
  

papers	
   in	
  smaller	
  markets.	
   Ideological	
  preferences	
  will	
  be	
  measured	
  

using	
   county-­‐vote	
   share	
   that	
   went	
   Republican.	
   However,	
   if	
   we	
  

consider	
  the	
  proportion	
  of	
  people	
  who	
  actually	
  vote,	
  this	
  may	
  not	
  be	
  

as	
   important	
   an	
   indicator	
   of	
   ideological	
   demand	
   as	
   other	
  

demographic	
  variables	
  such	
  as	
  race,	
  income	
  and	
  age.	
  

	
  

III.	
  Data	
  &	
  Findings	
  

This	
  paper	
  will	
  account	
  for	
  market	
  size	
  using	
  dummy	
  variables	
  

for	
  those	
  newspapers	
  with	
  the	
  highest	
  circulation	
  in	
  the	
  country.	
  As	
  a	
  

robustness	
   check,	
   several	
   regressions	
   are	
   included:	
   first	
   on	
   all	
  

newspapers,	
  then	
  on	
  all	
  newspapers	
  minus	
  the	
  top	
  25	
  most	
  circulated	
  

                                                
• 7 Gentzkow, M., & Shapiro, J. (). What Drives Media Slant? Evidence 

From U.S. Daily Newspapers. Econometrica, 78, 35-71. 
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ones	
  and	
  so	
  forth.	
  Included	
  in	
  the	
  model	
  are	
  demographic	
  controls	
  at	
  

county	
   level,	
   as	
  well	
   as	
   owner	
  dummies.	
   The	
   table	
   on	
   the	
   following	
  

page	
  gives	
  a	
  more	
  comprehensive	
  outline	
  of	
  the	
  variables	
  used	
  in	
  the	
  

paper’s	
  regressions.	
  

Gentzkow	
   and	
   Shapiro	
   used	
   word	
   frequency	
   analysis	
   of	
   the	
  

2005	
  Congressional	
  Record	
  to	
  construct	
  the	
  slant	
  variable.	
  The	
  text	
  of	
  

speeches	
   for	
   each	
   congressperson	
   in	
   the	
   record	
   was	
   stripped	
   of	
  

common	
  words	
  such	
  as	
  “to”,	
  “the”,	
  and	
  “from”.	
  For	
  each	
  speech	
  in	
  the	
  

record,	
  the	
  occurrence	
  of	
  two-­‐and-­‐three	
  word	
  phrases	
  was	
  recorded.	
  

Phrases	
  with	
   common	
   roots	
  were	
   counted	
   as	
   the	
   same	
   phrase.	
   The	
  

frequency	
  of	
  phrases	
  in	
  the	
  congressional	
  record	
  is	
  then	
  compared	
  to	
  

the	
   frequency	
   in	
   newspaper	
   texts	
   for	
   all	
   articles	
   published	
   in	
   the	
  

cross-­‐sectional	
  year.	
  The	
  slant	
  measure,	
  therefore,	
  illustrates	
  whether	
  

or	
  not	
  the	
  language	
  of	
  articles	
  in	
  a	
  given	
  newspaper	
  is	
  more	
  alike	
  to	
  a	
  

Democrat	
  or	
  Republican	
  speaker’s	
  rhetoric.	
  	
  

Variables	
   that	
   have	
   been	
   excluded	
   so	
   as	
   to	
   avoid	
  

multicollinearity	
   are:	
   the	
   percent	
   of	
   the	
   county	
   population	
   that	
  

identifies	
  as	
  white	
  as	
   it	
   is	
  highly	
  correlated	
  with	
  the	
  percentage	
  that	
  

identifies	
   as	
   black.	
   The	
   regressions	
   that	
   will	
   be	
   discussed	
   in	
   the	
  

remainder	
   of	
   this	
   paper	
   are	
   those	
   that	
   respectively	
   exclude	
   the	
   top	
  

100	
   most	
   circulated	
   papers	
   and	
   the	
   top	
   75	
   as	
   they	
   had	
   the	
   most	
  

robust	
   explanatory	
   power.	
   	
   Other	
   regression	
   tables	
   can	
   be	
   found	
   in	
  

the	
   Appendix.	
   In	
   all	
   regressions,	
   the	
   owners	
   that	
   demonstrated	
  

statistically	
   significant	
   bearing	
   on	
   slant	
   were	
   Hearst	
   and	
   Lee	
  

Enterprises.	
  Neither	
  owned	
  a	
   large	
  number	
  of	
  papers	
   in	
   the	
  dataset.	
  

Papers	
   owned	
   by	
   Lee	
   Enterprises	
   were	
   geographically	
   clustered	
   in	
  

the	
   West	
   and	
   Midwest.	
   Papers	
   owned	
   by	
   Hearst	
   are	
   more	
   evenly	
  

distributed	
  in	
  both	
  geographically	
  and	
  politically	
  and	
  so	
  it	
  seems	
  that	
  

ownership	
   is	
   playing	
   a	
   role	
   in	
   determining	
   slant	
   in	
   these	
   cases.	
  

Nonetheless,	
  these	
  owner	
  effects	
  are	
  only	
  significant	
  at	
  the	
  10%	
  level.	
  

However	
   the	
   coefficient	
   on	
   Hearst	
   Enterprises	
   holds	
   plenty	
   of	
  

explanatory	
   power,	
   suggesting	
   that	
   this	
   owner	
   is	
   an	
   anomaly.	
   This	
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will	
   be	
   discussed.	
   Refer	
   to	
   Table	
   2	
   for	
   explanations	
   of	
   variables	
  

included	
  in	
  the	
  regressions.	
  

Note	
   that	
   the	
  data	
  are	
  a	
  cross	
  section	
   from	
  the	
  year	
  2005.	
  The	
  

vote	
   share	
  measure	
   references	
   the	
   2004	
   presidential	
   elections	
   as	
   a	
  

measure	
  for	
  ideological	
  preference.	
  Demographic	
  variables	
  are	
  taken	
  

from	
  census	
  data	
  that	
  is	
  publicly	
  available.8	
  

Republican	
   vote	
   share	
   holds	
   the	
   most	
   explanatory	
   power	
  

among	
   all	
   variables	
   (except	
   Hearst).	
   This	
   is	
   consistent	
   across	
  

regressions.	
   %	
   Black	
   is	
   also	
   significant	
   at	
   the	
   1%	
   level	
   across	
  

regressions	
   and	
   has	
   a	
   notably	
   high	
   coefficient.	
   The	
   coefficient	
   on	
  

Hearst	
  is	
  high	
  but	
  only	
  statistically	
  significant	
  at	
  the	
  10%	
  level.	
  Note	
  

that	
   Hearst	
   has	
   remained	
   under	
   the	
   same	
   family	
   control	
   for	
  

generations	
   and	
   the	
   motives	
   of	
   this	
   ownership	
   structure	
   may	
   not	
  

always	
  be	
  profit	
  maximizing.	
  This	
  is	
  an	
  example	
  of	
  economies	
  of	
  scale	
  

as	
   it	
   is	
   cheaper	
   to	
   produce	
   content	
   for	
   similar	
   markets	
   than	
   for	
  

diverse	
  ones.	
  Prior	
  regressions	
  included	
  more	
  county-­‐level	
  variables	
  

as	
  well	
  as	
  some	
  interaction	
  variables	
  to	
  control	
  for	
  which	
  segments	
  of	
  

the	
   population	
   that	
   are	
   more	
   likely	
   to	
   read.	
   These	
   variables	
   were	
  

omitted	
   in	
   the	
   table	
   above	
   due	
   to	
   lack	
   of	
   explanatory	
   power.	
  

However,	
  the	
  regression	
  tables	
  can	
  be	
  found	
  in	
  the	
  appendix.	
  

	
  

	
  

	
  

	
  

	
  

	
  

	
  

	
  

	
  

                                                
8 Inter-university Consortium for Political and Social Research. County 
Characteristics, 2000-2007 [United States]. ICPSR20660-v2. Ann Arbor, MI: Inter-
university Consortium for Political and Social Research [distributor], 2008-01-24. 
doi:10.3886/ICPSR20660.v2 
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Table	
  2.	
  Regression	
  Variables	
   	
  

OWNERS	
  

Binary	
  variables	
  

indicating	
  

holding	
  

company.	
  Only	
  

those	
  companies	
  

that	
  own	
  five	
  or	
  

more	
  papers	
  in	
  

the	
  sample	
  are	
  

listed.	
  

Advance	
  

Berkshire	
  Hathaway	
  

	
   Cox	
  

E.W.	
  Scripps	
  

	
  Gannett	
  

Gatehouse	
  	
  

Hearst	
  

Knight	
  Ridder	
  

Lee	
  

McClatchy	
  

MediaNews	
  

Morris	
   	
  	
  

COUNTY	
  DEMOGRAPHICS	
   	
  	
  

Republican	
  vote	
  share	
  

%	
  county	
  that	
  

voted	
  republican	
  

in	
  2004	
  

Median	
  Age	
  

County-­‐level	
  

measure	
  

%	
  Black	
   Controls	
  for	
  

racial	
  make-­‐up	
  

of	
  county.	
  White	
  

excluded	
  %	
  Asian	
  

Unemployment	
  rate	
  

Measured	
  in	
  

2005	
  

Median	
  age	
  squared	
   	
  	
  

MARKET	
  SIZE	
  	
   	
  	
  

Top75	
  

Binary	
  indicator	
  

for	
  papers	
  in	
  the	
  

top	
  75	
  

Top100	
  

Binary	
  indicator	
  

for	
  papers	
  in	
  the	
  

top	
  100	
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In	
   general,	
   regressions	
   that	
   include	
   type	
   of	
   owner	
   (publicly	
  

traded	
  or	
  family-­‐owned)	
  do	
  not	
  find	
  ownership	
  concentration	
  to	
  have	
  

significant	
  bearing	
  on	
  slant.	
  The	
  most	
  important	
  determinants	
  of	
  slant	
  

as	
   shown	
   in	
   the	
   regressions	
   are	
   Republican	
   vote	
   share,	
   county	
   per	
  

capita	
   income	
   and	
   percent	
   of	
   population	
   that	
   identifies	
   as	
   black.	
  

Results	
  are	
  robust	
  across	
  regressions	
  that	
  control	
  for	
  different	
  market	
  

sizes.	
  	
  

Table	
  3	
  illustrates	
  these	
  results.	
  Note	
  that	
  slant	
  is	
  continuous	
  on	
  

the	
  closed	
  interval	
  zero	
  to	
  one	
  where	
  zero	
  is	
  perfectly	
  liberal	
  and	
  one	
  

is	
   perfectly	
   conservative.	
   Though	
   coefficients	
  may	
   looks	
   small,	
   they	
  

are	
  important	
  given	
  that	
  the	
  slant	
  index	
  is	
  a	
  fraction.	
  As	
  an	
  overview,	
  

the	
  mean	
  slant	
  in	
  the	
  sample	
  is	
  around	
  .474	
  with	
  a	
  standard	
  deviation	
  

of	
  .048.	
  Any	
  slant	
  that	
  is	
  two	
  standard	
  deviations	
  above	
  or	
  below	
  the	
  

mean	
   is	
   considered	
   very	
   conservative	
   or	
   very	
   liberal,	
   respectively.	
  

There	
  were	
   eight	
   non-­‐outlier	
   papers	
   that	
   fell	
   into	
   the	
   “very	
   liberal”	
  

category	
   and	
   two	
   that	
   fell	
   into	
   the	
   “very	
   conservative”	
   category.9	
  Of	
  

the	
   “very	
   liberal”,	
   four	
  were	
   circulated	
   in	
   counties	
  where	
   the	
   black	
  

population	
  was	
  over	
  40%.	
  	
  

Given	
   the	
   coefficients	
  on	
  market-­‐size	
  dummies	
   (see	
   regression	
  

tables	
   in	
   the	
   appendix),	
   it	
   seems	
   that	
   market-­‐size	
   does	
   not	
   have	
   a	
  

significant	
   bearing	
   on	
   the	
   slant	
   of	
   newspapers.	
   However,	
   as	
   more-­‐

circulated	
  newspapers	
  are	
  dropped,	
   the	
  coefficients	
  on	
  %	
  Black	
  and	
  

on	
  Republican	
  vote	
  share	
  grow	
  larger	
  and	
  more	
  significant.	
  	
  

                                                
9 “Very Liberal” papers include: “The Greenwood Commonwealth”, of Greenwood, 
MS, “The Jersey Journal”, of Jersey city, NJ, “The Montgomery Advertiser” of 
Montgomery, AL, “The Daily News” of Windham, NY,  “The Chicago Sun-Times” 
of Chicago, IL, “The Philadelphia Daily News” of Philadelphia, PA, “The Pasadena 
Star-News” of Pasadena, CA,  and “the Detroit Free Press” of Detroit, MI.  
 
“Very Conservative” papers include: “Billings Gazette” of Billings, MT, “The Daily 
Sentinel” of Grand Junction, CO.  
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To	
   illustrate	
   why	
   this	
   is	
   the	
   case,	
   a	
   kernel	
   density	
   map	
   was	
  

created	
  to	
  illustrate	
  how	
  newspaper	
  slant	
  is	
  distributed	
  in	
  markets	
  of	
  

different	
  sizes	
  (figure	
  2).	
  T-­‐tests10	
  run	
  on	
  the	
  two	
  distributions	
  reveal	
  

that	
  the	
  means	
  of	
  slant	
  in	
  the	
  two	
  markets	
  are	
  significantly	
  different	
  

from	
   one	
   another.	
   Therefore,	
   the	
   distribution	
   of	
   slant	
   in	
   nationally	
  

circulating	
   papers	
   differs	
   from	
   that	
   of	
   those	
   in	
   small	
   markets.	
  

However,	
   the	
   variances	
   are	
   not	
   significantly	
   different	
   from	
   one	
  

another,	
   based	
   on	
   a	
   Levene’s	
   test8,	
   and	
   neither	
   distribution	
   is	
  

bimodal.	
   Based	
   on	
   kernel	
   density	
   estimates	
   and	
   the	
   lack	
   of	
  

significance	
  on	
  coefficients	
  for	
  market-­‐size	
  dummies,	
  it	
  seems	
  that	
  the	
  

difference	
  in	
  ideological	
  distribution	
  at	
  the	
  national	
  level	
  is	
  not	
  large	
  

enough	
  to	
  have	
  notable	
  effects	
  on	
  the	
  determination	
  of	
  slant.	
  What	
  is	
  

likely	
  happening	
  at	
  a	
  national	
  level	
  is	
  that	
  as	
  these	
  newspapers	
  grow	
  

they	
  break	
  into	
  new	
  markets	
  and	
  the	
  paper’s	
  slant	
  to	
  meets	
  the	
  new	
  

demand.	
  There	
  is	
  likely	
  some	
  dual	
  causality	
  there	
  as	
  well	
  because	
  the	
  

new	
  markets	
  are	
  probably	
  consuming	
  the	
  growing	
  papers	
  due	
  to	
  an	
  

established	
   slant	
   that	
  meets	
   the	
  preference	
  of	
   this	
  market.	
  This	
   is	
   a	
  

mechanism	
  that	
  is	
  difficult	
  to	
  capture	
  without	
  panel	
  data.	
  

	
  

                                                
10 Results available upon request 
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Figure	
  2.	
  Kernel	
  Density	
  Estimate	
  for	
  slant	
  in	
  large	
  and	
  small	
  markets.	
  

	
  

The	
  adjusted	
  R-­‐squared	
  values	
   in	
  all	
  regressions	
  range	
   from	
   .26-­‐.31.	
  

This	
   is	
  not	
  a	
  great	
  number	
  but	
  can	
  possibly	
  be	
  explained	
  by	
  the	
  fact	
  

that	
  newspaper	
  markets	
  are	
  two-­‐sided.	
  One	
  must	
  therefore	
  consider	
  

the	
  possibility	
  that	
  not	
  all	
  content	
  is	
  driven	
  by	
  consumer	
  demand	
  but	
  

might	
   also	
   be	
   affected	
   by	
   the	
   types	
   of	
   organizations	
   that	
   routinely	
  

advertise	
  in	
  these	
  papers.	
  As	
  such,	
  the	
  R-­‐square	
  values	
  are	
  reasonable	
  

for	
  the	
  data	
  included	
  in	
  these	
  regressions	
  and	
  residual	
  maps	
  confirm	
  

that	
  errors	
  are	
  randomly	
  distributed	
  around	
  zero.	
  	
  

	
   	
  

IV.	
  Concluding	
  Remarks	
  

The	
   model	
   described	
   in	
   this	
   paper	
   assumes	
   that	
   in	
   small	
  

markets,	
  ideological	
  distributions	
  are	
  single-­‐peaked	
  functions	
  though	
  

there	
   is	
   room	
   for	
   them	
   to	
   be	
   skewed.	
   	
   There	
   is	
   no	
   assumption	
  

regarding	
   the	
   distribution	
   for	
   ideology	
   in	
   larger	
   markets	
   but	
   it	
   is	
  

allowed	
  for	
  these	
  to	
  be	
  dual-­‐peaked.	
  As	
  such,	
  the	
  regressions	
  included	
  

control	
  for	
  market-­‐size.	
  Each	
  regression	
  is	
  run	
  several	
  times,	
  omitting	
  

observations	
   from	
   larger	
   markets	
   in	
   each	
   case	
   so	
   as	
   to	
   check	
   for	
  

robustness	
   of	
   estimators.	
   This	
   is	
   done	
   so	
   as	
   to	
   ensure	
   that	
   papers	
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circulating	
  in	
  larger	
  markets	
  are	
  not	
  dampening	
  or	
  amplifying	
  effects	
  

seen	
   at	
   a	
  more	
  micro-­‐level.	
  However,	
  market	
   size	
   does	
  not	
   seem	
   to	
  

compromise	
  the	
  findings	
  of	
  this	
  paper.	
  In	
  fact,	
  from	
  these	
  regression	
  

results	
   and	
   kernel-­‐density	
   estimates,	
   it	
   seems	
   that	
   ideology	
  may	
   in	
  

fact	
   be	
   a	
   single-­‐peaked	
   function	
   but	
   to	
   determine	
   this	
   is	
   difficult	
  

without	
  panel	
  data.	
  

The	
  regressions	
  support	
  the	
  hypothesis	
  that	
  ownership	
  does	
  not	
  

significantly	
   affect	
   slant	
   in	
   the	
   majority	
   of	
   cases.	
   However,	
   from	
  

geographical	
   clustering	
   of	
   newspapers	
   owned	
  by	
  Lee	
  Enterprises,	
   it	
  

seems	
   that	
   this	
   owner	
   selects	
   its	
   markets	
   based	
   on	
   slant.	
   In	
   other	
  

words,	
  Lee	
  Enterprises	
  appears	
  to	
  invert	
  the	
  order	
  that	
  Gentzkow	
  and	
  

Shapiro	
   claimed	
   owners	
   make	
   entry-­‐decisions.	
   Hearst	
   is	
   an	
   owner	
  

with	
  a	
  more	
  diverse	
  media	
  portfolio	
  however	
  it	
  is	
  the	
  only	
  owner	
  that	
  

seems	
   to	
   have	
   any	
  bearing	
   on	
   the	
   slant	
   of	
   papers	
   under	
   its	
   control.	
  

Hearst’s	
   ownership	
   is	
   under	
   the	
   common	
   control	
   of	
   five	
   family	
  

members	
  and	
  eight	
  outside	
  trustees.	
  This	
  trust	
  selects	
  the	
  twenty-­‐two	
  

executive	
   board	
   members	
   who	
   manage	
   the	
   corporation.	
   This	
  

supports	
  the	
  idea	
  that	
  more	
  centralized	
  control	
  might	
  provide	
  owners	
  

with	
   the	
   opportunity	
   to	
   push	
   their	
   own	
   agenda	
   through	
   the	
  

newspaper.	
  	
  

	
   The	
   racial	
   profile	
   of	
   a	
   community	
   and	
   the	
   Republican	
   vote	
  

share	
  of	
  that	
  community,	
  and	
  the	
  per	
  capita	
  income	
  have	
  robust	
  and	
  

high	
  coefficients.	
  An	
  increase	
  in	
  black	
  population	
  is	
  likely	
  to	
  lead	
  to	
  a	
  

more	
   liberally	
   biased	
   newspaper	
   slant.	
   Due	
   to	
   the	
   fact	
   that	
   only	
   a	
  

small	
   portion	
  of	
   the	
  population	
   actually	
   votes,	
   this	
   variable	
   is	
   likely	
  

picking	
   up	
   demographic	
   information	
   inherent	
   to	
   demand	
   that	
   vote	
  

share	
   does	
   not.	
   Therefore,	
   findings	
   support	
   the	
   hypothesis	
   that	
  

ownership	
   is	
   not	
   a	
   significant	
   determinant	
   of	
   newspaper	
   slant.	
  

Rather,	
   the	
   preferences	
   of	
   the	
   target	
   market	
   for	
   that	
   newspaper	
   is	
  

what	
   accounts	
   for	
   the	
   variation	
   in	
   slant	
   and	
   this	
   is	
   robust	
   when	
  

market	
  size	
  is	
  controlled	
  for.	
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APPENDIX11	
  

	
  
                                                
11 Please note that clearer, printable, versions of these tables are available upon 
request 
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Figure	
  1.	
  Transformations	
  of	
  the	
  distribution	
  of	
  Slant	
  for	
  a	
  random	
  sample	
  of	
  100	
  newspapers	
  

	
  

	
  
Figure	
  2.	
  Transformations	
  of	
  the	
  distribution	
  of	
  Slant	
  for	
  a	
  the	
  top	
  100	
  most	
  circulated	
  papers	
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Figure	
  1.	
  Transformations	
  of	
  the	
  distribution	
  of	
  Slant	
  for	
  those	
  papers	
  not	
  included	
  in	
  the	
  top	
  100	
  most	
  circulated	
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