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THE CULTURE BASED POLITICAL PROGRAMS: IMPACT OF TALK SHOW ON THE AUDIENCE

With the debate on globalization and on European integration, there is an increasing interest in media and
multilingual audiences, cross-cultural and transnational perspectives, and the global-local articulation.
Most of the research in these fields focuses on the structural or entertainment dimensions and / or
on audience research, but there are only a few research projects concerned with the culture based political
programs in Spain. Richardson and Meinhof (1999) contributed to filling the gap with a series of comparative
case studies on satellite television programs proposed by news channels addressing a global audience (News
Corp’s Sky News and Germany’s n.tv), local TV channels in Germany and Britain, and the European TV
experience (ARTE, Euro-News), drawing on discourse analysis, applied linguistics, and social semiotics but
there is a big gap in investigation of Spanish political talk show and its impact on the audience.
Cultural diversity is the central issue of our times although with different emphases on MEDIA context. Media
and communication studies have begun to draw on work in TV programs with the retrospect of political talk
shows to understand how diversity is experienced across Spanish culture. Analyses are required as for the trans-
national entities of the European Unity, in our case culture in Spain. The topic is of the increasing importance
because of the talk show impact on the audience as emotionally as individual nation and region face the
challenge of globalization and the propaganda of media content. The essay draws on cultural and media policy
analyses. In short, late night entertainment talk shows or other soft news programs afford politicians one of their
best opportunities to reach a large group of potentially persuadable voters in a relatively sympathetic venue.
The increasing frequency of presidential candidate appearances on daytime and late night talk shows (Baum
2003a, 2005; Gold 2007) strongly suggests they believe such appearances are politically beneficial. The
previous discussion illustrates the importance of drawing clear distinctions between different types of media
outlets and content aimed at distinct audiences. Most research into the effects of soft news on public opinion
finds any such effects to be contingent on media venue, topic, and audience characteristics. Such venues vary in
the sophistication of their content and hence the likely learning effects among different types of viewers, while
some issues are more easily framed in accessible terms than others. Moreover, different types of viewers differ in
their propensity to learn about politics via such outlets. Scholars have only partially disentangled these
distinctions. Much of the research in this area thus suffers from imprecise definitions of the independent (soft
news exposure) and / or dependent (public opinion) variables. The study investigates the awareness level of
public through TV talk shows (political).
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INTRODUCTION

For the great majority of people television is an integral part of Spanish culture. Spanish population can tune
into television with the push of a button. What is more, it is an extremely easy way to be informed, entertained, and
educated. "Television is the main source of information on national and world events for most of us" (Philo, 1990).
“In terms of psychological influence, television might have little or no impact if only a few people pay relatively
little attention to it. But the opposite is the case: Just about everybody watches some television, it has almost
universal appeal". As Condry states, "Television is what television does: entertain, inform, and persuade [1]."

Analysis of the scientific research. "Talk is the heart of everyday existence; it is pervasive and central to
human history, in every setting of human affairs, at all levels of society, in virtually every social context"
(Zimmerman and Boden, 1991). Television is a principle medium of mass communication, and talk is one of its
most powerful tool. A talk show or chat show (as it is known in the UK) is a television program or radio program
genre in which one person (or group of people) discusses various topics put forth by a talk show host. Political talk
shows are concerned with special political issues which have public interest and impact and related to government
and its power as well as other stakeholders also.

The main part of the article. "As we watch, listen, and are entertained, TV talk shows are rewriting our
cultural scripts, altering our perceptions, our social relationships, and our relationships to the natural world. TV talk
shows offer us a world of blurred boundaries. Cultural distinctions between public and private, credible and
incredible witnesses, truth and falseness, good and evil, sickness and irresponsibility, normal and abnormal, therapy
and exploitation, intimate and stranger, fragmentation and community are manipulated and erased for our
distraction and entertainment. "Quote taken on 5/ 28 / 98 from the web site of Dr. Vicki Abt, a sociology professor
and TV talk show critic. The talk show is a highly confrontational discursive genre, a widely influential media
phenomenon, as well as a politically and morally controversial form of entertainment. Few discursive practices of
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popular broadcast culture have been more contentious and subject to cultural and scholarly examination in recent
years than the talk show, particularly the television talk show. One way to explore the talk show genre is to examine
the ways in which audiences use the generic category of talk shows to ground their own cultural assumptions and
locate the genre within a set of extant hierarchies and power relations.

Nowadays, talk shows are popular as it is cheap and the most direct participation from audience. Accordingly,
there are several important reasons for this choice: In recent decades, there has been a significant increase in
international interest in applying qualitative research methods to the study of social and cultural processes.
Although the traditional empirically oriented approach to media, mainly represented by quantitative content
analysis, is still widespread in mass communication research (McQuail, 2000), some observers [2] speak of a
"qualitative turn" in media studies. This shift of paradigm is not a question of preferences for particular
methodologies but corresponds to conceptual and theoretical frameworks distinct from the traditional sender-
receiver model. According to Zainal Abedin, now most of the Talk shows evaluated as negative and organized in an
artificial environment. These talk shows have more talks than solutions. Talk shows do not reflect public statements
and demands as well as solutions. The main cause of increasing talk shows in all TV channels at present is that it is
very to attract audience at a minimum cost.

The aim of the article is to determine the impact of political talk shows on the audience in Spain.

Doubtless, political communication scholars have sought to determine more precisely what political knowledge
consumers glean from soft news and who is most likely to gain it. This has produced a schism between those
arguing that consuming soft news produces relatively limited political knowledge gain, primarily among individuals
who might not otherwise gain such information, and others arguing that soft news has little political informational
value. In the former camp, some argue that soft news can facilitate political learning either directly, via exposure to
substantive information in soft news venues [3, 4], or indirectly, through a gateway effect, whereby exposure to
small amounts of information on soft news outlets motivates viewers to consume additional related information via
traditional news venues (Baum 2003a; Young and Tisinger 2006). In both cases, political learning effects appear
strongest among individuals who are relatively uninterested in, and hence unmotivated to learn about politics. In the
latter camp, some scholars, notably Markus Prior (2003, 2005, 2007), have argued that consuming soft news does
not contribute to consequential gains in political knowledge. Prior does not dispute that soft news programs cover
political issues. Instead, he challenges Baum’s (2002, 2003a) contention that consequential numbers of consumers
learn about politics from such shows. He argues (2005) that extreme media fragmentation in recent years has
reduced incidental exposure to politics among entertainment-seeking viewers. Baum (2003b), though not disputing
Prior’s finding of limited factual knowledge gains in his experiments, countered — drawing on the online model of
information processing (McGraw and Lodge 1995; Lodge, Steenberger, and Brau 1995) [5] - that factual
knowledge is an insufficient measure of political learning. Taken together, these findings suggest that at least some
audience do learn about politics via talk show, but that what they are learning, how much, and how long lasting
remain subject to debate. Also unresolved is whether such learning influences consumers’ attitudes or behavior. It is
to these questions that we now turn, beginning with the possibility of attitudinal effects. For instance, Brewer and
Marquardt (2007), in a detailed content analysis of 222 episodes of the Daily Show, find a profusion of educational
content. They argue that such material increases viewers’ attention to world affairs and encourages critical thinking,
rather than engendering a knee-jerk cynical attitude toward political figures and institutions. Overall, there is little
evidence that talk show causes viewers to swing to a different side of the political spectrum or to support particular
policies. Finding that talk show influences political attention, knowledge, and even attitudes only takes us part of
the way to linking soft news consumption to political outcomes.

One cannot deny that an additional intermediate step concerns mass political behavior. On this score, evidence
is emerging that talk show may influence the political behavior of at least some citizens. The most basic act of
democratic citizenship is voting. Baum [3], in turn, reports that not only do politically inattentive individuals who
watch presidential candidates on daytime talk shows come away liking those candidates better, they also become
more likely than their non-talk-show-consuming counterparts to cross party lines and vote for the opposition party
candidate. This is because likeability can trump party loyalty among these relatively less partisan voters. Baum and
Jamison [3] extend Lau and Redlawsk's (1997) "correct voting" model and find that the same politically inattentive
talk show consumers that Baum (2005) investigated are also more likely to vote for the candidate who best matches
their own self-described preferences on public policy and values issues. This suggests that the likeability heuristic
(Sniderman, Brody, and Tetlock 1991) can help relatively uninformed voters figure out which candidate is likely to
best represent their interests. It also suggests that the party switching the approaches of talk show endorse an
interactive model of communication, which is far more complex than the traditional models in mass
communication.

Doing Catalan Spanish on TV: With an emphasis on the linguistic characteristics that Spanish in Catalonia
maintains or has acquired as a result of its prolonged contact with Catalan, these studies have started to catalogue
the lexicon, phonology and morphosyntax of Spanish in Catalonia. Relatively little attention has been dedicated,
however, to the pragmatics of Spanish in Catalonia, that is, to the discourse strategies that constitute Catalan ways
of speaking Spanish [7] in TV talk show. The present investigation proceeds in this direction by identifying some of
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the pragmatic resources employed in Catalan ways of speaking Spanish in Barcelona, the capital of Catalonia.

The present investigation uses excerpts from talk show conversations in the corpus described above to
discursively illustrate four separate pragmatic resources used in Catalan ways of speaking Spanish in Barcelona. In
each case, the investigation then analyzes things that Spanish speakers in Barcelona do through their use of
language when they "do Catalan Spanish" via ways of speaking that exploit the pragmatic resources identified.
Discourse analysis of conversations in my corpus reveals that Catalan ways of speaking Spanish in TV talk shows
can make use of at least the following four pragmatic resources to do Catalan Spanish: (1) bilingual simultaneity
(Woolard, 1998), (2) speech play (Sherzer, 2002), (3) narrative pragmatics (Prince, 1983), and (4) conventionalized
indirectness [9]. When doing Catalan Spanish in these ways, people in Barcelona act to construct cultural messages
of self and other, expressing Catalan culture in Spanish language discourse.

Use of television entertainment talk shows was found to relate to all three categories of the criterion variables
either directly or via interacting with a third variable. Findings also suggest that a direct role of television talk
shows may be more manifested in psychological and affective domains, in those viewing entertainment talk shows
on television was directly related to young people’s attitudinal reactions, such as self-efficacy and trust; behavioural
impact of the talk shows, however, was subtler.

Furthermore, findings clearly suggested that televised entertainment talk shows are not a singular phenomenon.
In fact, use of daytime talk shows did not exhibit any negative relationship with the criterion variables, and all
negative relationships that were found for the composite index of television talk show use were attributable to late
night talk shows. The contribution of daytime talk shows in the context of the current findings was, rather, to help
viewers consider political leaders trustworthy and convincing in an electoral context.

These findings suggest that there may be unique political roles played by different outlets of non-political
television programming. Future research needs to explore this issue further by content-analyzing political discourse
in these programs, which may influence viewers' political attitudes as well as their participation. Findings in this
study are consistent with what content studies of late night talk shows have found (Niven et al., 2003; Young,
2004). These studies have reported that late night jokes are characterized by cynical and negative tones in
describing political leaders and events. These programs were often found unharmful among the general population
(Young, 2004), but the current findings suggest that young adults may be vulnerable with respect to the formation
of core political attitudes, such as self-efficacy and trust. Furthermore, exposure to late night jokes on politics could
interfere with mobilizing function of other news media, as the negative interaction between late night talk show
viewing and newspaper use demonstrated. What are not clear in this study, though, are long-term implications of
these negative relationships. It is yet to be known whether the negative impact is something that young adults could
overcome, as they grow further into adulthood. The significant role that late night talk shows played in the current
study suggests a strong possibility that there could be other types of media effects among viewers. Given their low
levels of political interest and sophistication, it is quite possible that their political cognition could be shaped by
their exposure to late night talk shows. Future research needs to test this possibility by investigating such areas as
political learning, agenda-setting, and priming affects of late night talk shows on the audience.

One of the interesting findings in this study is the significance of entertainment elites in young people's electoral
participation. As findings showed, the demobilizing potential of late night talk shows that depict politics in cynical
and negative tone seems to be materialized only among young viewers who rely on the shows as a resource for
political information and evaluate entertainment elites—the sources of such characterization of politics —
trustworthy and convincing. Celebrities and entertainers have not only been advocates for causes and charities, but
they have also attracted media attention on their political stances and even run for public office. While some have
identified a list of factors that contribute to the political success — broadly defined — of celebrities, such as strong
media and fundraising skills, being photogenic and recognizable, and being perceived as political outsiders (West,
2003), the general public are yet to admit their political persuasiveness (Gillespie, 2003). Findings of this study
strongly speak to the need for a careful understanding on the process by which entertainment elites may exert
political influence. For instance, research needs to attempt to identify precisely feature(s) that may make
entertainment elites politically persuasive, with the potential features including expertise, trustworthiness, and/or
attractiveness (Chaiken 1979; Pornpitakpan, 2004).

The current results suggest that they may have an impact in some areas, sometimes indirectly, and particularly
among young people.

CONCLUSION AND FURTHER SCIENTIFIC PERSPECTIVES

The research report says that in our ever more globalizing world, media have gained more power. Moreover, the
impact of media on political developments and decision making still has to be fully explored. The author draws on
that the influence of media on the production and reproduction of beliefs, opinions, stereotypes, prejudices, and
ideologies also has to be thoroughly investigated and compared throughout different countries worldwide.
Qualitative in-depth studies on audiences, reception, and perceptions of readers, viewers, or listeners are also
missing. The cultural influence of the Spanish media on other media (e.g., in Europe) has slowly started to be
perceived. This influence is apparent in the construction of new genres, new public spaces, new modes of
advertisement, and so on. The impact of transnational media as Talk show on identity construction has yet to be
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investigated. Access to media is another relevant factor. Who are the decision makers; who are the journalists,
producers, and investigators; and who is represented and how? And who watches, listens, and reads what? The
problem of media literacy and of the comprehensibility of media poses big questions for participation in democratic
societies. Clearly, a broad genre like the talk show enters into nearly every cultural habitus within Spanish society.
It appears that yet we need to study how it operates within people's lives much more specifically than through the
sweeping assessments or condemnations that typify the literature, both popular and scholarly, about the genre.
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Huébxo A. B. llonimuuni npozpamu couioKy1bmypHo20 RPUHAYEHHA: 6NJIUE MOK-ULOY HA 2/IA0AUBKY

ayoumopiro.

Y emammi oocrioscyromecs 0cHOBHI Xapakmepucmuku moK-uwoy ma 6UOKpeMIomMsb sl TiH280COYIOKYIbIMYPHI
03HaKU NOMuUYH020 ouckypcy 6 Icnamii. Ocobausa yeaza npudinsiemscs 6NaU8Y MOK-UWOY HA ICNAHOMOBHE
cepedosuuje, Wo Ha OYMKY UEHUX CILy2yE 0XHceperom azimayii Ha ayoumopiio, OCKiIbKU ye € 36ePHEHHAM 00
WUPOKUX HAPOOHUX Mac. Bapiamuenicmo 6 opeanizayii OuckypcusHoi ingpopmayii 3yMoemoemsbCsi Hamipamu

aopecanma, AKull NPOSPAMYE Peaxyilo 2a10aud, 6paxo8yodu ii XapaKxmepucmuk i GUKOPUCTNOBYIOHU CY2eCmilo

SAK 8naUB Ha niocgioomicms ayoumopii. OKpim moeo, pisHi 6uou ns10a4ie GiOPI3HAIOMbCA iIX CXUTbHICTNIO

diznamucs Oinbule nPo NOAIMUKY Yepe3 meniedadenHs.

Knrwouoegi cnosa: nocnyzu epomadcvkoi mpancaayii, NOLimuyHi npocpamu, moxk-uioy , 61au8 Ha ayoumopiro.

Huéxo A. B. Ilonumuueckue npozpammsl COUUOKYIbMYPHOZ0 HAZHAYEHUA: 6UAHUE MOK-UL0Y HA

3pUmMENbCKYIo ayoumopuio.

B cmamve uccnedyromces 0cHO8HblE XAPAKMePUCMUKY MOK-UWOY U 8bl0eIAIONCA TUHSB0COYUOKYIbINYPHbIE
NPUBHAKU NOIUMU4ecko2o ouckypca 8 Ucnanuu. Ocobennoe numanue yoeusiemcs 6IusHu moK-uoy Ha
UCNAHOAZBIYHYIO CPEY, YMO, NO MHEHUIO YYEHbIX, CILYICUM UCTOYHUKOM A2UMAayu Ha ayOUumopur, NOCKOIbKY
9mMo A6IAEemMcs 00paweHueM K WUpOKUM HapoOHbIM Maccam. Pasnoobpasue 6 opeanusayuu OuckypcusHot
ungopmayuu npedonpedensiemcs Hamepenuamu aopecanma, KOmopblil RPOSPAMMUPYEm PeaKyuio ayoumopuu,
VUUMBIBAs ee XapAKMePUCTUKY U UCNOAb3YA CYe2eCmul0 KaK 6lusiHue Ha noocosHanue ayoumopuu. Kpome
moeo, pasHvie GUObL 3pumeineti OMAULAIOMCS UX CKIOHHOCMbIO Y3HAMb O0bUE 0 NOTUmMuUKe Yepe3 meiesuoenue.

Knroueswie cnosa: ycuyeu oémecmeennoﬁ mpanciiayuu, nojaumudecKkue npocpammol, moxK-uoy, iuiHue Ha

ayoumopuio.



