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The advent of the Internet has increased access to information and impacted 

many aspects of life, including politics. The present study utilized Pew Internet & 

American Life survey data from the November 2008 presidential election time period to 

investigate the degree to which political blog reading predicted online political 

discussion, online political participation, whether or not a person voted, and voting 

choice, over and above the predication that could be explained by demographic 

measures of age, education level, gender, income, marital status, race/ethnicity, and 

region. Ordinary least squares hierarchical regression revealed that political blog 

reading was positively and statistically significantly related to online political discussion 

and online political participation. Hierarchical logistic regression analysis indicated that 

the odds of a political blog reader voting were 1.98 the odds of a nonreader voting, but 

vote choice was not predicted by reading political blogs. These results are interpreted 

within the uses and gratifications framework and the understanding that blogs add an 

interpersonal communication aspect to a mass medium. As more people use blogs and 

the nature of the blog-reading audience shifts, continuing to track and describe the blog 

audience with valid measures will be important for researchers and practitioners alike. 

Subsequent potential effects of political blog reading on engagement, discussion, and 

participation will be important to understand as these effects could impact the political 

landscape of this country and, therefore, the world. 
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CHAPTER 1 

INTRODUCTION 

 The Internet is increasing access to information and the ability to share 

information with others. This change is impacting many aspects of life, including the 

political sphere. People can still obtain political information from traditional media 

sources, such as print newspaper and television, but now they can also go online for 

this information. The Internet makes it possible to access websites of newspapers; 

websites of TV news stations; websites of other news organizations; portal news 

services; websites of local, state and federal government; social networking websites, 

and weblogs (blogs) that cover news, politics, or media. Many of these websites also 

offer various methods to share and comment on the information provided. 

In fact, although television was still the leading source of news in the United 

States, one-third of adults got most of their news for the 2008 presidential election from 

the Internet (Pew Research Center for the People & the Press, 2008). With ever 

increasing numbers of people turning to the Internet for their political news source, 

scholars are beginning to investigate the relationship between the Internet and online 

and offline behaviors (Cassell, Jackson, & Cheuvront, 1998; Cho & Khang, 2006; Cho 

et al., 2003; Eveland & Dylko, 2006; Katz & Rice, 2002; Ogan, Ozakca, & Groshek, 

2008). In fact, Messner and Garrison (2008) stated “the study of the effects of Internet 

communication should be the main priority of the current research agenda” (p. 401) 

within the overall communication field, and they indicated more Internet research needs 

to be empirical.  

As early as 1996, research results were providing evidence that the Internet 
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would have an impact on political participation (Groper, 1996). Just a few years later, a 

new online community of citizens was identified as defining the 2004 presidential 

campaign and possibly permanently changing American politics (Institute for        

Politics, 2004). These online political citizens were more likely to visit a blog, discussion 

group, or chat room than members of the general public. A few years later, the Nielson 

Company, a leader in world marketing and media information, found additional evidence 

of the growing role of the Internet in the lives of Americans: two-thirds of the United 

State’s Internet users visited a blogging or social network site (2009). Spending time on 

these sites, referred to by Nielsen as “Member Communities” (p. 1), was then the fourth 

most popular Internet activity and accounted for almost 10% of all time spent on the 

Internet. Nielsen stated that “the amount of time people are spending on these sites . . . 

has ramifications for how people behave, share and interact within their normal daily 

lives” (p. 1). This Internet communication is “very much a work in progress” (Smith, 

Schlozman, Verba, & Brady, 2009, p. 49). Smith et al. asked, “will these new forms of 

communication, which often involve large numbers of people on the Internet, have the 

effect of mobilizing the people to undertake the kinds of activities, whether offline, or on, 

that have the intent or effect of influencing government action” (p. 49) either directly or 

indirectly? In other words, will the impact of online communication permanently change 

American politics, the possibility suggested by the Institute for Politics, or will it prove to 

be a passing fad? This arena of communication is rich for further study, such as: Who  

visits political blogs? Is there a relationship between visiting political blogs and online 

and offline political behaviors?  

Dahlgren (2005) noted that learning more about the Internet and its role in 
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political communication had become a staple of research agendas for the foreseeable 

future. He recommended investigating how the Internet was used in conjunction with 

offline activities (2000). Specifically, he suggested that it would be useful to determine 

the “value added” (p. 340) that the Internet brought to civic culture. Jeffres (2007) also 

suggested utility in understanding how online communication technologies impacted 

civic actions and social movements. Ogan et al. (2008) asserted that “those who 

exercise the democratic utility of the Internet” (p. 170) were understudied, and other 

scholars had also agreed that investigation of newer media (including online 

communication and, more specifically, blogs) in a political context was incomplete   

(Graf, 2006; Tewksbury, 2006).  However, few studies have systematically, empirically, 

and specifically explored the relationship between blogs and political engagement     

(Eveland & Dylko, 2006). This gap in the research was worthy of attention (Baum and       

Groeling, 2008).  

 

Purpose of the Present Study 

The current analysis attempted to address the gap in research by examining the 

relationship between reading blogs and political activity. In particular, the current study 

investigated the degree to which blog use during the time of the November 2008 

presidential election predicted online political discussion, online political participation, 

whether or not a person voted, and voting choice, over and above the predication that 

could be explained by demographic measures of age, education level, gender, income, 

marital status, race/ethnicity, and region. Demographic measures were included to 
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remove bias in estimating the effect of blog consumption and to provide additional 

explicatory information. The specific research questions were: 

1. What is the strength and direction of the relationship between reading political 

blogs and online political discussion, after controlling for demographic measures? 

What is the contribution of the demographic measures?  

2. What is the strength and direction of the relationship between reading political 

blogs and online political participation, after controlling for demographic 

measures? What is the contribution of the demographic measures?  

3. To what extent does reading political blogs predict whether or not a person votes, 

after controlling for demographic measures? What demographic measures 

contribute to the prediction of whether or not a person votes? 

4. To what extent does reading political blogs predict vote choice, after controlling 

for demographic measures? What demographic measures contribute to the 

prediction of vote choice? 
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CHAPTER 2 

REVIEW OF THE LITERATURE 

Uses and Gratifications Theory 

The choice of online news sources for the purpose of gaining political information 

can be understood through the uses and gratifications theory, which states that media 

consumers actively choose which media they access and how the media will affect 

them (Katz, Blumler, & Gurevitch, 1973). Users access news sources with a goal in 

mind, and the sources they choose are the ones they believe will best help them fill that 

need. Before the uses and gratifications theory was developed, the functionalist 

approach was prevalent, which asked, “What do media do to people?” Katz (1959) 

proposed asking instead, “What do people do with media?” arguing that “people bend 

the media to their needs more readily than the media overpower them” (Katz, Haas, & 

Gurevitch, 1973, pp. 164-165). 

Katz et al. (1973) suggested that uses and gratifications theory is “ultimately, an 

effort to understand ‘effects’” (p. 164). Effects following media consumption can be 

categorized into uses such as “readiness to reflect on media materials, to talk about 

them with others, or they absorb them into other activities (e.g., in voting choices . . . 

and so on)” (Blumler, 1979, p. 14). Indeed, in 1979, Swanson predicted that given the 

shared interests of mass communication and political communication researchers, uses 

and gratification studies could be expected to “constitute an increasingly large portion of 

political communication research in the next few years” (p. 37).  Twenty-seven years 

later, uses and gratifications theory was found to be mentioned or applied more often 

than any other theoretical framework, as determined by a content analysis of published 
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Internet-related papers in major communications, marketing, and advertizing journals 

(Cho & Khang, 2006). Because many scholars have employed the uses and 

gratifications approach when investigating Internet use (Bucy, Gantz, & Wang, 2007), 

and because this approach focuses on understanding the effects of media consumption, 

the uses and gratifications theory is a good fit for the current study of exploring the 

relationship between political blog consumption and subsequent online political 

discussion, participation, and voting behaviors. 

 

Mass Communication and Political Behavior 

Early research investigating the impact of mass media on political behavior found 

that personal influence and influence of other people had a greater role in election 

decisions compared to mass media (Berelson, Lazarsfeld, & McPhee, 1954; Lazarsfeld, 

Barelson, & Gaudent, 1948). Others have come to similar conclusions: while mass 

media reaches and informs large audiences, interpersonal communication appeared to 

be more successful with influencing attitudes and behavior (Backer, Rogers, &        

Sopory, 1992; Rogers & Storey, 1987). In other words, interpersonal communication 

has a bearing on the ultimate effects of mass communication.  

Two-way interaction of talk shows has provided a venue for the combination of 

mass communication and interpersonal communication, giving the audience a chance 

to participate interpersonally by “talk[ing] back” (Davis, 1997, p. 324). In 1992, radio and 

television political talk shows became a “new force” (p. 323) in American politics. 

Broadcast political talk has been acknowledged as “a potent force in shaping public 

opinion and mobilizing political participants” (p. 324). Research involving talk shows has 
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been within the uses and gratification theory (Pan & Kosicki, 1997) and has shown talk 

show participation to be positively associated with political mobilization (Hollander, 

1997), such as contacting elected officials, attending meetings, contributing to a cause, 

and responding to media (Hollander, 1997; Pan & Kosicki, 1997).  

Talk show hosts have further developed a bond with their audience by taking 

their message to the Internet. The Internet provides a “hybrid channel that combines the 

positive attributes of interpersonal and mass communication” (Cassell, Jackson, & 

Cheuvront, 1998). Online communication has evolved from its beginning model of 

passive and non-interactive information delivery into an environment of user control, 

content richness, increased immediacy (Bucy, 2004), and interactivity (Lasica, 2003). 

The Internet provides audiences control across multiple choices: What information do 

they want to consume? When do they want to consume it? How involved do they want 

to be? Audience members now have increased occasions for interactivity and for 

helping to shape the discussion concerning topics that are important to them. 

 

Blogs 

One online platform that provides opportunity for interactivity and audience 

impact is the blog. Blogs are characterized by a number of primary attributes, listed in 

Table 1. Simply stated, a blog is a public sphere through which people can share 

information over the Internet. The most recently posted information appears at the top of 

the blog so readers can see what is new. Readers can comment on blog posts and 

share them with others. Blogs “have reshaped the web, impacted politics, shaken up 

journalism, and enabled millions of people to have a voice and connect with others” 
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(Blogger.com, 2010, ¶ 4). Blogs allow news consumers to “participate, debate, and 

decide public issues by force of rational argument” (Ward & Cahill, 2007, p. 3). The 

participatory and autonomous nature of blogs have made them a “central part of the 

new media landscape” (Kraushaar, 2009, p. 437) and have catapulted political blogs 

into a force that has reshaped political news (Pirch, 2009; Ward and Cahill, 2007). As a 

result, many consider blogs to represent a “fifth estate” (Johnson, 2006, ¶ 30). Clearly 

this new medium has a place in society and in the political sphere. Consequently, 

researchers are attempting to better understand the connection between blog use and 

online and offline behaviors. 

Table 1 
 
Primary Blog Attributes 
 

Attribute Applied through 

Format Reverse chronological journaling  

Timeliness Regular, date-stamped entries  

Attribution 
Links to related news articles, documents, blog entries within 
each entry  

Accessible content Archived entries  

Blogrolling Links to related blogs  

Ease of syndication RSS or XML feed  

Voice Passion 

Note: From “How can we measure the influence of the blogosphere?” by K. Gill, 2004, paper presented at 
the WWW 2004, p. 1. 
 

Previous studies have attempted to determine the relationship between the use 

of blogs and political interest, knowledge and participation among Internet users (De 

Zuniga, Puig-I-Abril, & Rojas, 2009; Eveland & Dylko, 2006; Graf, 2006). Graf (2006) 

found that many daily readers of blogs have taken political action because of the 
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suggestion of a political blog. These actions included signing an online petition (63%), 

emailing a public official (57%), and making a political contribution (31%). Daily readers 

were more likely than non-daily readers to have attended a political rally or speech, 

membership in a group that attempts to influence public policy, contacted a politician, 

and contacted the media. Graf also found more daily readers categorized themselves 

as a Democrat (47%) and liberal (55%) than as a Republican (31%) or conservative 

(38%). 

 Eveland and Dylko’s (2006) analysis of a web user survey and a Pew Internet & 

American Life telephone survey indicated a positive relationship between blog reading 

and political discussion and participation during the timeframe of the 2004 presidential 

election.  Examination of the web survey responses revealed that blog readers   

reported 60% more political participation behaviors than nonreaders while telephone 

survey responses indicated a smaller difference (35%). The web survey blog readers 

engaged in political discussion 26% more times per week than nonreaders and in online 

political discussion 218% more often than nonreaders. Telephone survey responses 

indicated blog readers engaged in online political discussion 156% more often than 

nonreaders. Logistic regression results also revealed that blog readers from the web 

survey were more likely to participate in online discussion than nonreaders by a factor    

of 1.9, and blog readers from the telephone survey were more likely to participate in 

online discussion than nonreaders by a factor of 9.7. However, one of the three online 

discussion activities counted in the web survey was that of simply reading an Internet 

discussion of politics, thereby including the act of reading as part of the discussion 

measure. Similarly, one of the three online activities included in the discussion measure 
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for the telephone survey was the act of sending or receiving political emails; in other 

words, simply receiving a political email was counted as a discussion activity.  

Other researchers (De Zuniga et al., 2009) investigated the degree to which 

online access to media and blog use in November 2004 could predict online political 

discussion, campaigning, and participation while statistically controlling for 

demographics, years of Internet use, place of Internet interaction, and offline access to 

media. Results suggested that blog use was as important a predictor of online political 

engagement as traditional online information sources (see Table 2).  

Table 2 
 
Blog Use and Online Information Sources as Predictors of Online Political Engagement 
 

Block 4: online behaviors 
Online 

discussion 
Online 

campaigning 
Online 

participation 

Traditional media source .097* .149** .149** 

Blogs .227** .197** .141** 

Incremental R2 (%) 6.3%** 6.2%** 4.2%** 

Note: Cell entries are standardized regression coefficients. Excerpted from Table 1 in “Weblogs, 
traditional sources online and political participation: an assessment of how the internet is changing the 
political environment.” by H. De Zúñiga, Eulàlia Puig-I-Abril & Hernando Rojas, 2009, New Media & 
Society, 11, 563.  *p < .05. **p < .001. 
 
 Each of the three previous studies included analysis of demographics. The 

common practice of including demographics when doing this type of research allows for 

a more complete understanding of the relationships between blog consumption and 

subsequent behaviors as well as additional insight into the audience itself. 

 

Demographics 

Demographic variables have been traditionally examined as mass media use 
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predictors (Yang & Patwardhan, 2004) and voting predictors (Miller & Shanks, 1996; 

Wolfinger & Rosenstone, 1980). Sometimes these variables are used to simply remove 

biases in effect estimates of other predictors, and other times the demographic 

variables are also viewed as providing additional explanatory value (Miller & Shanks, 

1996). Because media use is driven by audience preferences, it is no surprise that most 

serious media effects studies have also been studies that focus on the audience 

(McQuail, 2010). In the political arena, Miller and Shanks (1996) state that effects of 

social and economic characteristics on voting choices have also been proven relevant 

and should be part of the first step of any vote choice explanation.  Therefore, the 

current analysis included demographic variables for two purposes: the primary purpose 

of removing bias in estimating the effect of blog consumption and the secondary 

purpose of providing additional explicatory information. 

 

Demographics and Voting 

Much information about demographics and voting is available because of the 

efforts of the American National Election Studies (ANES), which conducts pre- and 

post-election studies to inform explanations of election outcomes. The ANES was 

formally established as a national research resource by the National Science 

Foundation in 1977 to support the continuation and expansion of studies of the Survey 

Research Center and the Center for Political Studies of the Institute for Social Research 

at the University of Michigan. This data has provided the basis for books, journal 

articles, and monographs across several disciplines (American National Election 

Studies, n.d.). The following summary relies heavily upon the work of the ANES and 
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secondary analysis of this data, which includes presidential elections from 1948 through 

2004. 

 

Age 

Age has been a leading demographic predictor of voter turnout. The rate of voter 

turnout appears to increase with age, first quickly until the age of 35 or 45 years, then 

more slowly until the last decade of life, when the rate declines (Miller and           

Shanks, 1996). When analyzed in 15-year categories, overall, as people age, the 

percentage that vote Democratic increases. The one exception is people born between 

1895 and 1910; the overall trend for this group of people was to vote slightly more 

Republican as they aged (American National Election Studies, 2005). 

 

Education 

The more formal education citizens have, the more likely they are to vote (Miller 

and Shanks, 1996). Generally, those who have attended at least some college vote 

Democratic at a lower rate than those who have not attended college (American 

National Election Studies, 2005). 

 

Gender 

Until recently, males have voted at higher rates than females. The gap of ten 

percentage points or more began to close in the 1960s but did not close completely until 

the 1984 election. Then a small gap resurfaced in 1988 and was present until 2004, 

when females turned out to vote at a higher rate than males. Until 1964, women voted 
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Democratic at a lower rate than men, but from 1964 through 2004, women have voted 

Democratic at a higher rate than men (American National Election Studies, 2005). 

 

Income 

Consistently, those whose income is in lower percentiles have voted less often 

and more Democratic and those whose income is in higher percentiles have voted more 

often and less Democratic (American National Election Studies, 2005). 

Marital status. By 1980, those who were married were distinctive in their turnout rates 

and vote choices. Married citizens were more likely to vote and less likely to vote 

Democratic (Miller and Shanks, 1996). 

 

Race/Ethnicity 

Consistently, Black citizens have voted less often than non-Blacks, although their 

voting rates have increased over the years. Black citizens are much more likely to vote 

Democratic than non-Black citizens (American National Election      Studies, 2005). 

Region. Consistently, Southerners have voted less often than non-Southerners, 

although their voting rates have increased overall. Southerners’ rates of voting 

Democratic compared to non-Southerners have varied over the years (American 

National Election Studies, 2005). 

 

Demographics and Mass Media 

Several studies have been conducted on politics and talk shows, the Internet, 

and blogs. Zerbinos’s (1993) study of whether or not talk radio exposure was related to 
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political action included gathering information about education level, age, marital status, 

income range, and gender. Men were slightly more likely than women to listen to talk 

radio (49% compared to 40%) and the youngest participants, age 18-29, were less likely 

to listen than all other age groups (38% compared to about 50%). The talk radio 

audience was slightly more likely than non-audience members to talk with others about 

news topics (about 86% compared to  about 76%), to be members of a community 

association (20% compared to 17%), and to have voted (73% compared to 71% for the 

president and 64% compared to 60% for congress).  

Katz and Rice (2002) examined how much political activity could be explained by 

Internet usage and demographic variables, including income, education, sex, age, race, 

and marital status. Using logistic regression, they were surprised to find that being 

married was the only statistically significant predictor of whether or not a person voted in 

the 1996 election, and even this predictor was weak (model Nagelkerke R2 was .02). 

Offline political activity (a measure of sending or receiving email to or from a 

government official, candidate, or political campaign committee; visiting campaign 

related websites; reading election news online; and reading discussion list or bulletin 

board postings about the campaign or election) was only statistically significantly 

associated with being married and better educated, but the model Nagelkerke R2 was 

not more than .01.  

Research by the Institute for Politics, Democracy & the Internet (2004) found that 

Internet users (about 63% of American adults) were more likely to be younger (41% 

between 18 and 34 years of age compared to 24% of the general public), non-minority 

(White), employed, and have higher income and education. Citizens who were Internet 
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oriented and politically engaged were more likely to have a college degree (59% 

compared to 37% of all Internet users and 26% of the general public), have higher 

incomes (64% earned more than $50,000 a year compared to 44% of all Internet users 

and 32% of all Americans), and were more likely to be single (34% compared to 24% of 

all Internet users and 28% of the general public), White (86% compared to 82% of all 

Internet users and 81% of the general public), and male (62% compared to 50% of all 

Internet users and 49% of the general public). Similar relationships were identified in 

nationally representative surveys, which revealed that online political users tended to be 

more highly educated, have a higher income and be younger than the population as a 

whole (Smith, 2009; Smith et al., 2009).                                                                                                   

 Ogan, Ozakca, and Groshek’s (2008) study of online and offline behavior of 

college students included gender, age, and political affiliation in their analysis. They 

found that males were more likely to discuss politics online and seek news and 

information online. Age was significantly correlated with online and offline activity, and 

those who identified their political affiliation as Democrat or other liberal view were more 

likely to discuss politics online or offline. When demographic variables were considered 

together, they did not predict use of online news and information.  

When looking at a specific group of online political users, the political blog 

audience, Graf (2006) investigated gender, income, age, political spectrum, and 

religion. He found that daily readers were disproportionately men (75% compared to 

60% for all others), not older or younger than other Internet users (median age was 49 

years), claimed greater household income than other Internet users (42% earned 

$100,000 or more compared to 37% for all others) and were more likely to have a 
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college degree (75% compared to 69% for all others). Daily readers were more heavily 

involved in politics than others. For example, 77% of daily readers had contacted a 

politician compared to 61% of all others; 48% had called a radio station or written a 

letter to the editor compared to 31%; 40% had attended a political rally or speech 

compared to 22%; and 44% had claimed membership in a group that attempts to 

influence public policy compared to 28%.  Many had forwarded political news stories 

(84%), political email (75%), and links to blogs (70%).  Daily readers also responded to 

specific suggestions of political bloggers by signing an online petition (63%), sending 

email to a public official (57%), or making some type of political contribution (31%). 

 Ranie (2005) found blog readers more likely to be well educated, young, and 

male. However, others concluded no demographic difference between Internet users 

who read political blogs and those who do not (De Zuniga, et al., 2009) or inconsistent 

evidence of differences (Eveland and Dylko, 2006). Eveland and Dylko analyzed two 

sets of data; one from a survey of commercial online panel participants who were 

solicited via email to take a survey on the web and the other from a nationally 

representative telephone survey.  The web survey found a statistically significant 

difference in blog readers compared to non-readers based on education level (blog 

readers had more formal education than non-readers) but the phone survey found no 

statistically significant difference. On the other hand, the phone survey results indicated 

a statistically significant difference between blog readers and non-readers based on 

gender (blog readers were more likely to be male), but the difference found in the phone 

survey was not statistically significant. Eveland and Dylko suggested important research 



 

 17

goals include investigating the extent to which blog reading, online news use, and online 

political discussion influence political participation, either directly or indirectly.  

 The present study addresses goals related to those suggested by Eveland and 

Dylko and suggested by others by exploring the degree to which political blog reading 

during the time of the November 2008 presidential election was related to online political 

discussion, online political participation, whether or not a person votes, and voting 

choice, over and above the predication that could be explained by age, education level, 

gender, income, marital status, race/ethnicity, and region. 
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CHAPTER 3 

METHODOLOGY 

Data Collection and Sampling 

Data were collected by the Pew Internet & American Life Project, one of the 

seven projects that make up the Pew Research Center. The present research utilized 

data from the November 2008 Post-Election Tracking Survey (Pew Internet & American 

Life Project, 2008b). The Pew Research Center is a “nonpartisan, nonprofit ‘fact tank’ 

that provides information on the issues, attitudes and trends shaping America and the 

world” (Pew Internet & American Life Project, 2009a). The Project began in 1999 to 

address the lack of reliable data about the Internet and has since provided information 

about politics, news, education, e-health, communities, families and more (Pew    

Internet & American Life Project, 2009b).  

 

Sampling Frame 

The Pew Internet & American Life Project (2008a) reported that the November 

2008 Post-Election Tracking Survey was composed of telephone interviews conducted 

with a nationally representative sample of 2,254 adults living in continental United 

States telephone households. The sampling method consisted of random generation of 

the last two digits of telephone numbers, ensuring that both listed and unlisted numbers 

were represented. The numbers were selected based on bank number, telephone 

exchange, and area code. A bank is 100 adjacent telephone numbers (e.g., 800-555-

1200 to 800-555-1299). Telephone exchanges were selected in a manner to be 

proportionally stratified by county and by telephone exchange within the county. In other 
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words, the number of randomly sampled telephone numbers from within a given county 

was proportional to the share of telephone numbers of that county to those in the United 

States (Pew Research Center for the People and the Press, 2010; Pew Internet & 

American Life Project, 2008a; J. Best, personal communication, May 17, 2010).  

The present analysis included responses from the 1,591 Internet users in this 

sample. Survey Sampling International, LLC, a company which has offered telephone 

sampling since 1977 (Survey Sampling International, 2009), provided the telephone 

sample, and Princeton Data Source, LLC, a company which conducts over 100,000 

telephone interviews per year (Princeton Survey Research Associates International, 

2009), conducted the interviews. The telephone interviews were conducted in English 

from November 20 to December 4, 2008. Up to 10 attempts were made to contact each 

of the telephone numbers sampled. These attempts were spread out over various days 

of the week and times of day to maximize the chance of contacting potential 

respondents. The final response rate was 23%. 

To adjust for nonresponse patterns that could bias results, the sample was 

weighted to match U.S. Census defined national parameters for gender, education, age, 

race, Hispanic origin, and region. The weighting variable that is part of the dataset was 

rescaled to represent the actual sample size using the following formula: stdweight = 

weight * (unweighted n / weighted n). The margin of sampling error for the complete 

sample is  2.4%, and the margin of sampling error for the 1,591 Internet users              

is  2.9%.  



 

  20

Measures 

Based on the literature review, variables in Tables 3 and 4 were included in the 

analysis. Complete survey items for the criterion variables are listed in Appendix A. The 

criterion variables, online political discussion and online political participation, were 

created through aggregate scoring of the indicated indices. Possible online political 

discussion scores range from 0 to 8 and possible online political participation scores 

range from 0 to 4. 

Table 3 
 
Criterion Variables 
 

Variable Survey item Coding 

Use Instant Messaging 1 = yes, 0 = no 

Use Twitter 1 = yes, 0 = no 

Share photos, videos or audio files 1 = yes, 0 = no 

Forward political commentary 1 = yes, 0 = no 

Forward political audio or video recordings 1 = yes, 0 = no 

Posted campaign comments, queries or information in an 
online discussion, a listserv, or other online group forum 

1 = yes, 0 = no 

Posted campaign comments, queries or information on a 
social networking site such as Facebook, MySpace, or 
LinkedIn 

1 = yes, 0 = no 

Online 
political 
discussion 
(additive 
index) 

Posted campaign comments, queries or information on a 
website 

1 = yes, 0 = no 

Contribute money online to a candidate 1 = yes, 0 = no 

Sign up online for any volunteer activities related to the 
campaign 

1 = yes, 0 = no 

Started or joined a political group, or group supporting a 
cause on a social networking site 

1 = yes, 0 = no 

Online 
political 
participation 
(additive 
index) 

Signed up as a “friend” of any candidates on a social 
networking site 

1 = yes, 0 = no 

Vote Vote 1 = yes, 0 = no 

Vote choice Vote Democratic or Republican (presidential race) 
1 = Republican,  
2 = Democratic  
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Table 4 

Predictor Variables 

Block Variable Coding 

Age years 

1 = none, or Grades 1-8 

2 = high school incomplete (Grades 9-11) 

3 = high school graduate (Grade 12 or GED certificate) 

4 = technical, trade or vocational school AFTER high school 

5 = some college, no 4-year degree (includes associate degree) 

6 = college graduate (B.S., B.A., or other 4-year degree) 

Education level 

7 = post-graduate training/professional school after college (toward 
a Masters/Ph.D., law or medical school) 

1 = male 
Gender 

2 = female 

1 = less than $10,000 

2 = $10,000 to under $20,000 

3 = $20,000 to under $30,000 

4 = $30,000 to under $40,000 

5 = $40,000 to under $50,000 

6 = $50,000 to under $75,000 

7 = $75,000 to under $100,000 

8 = $100,000 to under $150,000 

Income 

9 = $150,000 or more 

1 = not married 
Marital status 

0 = married 

1 = White, not Hispanic 

2 = Black, not Hispanic 

3 = Hispanic 
Race/ethnicity 

4 = other 

1 = Northeast 

2 = Midwest 

3 = West 

1 

Census region 

4 = South 

1 = yes 
2 

Online 
information 
seeking from 
blog reading 0 = no 
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Score Reliability 

Table 5 lists score reliability estimates, their confidence limits and the number of 

items in the online political discussion and online political participation scales. The 

reliability estimate for the online political discussion scale (α = .78) was well within what 

is considered acceptable for early stages of research (α = .70; Henson, 2001; Nunnally 

& Bernstein, 1994). However, the online political participation scale reliability estimate (α 

= .58) fell short of this recommendation. This could be due to the smaller number of 

scale items or to the possibility that more than one construct was represented in this 

scale. In either case, the lower reliability estimate could lower the effect size and 

therefore decrease the possibility of statistical significance being found (Henson, 2001). 

Table 5 
 
Coefficient Alpha, Confidence Intervals (95%), and Descriptives 
 

Scale α M SD n 
CI 

Lower 
CI 

Upper 

Online political discussion .775 1.05 1.64 8 .758 .791 

Online political participation .579 0.25 0.64 4 .544 .612 

 

 

Missing Data 

Predictor Variables 

Table 6 lists missing data (responses of “don’t know” or “refused”) for the 

demographic measures. These missing data were estimated using multiple imputation, 

a procedure recommended in the methodological literature (Peugh & Enders, 2004). 

Multiple imputation is “a device for representing missing-data uncertainty” (Schafer, 
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1999, p. 3) while allowing other observed data to remain in the analysis. The present 

analysis utilized the multiple imputation procedure available in IBM PASW Missing 

Values, release version 18.0. Subsequent analysis was conducted on the imputed data 

using PASW Statistics 18, release version 18.0. When pooled results were not provided 

in PASW output, they were calculated manually; Appendix B provides details on these 

calculations.  

Table 6 

Missing Data – Predictor Variables 

Variable n Percent 

Age 21 1.3 

Education level 17 1.1 

Income 228 14.3 

Marital status 12 0.8 

Race/ethnicity  31 1.9 

  
 
 
 

Criterion Variables 

Answers of “don’t know” to online political discussion, participation, and blog 

questions were recoded to not taking part in these activities. The rationale was that if a 

person was not sure if they had taken part in a particular activity, it was probably more 

likely that they had not done so than they had. Twelve respondents fell into this 

category with online political discussion and participation items, and ten respondents fell 

into this category for the blog item. Respondents who did not vote in the presidential 

race (n = 2) or who did not vote for one of the two major candidates (n = 23) were not 
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included in the analysis of vote choice.  Cases with missing data for criterion variables 

(listed in Table 7) were included in the multiple imputation procedure to estimate values 

for the missing predictor variables but were not included in analysis models when the 

data was missing for the criteria variable of that model because they “add[ed] nothing 

but noise to the estimates” (Von Hippel, 2007, p. 85).   

Table 7 

Missing Data – Criterion Variables 

Variable N Percent 

Online political discussion  1 0.1a 

Online political participation 1 0.1a 

Voted 1 0.1a 

Presidential vote choice  154 11.4a 

aPercent of participants who voted. 
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CHAPTER 4 

RESULTS 

Demographics 

First, differences between those who read political blogs and those who did not 

read political blogs were examined. Twenty percent of the Internet users (n = 313) 

reported reading political blogs. Table 8 presents pooled mean and percentage 

differences of demographic and political behavior variables between blog readers and 

nonreaders. Chi-square and t-tests tests were utilized to determine which of these 

differences were statistically significant ( = .05 for all tests of statistical significance). 

Blog readers were more likely to be younger, more educated, and male with higher 

incomes than those who did not read blogs. Readers were just as likely to be married as 

nonreaders, and the likelihood of reading a blog did not appear to be affected by region 

or race, with the exception of people with Hispanic origin, who were less likely to read 

blogs. Blog readers discussed and participated politically online more often than 

nonreaders, and they were more likely to vote, but their voting choice was not 

statistically significantly different from nonreaders. 

 

Research Question 1. What is the strength and direction of the relationship between 
reading political blogs and online political discussion, after controlling for demographic 
measures? What is the contribution of the demographic measures? 
  

Ordinary least square (OLS) hierarchical regression was employed to determine 

if political blog use contributed a unique proportion of variance to online political 

discussion. Analysis began with evaluation of assumptions. OLS regression 

assumptions include assessment of normality, linearity, and homoscedasticity (Odom & 
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Henson, 2002; see also Pedhazur, 1997). Normality was determined by inspecting the 

skewness, kurtosis, mean, median, mode, and histograms of the continuous predictor 

variables and of the error scores.  

Table 8 

Differences Between Political Blog Readers and Nonreaders on Demographic and 
Political Behavior Variables (Means and Percentages) 
 

Variable 
Blog 

readers 
Non-

readers 
Cohen’s d 

Age  38.9** 43.3** 0.28 

Education level  5.3** 4.5** 0.47 

Gender (male)  55.6%* 49.1%*  

Income  6.0** 5.4** 0.28 

Marital status (married)  56.0% 60.0%  

White 74.8% 72.3%  

Black 9.2% 8.8%  

Hispanic 8.3%* 13.0%*  
Race/ethnicity 

Other 7.8% 5.8%  

Northeast 19.8% 17.8%  

Midwest 25.2% 24.3%  

West 21.1% 22.7%  
Region 

South 33.9% 35.3%  

Discussion  2.5** 0.7** 1.21 

Participation  0.6** 0.2** 0.78 

Voted (yes)  90.4%** 83.4%**  

Presidential vote choice 
(Democratic) 

 60.3% 54.7%  

*p < .05. **p < .01. 

Examination of error score kurtosis and shape of the histogram revealed nonnormal 

kurtosis. However, because the sample size was large, the sample statistics were 

expected to be robust even with this deviation from normality (Odom & Henson, 2002). 
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Furthermore, Waternaux’s (1976) simulation study found that the impact of nonnormal 

kurtosis diminished as sample size increases; samples of 100 or more cases no longer 

showed the variance underestimates associated with positive kurtosis (the type found in 

the present study). 

Model linearity was assessed using plots between standardized predicted values 

and standardized residuals, revealing no obvious divergences. Homoscedasticity was 

evaluated using scatterplots between standardized predicted values and standardized 

residuals. A scatterplot indicates homoscedasticity when the band that encloses the 

residuals is about the same width for all values of the predicted criterion variable 

(Tabachnick & Fidell, 2007). The model’s scatterplot suggested general 

homoscedasticity. 

Next, hierarchical OLS regression analysis was performed between online 

political discussion as the criterion variable and gender, age, education level, income, 

race/ethnicity (dummy coded to Black, Hispanic, and other), marital status, and region 

(dummy coded to Northeast, Midwest, and West) as predictor variables in the first block 

and blog reading as a predictor variable in the second block. Table 9 displays effect size 

measures (R2) and their confidence limits (CI), change in R2, and adjusted R2 for the full 

model, and Table 10 displays pooled unstandardized regression coefficients (B) and 

their confidence limits (CI), standardized regression coefficients (β), structure 

coefficients (rs), and squared structure coefficients (rs
2). R2 was statistically significant 

for both blocks and the full model. The final Ezekiel adjusted R2 value indicates that just 

over one fifth of the variability in online political discussion was predicted by 

demographic measures and blog reading. The changes in R2 for each of the blocks 
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suggest that blog reading explained over twice as much predicted online political 

discussion than do demographics taken together as a whole.  

Table 9 

Online Political Discussion Model from Hierarchical Ordinary Least Squares Regression 

 95% CI for R2 
Block R 

R2 Lower Upper 
∆R2 

Adj. 
R2 

F Sig. 

Demographics 0.26 0.07 0.04 0.09 0.07  10.27 <.001

Blog reading  0.15 0.12 0.18 0.15  280.64 <.001

Full model 0.46 0.22 0.18 0.25  0.21 36.42 <.001

 

Table 10 

Predictors of Online Political Discussion from Ordinary Least Squares Regression 

95% CI for B 
Predictor B 

Lower Upper 
SE t 

Sig. 
(B) 

β rs rs
2 Sig. (r) 

Gender .05 -.10 .20 .08 .69 .489 0.02 .00 .00 1.000 

Age -.01 -.02 -.01 .00 -4.79 <.001 -0.11 -.36 .13 <.001 

Education .07 .02 .12 .03 2.70 .007 0.07 .28 .08 <.001 

Income .04 -.01 .08 .02 1.71 .090 0.05 .13 .02 <.001 

Black -.09 -.36 .17 .14 -.69 .492 -0.02 -.07 .01 .010 

Hispanic -.04 -.27 .20 .12 -.31 .759 -0.01 .01 .00 .679 

Other .13 -.18 .44 .16 .81 .419 0.02 -.03 .00 .343 

Marital stat. .31 .15 .48 .09 3.67 <.001 0.09 .24 .06 <.001 

Northeast .22 .01 .43 .11 2.08 .038 0.05 .06 .00 .012 

Midwest .03 -.17 .22 .10 .25 .800 0.01 -.01 .00 .803 

West -.03 -.23 .17 .10 -.26 .795 -0.01 -.05 .00 .072 

Blog 
reading  

1.66 1.47 1.84 .10 17.42 <.001 0.40 .93 .86 <.001 

  

When the predictors were examined individually, blog reading appeared strongly linked 

to online political discussion since it independently explained about 86% of predicted 
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online political discussion and contributed to the regression equation almost four times 

as much as the next most salient predictor. Structure coefficients indicated a statistically 

significant relationship between online political discussion and blog reading, age, 

education level, income, race (Black), marital status, and region (Northeast). However, 

only blog reading, age, education, marital status, and region (Northeast) resulted in a 

statistically significant β. Examination of the strength of the relationship (rs
2) and the 

magnitude and direction of the βs for these predictors suggest that online political 

discussion occurred much more frequently with blog readers and slightly more 

frequently with younger, more educated people who were not married.  

 

Research Question 2. What is the strength and direction of the relationship between 
reading political blogs and online political participation, after controlling for demographic 
measures? What is the contribution of the demographic measures?  
 

Ordinary least square (OLS) hierarchical regression was employed to determine 

if political blog use contributed a unique proportion of variance to online political 

participation. Analysis began with evaluation of assumptions. Normality was determined 

by inspecting the skewness, kurtosis, mean, median, mode, and historgrams of the 

continuous predictor variables and of the error scores. Again, examination of error score 

kurtosis and shape of the histogram revealed nonnormal kurtosis, but it was determined 

acceptable due to robustness of this type of deviation from normality. No obvious 

divergences from linearity or homoscedasticity were present. 

Hierarchical OLS regression analysis was performed between online political 

participation as the criterion variable and gender, age, education level, income, 

race/ethnicity (dummy coded to Black, Hispanic, and other), marital status, and region 
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(dummy coded to Northeast, Midwest, and West) as predictor variables in the first block 

and blog reading as a predictor variable in the second block. Table 11 displays effect 

size measures (R2) and their confidence limits (CI), change in R2, and adjusted R2 for 

the full model, and Table 12 displays pooled unstandardized regression coefficients (B) 

and their confidence limits (CI), standardized regression coefficients (β), structure 

coefficients (rs), and squared structure coefficients (rs
2).  

Table 11 

Online Political Participation Model from Hierarchical Ordinary Least Squares 
Regression 
 

95% CI for R2 
Block R R2 

Lower Upper 
∆R2 

Adj. 
R2 

F Sig. 

Demographics 0.24 0.055 0.03 0.07 0.055  8.36 <.001
Blog reading  0.067 0.05 0.09 0.067  113.82 <.001
Full Model 0.35 0.122 0.09 0.15  0.12 18.25 <.001
 

 Table 12 

Predictors of Online Political Participation from Ordinary Least Squares Regression 

95% CI for B 
Predictor B 

Lower Upper 
SE t 

Sig. 
(B) 

β rs rs
2 

Sig. 
(r) 

Gender .01 -.05 .08 .03 .46 .648 0.01 -.01 .00 .838 

Age .00 -.01 .00 .00 -3.63 <.001 -0.10 -.40 .16 <.001 

Education .03 .00 .05 .01 2.28 .022 0.06 .30 .09 <.001 

Income .02 .00 .04 .01 2.04 .042 0.06 .15 .02 <.001 

Black .01 -.10 .12 .06 .16 .873 0.00 -.01 .00 .770 

Hispanic -.08 -.18 .01 .05 -1.69 .091 -0.04 -.12 .01 <.001 

Other .14 .01 .26 .07 2.08 .038 0.05 .08 .01 .003 

Marital stat. .15 .08 .22 .04 4.29 <.001 0.12 .34 .11 <.001 

Northeast -.05 -.14 .04 .04 -1.10 .273 -0.03 -.06 .00 .018 

Midwest -.07 -.15 .01 .04 -1.65 .099 -0.04 -.03 .00 .220 

West -.10 -.18 -.01 .04 -2.25 .024 -0.06 -.13 .02 <.001 

Blog 
reading  

.43 .35 .51 .04 10.97 <.001 0.27 .85 .71 <.001 
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As with the online political discussion model, R2 was statistically significantly different 

from zero at the end of each step. Just over 10% of the variability in online political 

participation was predicted by demographic measures and blog reading, and 

demographics as a whole explained about the same amount of predicted online political 

participation as did blog reading. Reading blogs independently explained about 71% of 

predicted online political participation and contributed to the regression equation over 

twice as much as the next most relevant predictor. Structure coefficients indicated a 

statistically significant relationship between online political participation and blog 

reading, age, education level, income, race (Hispanic), marital status, and region 

(West). All of these predictors, with the exception of race, also had a statistically 

significant β. The strength of the relationship (rs
2) and the magnitude and direction of 

the βs for these predictors implied that, lie online political discussion, online political 

participation occurred much morefrequently with blog readers and slightly more 

frequently with younger, more educated people who were married.  

 

Research Question 3. To what extent does reading political blogs predict whether or not 
a person votes, after controlling for demographic measures? What demographic 
measures contribute to the prediction of whether or not a person votes? 
  

Hierarchical logistic regression was employed to determine if political blog use 

predicted whether or not a person voted. Analysis began with evaluation of 

assumptions. Logistic regression is relatively restriction free; it assumes independent 

observations and a linear relationship between the logit transform of the criterion 

variable and the continuous predictors (Tabachnick & Fidell, 2007). Model linearity 

between continuous predictors and the dependent variable logit transform was 
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evaluated using the Box-Tidwell approach in which interaction terms between each 

continuous predictor and its natural logarithm were added to the regression model. The 

age interaction term was statistically significant in both models, indicating a violation of 

the linearity assumption and subsequently risking that the regression would lack power 

and underestimate the degree of the relationship between the predictor variables and 

the criterion variable (Tabachnick & Fidell, 2007). Square root and logarithmic 

transformations of the age variable only resulted in changes in the age logit coefficient 

and age odds ratio; age remained statistically significant. Because the transformations 

did not notably impact model statistics or other individual variable statistics, analysis 

continued without using the transformed age variable. 

Next, hierarchical logistic regression analysis was performed to determine 

prediction of voting or not voting, first on the basis of the 11 demographic predictors and 

then after the addition of blog reading. There was a good model fit based on the 

demographic variables, χ2 (11, N = 1,590) = 187.15, p < .001. After adding the blog 

reading predictor, χ2 (12, N = 1,590) = 197.16, p < .001. Blog reading improved the 

prediction of the model, but only slightly (Nagelkerke R2 of the demographics only 

model was .193; with blog reading included it increased by .010 to .203). Furthermore, 

overall classification for the demographic and full models (84.7% and 84.4%, 

respectively) were ineffectual; classification for the null model (84.8%) actually 

performed better simply by using the category with the highest frequency (vote = yes) to 

classify all cases. Because the reported voting rate was so high, it was more difficult for 

predictor variables to function better than guessing. However, several predictors were 

still statistically significant. 
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Table 13 displays unstandardized regression coefficients (B) and odds ratios and 

their confidence limits (CI). Whether or not a person voted was predicted from gender, 

age, education level, income, race/ethnicity (Black and other), and blog reading. The 

odds of voting compared to not voting was increased by a factor of 3.65 by being Black 

rather than White. The odds of a person classified as “other” voting were only .39 times 

the odds of a White person voting. The odds of voting compared to not voting increased 

by a factor of 1.04 for each year age increased and they increased as income 

increased. The odds of a male voting were .57 the odds of a female voting. Blog reading 

did seem to make a difference as blog readers were more likely to vote than nonreaders 

by a factor of 1.98. 

Table 13 

Predictors of Voting from Logistic Regression 

95% CI for Odds 
Ratio Predictor B SE B Wald 

Sig. 
(Wald) 

Odds 
Ratio 

Lower Upper 

Gender -.56 .16 12.45 <.001 .57 .42 .78 

Age .04 .01 42.25 <.001 1.04 1.03 1.05 

Education .25 .06 19.61 <.001 1.28 1.15 1.43 

Income .15 .05 10.53 .002 1.16 1.06 1.27 

Black 1.30 .39 11.20 .001 3.65 1.71 7.81 

Hispanic .28 .24 1.29 .257 1.32 .82 2.13 

Other -.94 .26 13.26 <.001 .39 .23 .65 

Marital status .07 .18 .14 .709 1.07 .75 1.54 

Northeast .04 .23 .03 .871 1.04 .67 1.61 

Midwest -.03 .20 .02 .894 .97 .66 1.44 

West .10 .21 .20 .653 1.10 .72 1.68 

Blog reading .68 .23 9.00 .003 1.98 1.27 3.08 

Note. Total avg. Nagelkerke R2 = .203. Overall classification rate was 84.4% correct, 97.8% for voting, 
and 10.2% for not voting.  aavg. ΔR2 = .193; bavg. ΔR2 = .010. 
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Research Question 4. To what extent does reading political blogs predict vote choice, 
after controlling for demographic measures? What demographic measures contribute to 
the prediction of vote choice? 
  

Logistic hierarchical regression was employed to determine if political blog use 

predicted voting choice. Analysis began with evaluation of assumptions. When model 

linearity between continuous predictors and the dependent variable logit transform was 

evaluated using the Box-Tidwell, the age interaction term was statistically significant in 

both models, indicating a violation of the linearity assumption and subsequently risks. 

Transformations produced similar results to the previous examination, so analysis 

continued without using the transformed age variable.  

Next, hierarchical logistic regression analysis was performed to determine 

prediction of vote choice, first on the basis of the 11 demographic predictors and then 

after the addition of blog reading. There was a good model fit based on the 

demographic variables, χ2 (11, N = 1,169) = 232.45, p < .001. After adding the blog 

reading predictor, χ2 (12, N = 1,169) = 234.98, p < .001. Model improvement with the 

addition of blog reading was negligible (Nagelkerke R2 of the demographics only model 

was .242; including blog reading increased it by .002 to .244). Overall classification for 

the demographic model (65.1%) was a 17.5% improvement over the null                 

model (55.9%). Overall classification improved slightly to 65.7% when blog reading was 

included. 

Several predictors were statistically significant. Table 14 displays unstandardized 

regression coefficients (B) and odds ratios and their confidence limits (CI). A person’s 

vote choice was predicted from education level, income, race/ethnicity (Black and 

other), marital status, and region (Northeast, Midwest, and West). Most notably, the 
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odds of voting Democratic compared to voting Republican was increased by a factor    

of 121.08 by being Black rather than White. The odds of a person classified as “other” 

voting Democratic were 3.19 the odds of a White person voting Democratic. People 

were also more likely to vote Democratic if they lived in the Northeast, Midwest, or West 

versus living in the South. Although education and income were statistically significant 

predictors, they were very weak predictors, and blog reading was not a statistically 

significant predictor.  

Table 14 

Predictors of Vote Choice from Logistic Regression 

95% CI for Odds 
Ratio Predictor B SE B Wald 

Sig. 
(Wald) 

Odds 
Ratio 

Lower Upper 

Gender -.17 .13 1.63 .201 .84 .65 1.10 

Age -.01 .00 1.56 .266 1.00 .99 1.00 

Education .12 .05 5.84 .015 1.12 1.02 1.23 

Income -.10 .04 6.50 .012 .90 .83 .98 

Black 4.80 .97 24.35 <.001 121.08 18.02 813.55 

Hispanic .38 .21 3.27 .071 1.46 .97 2.20 

Other 1.16 .35 11.11 .001 3.19 1.61 6.31 

Marital status .45 .15 8.57 .004 1.56 1.16 2.10 

Northeast .99 .19 26.93 <.001 2.68 1.85 3.89 

Midwest .60 .17 11.85 .001 1.82 1.29 2.56 

West .65 .17 14.00 <.001 1.92 1.36 2.70 

Blog reading .26 .16 2.54 .112 1.29 .94 1.77 

Note. Total avg. Nagelkerke R2 = .244. Overall classification rate was 65.7% correct, 70.5% for voting 
Democratic, and 60.1% for voting Republican.  aavg. ΔR2 = .242; bavg. ΔR2 = .002. 
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CHAPTER 5 

DISCUSSION 

 The current analysis provides empirical support for the application of the uses 

and gratification theory to studying the relationship between blog reading and online and 

offline political activities. In the present sample, after controlling for demographic 

measures, reading political blogs was positively related to online political discussion 

(also documented by De Zuniga, Puig-I-Abril, Rojas, 2009 and Eveland & Dylko, 2006), 

predicting 15% of its explained variance. Political blog readers’ online political 

discussion was over 3 times greater than that of nonreaders. This is not surprising. 

Following the uses and gratifications theory, blog readers are active participants in their 

choice to consume blogs; the reader generally makes a conscious decision to access 

the blog and read it (unlike other media covering politics that can be consumed without 

the specific intent of seeking it out, such as television news and advertising). 

Subsequent effects include blog readers sharing the materials they read, sometimes 

with their own remarks and interpretation. This discussion is facilitated through blogs’ 

comment-posting feature, which makes it easy for readers to move from one-way 

information receiving (mass media communication) to two-way information sharing (a 

hybrid of mass media communication and interpersonal communication). Blog readers 

can use the comment feature to become part of the conversation by sharing their views 

and engaging (and possibly influencing) others. Once relationships are formed via the 

blogging platform, discussions can continue there or move to other online (or offline) 

communication venues.  

The next level of online political involvement after political discussion was online 
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political participation. Reading political blogs was positively related to online political 

participation, after controlling for demographic predictors (reinforcing findings of De 

Zuniga, Puig-I-Abril, Rojas, 2009 and Eveland & Dylko, 2006).  Political blog readers 

participated online in political activities 3 times as often as nonreaders. Combined with 

political blog readers’ proclivity for online political discussion, their potential to impact 

the political landscape by influencing others was therefore greater than nonreaders. 

Political blog readers were more politically active online and it was possible for some of 

that activity (such as starting or joining a political group or signing up as a candidate’s 

“friend” on a social networking site) to be seen by people across the nation and the 

world, therefore potentially having an affect on those people’s thoughts and actions.  

One way to participate in politics is to exercise the right to vote. Reading political 

blogs was positively related to whether or not a person voted, after controlling for 

demographic measures. Political blog reading only slightly improved prediction of 

voting, but the odds of a political blog reader voting were 1.98 times the odds of a 

nonreader voting. This is supported by the uses and gratifications framework. People 

who chose to read blogs were more politically active online, therefore similar expression 

of interest and concern in an offline setting is logical. If blog readers are more likely to 

vote than nonreaders, then practitioners would be well served by focusing their efforts 

on this medium. Those efforts could not only impact the blog readers’ attitudes but could 

also potentially reach beyond the blog reading audience given that blog readers appear 

more likely to discuss politics with others. 

Lastly, vote choice was not predicted by reading political blogs, after controlling 

for demographic measures. Because political blogs support all types of political 
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leanings, reading these blogs can appeal to diverse audiences. One of the appeals of 

online political blogs is the ability choose what blogs to read, when to read them, and 

how to become part of the conversation (or not).  However, the historic nature of the 

2008 presidential election, with the first Black candidate as one of the two major party 

presidential candidates, produced a remarkable demographic influence on vote choice. 

Results of the exploration of demographic differences between blog readers and 

nonreaders support some previous findings in the literature and contradict others, as 

summarized in Table 15. One possible explanation for the contradictory results is 

differences in measurements, samples, and survey administration. Blog use was 

defined differently among these analyses. For example, Eveland and Dylko’s two 

studies’ definitions of blog use were (a) having read a blog in the past week (“How many 

days last week did you get news from a political blog (weblog)?”; p. 109) and (b) 

“regularly” or “sometimes” reading a political blog (“How often do you get news from 

online columns or blogs such as Talking Points Memo, the Daily Kos, or Instapundit?”; 

p. 111). De Zuniga, Puig-I-Abril, & Rojas identified blog use with an additive index of two 

items: (a) whether the participant had “read someone else’s weblog or blog” and (b) 

whether the participant had “created a weblog or ‘blog’ that others can read on the web” 

(p. 561), and Graf’s blog users were people who “visited political blogs ‘almost every 

day’” (p. 4). None of these definitions match the definition of the current study, “Did you 

happen to get any news or information about the November elections from blogs that 

cover news, politics, or media?” Differing definitions of blog use are likely to result in 

different participants identifying themselves as blog users. If this occurs, analysis moves 

from comparing apples to apples to comparing apples to oranges. 
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Table 15 
 
Summary of Demographic Differences between Blog Readers and Nonreaders 
 

Current 
findings 

Support Contradict 

Younger 
 Eveland, & Dylko (2006; Study 2)  
 Ranie (2005) 

 De Zuniga, Puig-I-Abril, & Rojas (2009) 
 Graf (2006) 

More 
education 

 Eveland, & Dylko (2006; Study 1)  
 Graf (2006) 
 Ranie (2005) 

 De Zuniga, Puig-I-Abril, & Rojas (2009) 
 Eveland, & Dylko (2006; Study 2)  

Male 
 Eveland, & Dylko (2006; Study 2)  
 Graf (2006) 
 Ranie (2005) 

 De Zuniga, Puig-I-Abril, & Rojas (2009) 
 Eveland, & Dylko (2006; Study 1)  

Higher 
income 

 Graf (2006)  De Zuniga, Puig-I-Abril, & Rojas (2009) 
 Eveland, & Dylko (2006; Study 2)  

Not 
Hispanic 

  De Zuniga, Puig-I-Abril, & Rojas (2009) 

 

Even demographics, which may at first glance seem as if they would have less 

chance for ambiguity, are not all straightforward in their measurement. Gender (male or 

female) and age (years) tend to be measured consistently, but others, such as 

education level, income, and race/ethnicity, are more variable. Education measures for 

the summarized studies ranged from not specified to different 4-point scales to 7-point 

scales, and income measures ranged from not specified to an 8-point scale to a 9-point 

scale. 

Research samples and survey administration methods also varied. Samples 

were solicited from (a) a list of registered voters in California matched with email 

addresses, via email (N = 7,863; Graf, 2006), (b) a commercial online panel, via email 

(N = 298; Eveland & Dylko, 2006), (c) nationwide telephone listings, via telephone       

(N = 1324, 876 non-Internet users excluded from full sample of 2,200; De Zuniga,     
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Puig-I-Abril, & Rojas, 2009; Eveland, & Dylko, 2006; Ranie, 2005), and (d) nationwide 

telephone listings, via telephone (N = 537; Ranie, 2005). Administration methods 

included (a) email survey (Graf, 2006), (b) web-based survey (Eveland & Dylko, 2006), 

and (c) telephone surveys (De Zuniga, Puig-I-Abril, & Rojas, 2009; Eveland &         

Dylko, 2006; Ranie, 2005). The present study utilized data from a nationwide telephone 

survey managed by the Pew Internet & American Life Project, which also provided data 

for three of the four studies summarized above. Again, different samples can result in 

different results and therefore different conclusions. 

 

Limitation 

Survey respondents reported voting at a higher level (84.8%) than the general 

population (63.6%; U.S. Census Bureau, 2010), threatening the validity of results 

related to voting behaviors. Respondents may have been reluctant to say that they did 

not vote, because voting is a socially desirable behavior. If this occurred in a random 

manner, then the threat to validity lessens. Validation efforts with another national 

survey that measured 2008 voting behaviors indicated that about 15% of the 

participants falsely claim to have voted (slightly less that the 21% in the current study). 

When reported voting and voting measured by validation studies are compared, most 

analyses suggest that relative levels of turnout can be compared using reported turnout 

among most social groups. However, Blacks are more likely to say they voted when 

they did not (Abramson, Aldrich, & Rohde, 2010). 
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Recommendations 

For Practitioners 

The strong relationship between blog reading and online political discussion and 

participation during the time period of the 2008 presidential campaign suggest a 

prospective target audience for future political campaign messages. Given that blog 

readers interact with others online more than non-blog readers, blog readers have 

potentially greater opportunities to affect others. Additionally, because blog readers are 

almost twice as likely to vote as non-readers, influencing blog readers would have a 

greater chance of influencing actual votes at the polls and therefore a greater chance of 

affecting election results. If practitioners are able to reach blog readers and have an 

effect on them, then the practitioners’ messages are likely to multiply and reach others 

through the interpersonal communication and personal influence of the blogs readers. 

These types of communication have a greater chance of influencing voting attitudes and 

behavior than do messages communicated through mass media. Therefore, messages 

targeted to blog readers could potentially have a greater return on investment than non-

targeted messages. 

 

For Researchers 

Topics for Future Research 

Because blog readers are a desirable target audience, future research should 

investigate how to best reach and influence them. What types of messages are blog 

readers likely to attend to? Are paid advertisements on blogs effective? Is it possible to 

influence the bloggers themselves, which could in turn influence their readers? How can 
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blog readers be enticed to check out new blogs? If blog readers read blogs that are 

counter to their political viewpoints, are their attitudes and behaviors affected? 

 

Methodological Issues and Related Future Research Areas 

Results from the present study also suggest several methodological 

considerations for future research, including research questions, methodology, and 

reporting of results. Future research questions could be refined and expanded. Instead 

of asking whether or not people participated in a particular behavior, they could be 

asked how often they participated in a particular behavior.  For example, the question, 

“Have you ever posted comments, queries, or information about the campaign or the 

elections on a social networking site such as Facebook?” could be rephrased to match 

some of the other questions: “Over the past several months, how often did you posted 

comments, queries, or information about the campaign or the elections on a social 

networking site such as Facebook – more than once a day, every day, three-to-five 

days per week, one-to-two days per week, less often, or net at all?” Responses to 

revised questions could provide additional information and variance. 

Where possible, additional items should also address additional offline political 

behaviors that mirror the investigated online political behaviors (e.g., making a political 

contribution online and making a political contribution offline). Analysis should include 

determining if there is a difference between people’s online and offline political 

behaviors. If there is a difference, which communication venue best facilitates which 

behaviors? In addition to expanding survey items, research could be conducted in other 

countries to determine how the relationship between blog reading and political 
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behaviors in the United States compare to the same relationship in other counties with 

different political structures. 

Sample, measurement, and survey administration details should be reported 

completely so that researchers can take this information into consideration when 

interpreting results and designing future studies, thus facilitating accurate context and 

comparisons. For example: 

 Clearly state how measures are operationalized, including how they are 

similar to or different from those used in previous research. 

 Report effect sizes in additional to statistical significance so that readers 

can determine the strength of the relationships under investigation. 

 Report the amount of missing data and technique(s) utilized to handle the 

missing data. 

Finally, there is room for improvement with the precision and operationalization of 

measurements. When possible, identical measures should be used (e.g., use consistent 

income percentiles instead of varying income categories, the meaning of which will 

change over time with inflation). If identical measures are not an option, the difference 

should be minimized as much as possible. 

 

Summary 

New technologies are giving people new ways to communicate and interact with 

each other, redefining how, when, where, and with whom messages are broadcast and 

received. The current study adds to the small but growing literature of empirical 

research studying relationships between blog reading and online and offline political 



 

  44

activity. Blog use in a political context appears to be here to stay. As more people use 

blogs and the nature of the blog-reading audience shifts, continuing to track and 

describe the blog audience with valid measures will be important for researchers and 

practitioners alike. Subsequent potential effects of blog reading on engagement, 

discussion, and participation are important to understand as these effects could impact 

the political landscape of this country and, therefore, the world. 
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APPENDIX A 

NOVEMBER 2008 – POST ELECTION TRACKING SURVEY ITEMS 
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Q21. Did you happen to get any news or information about the November elections from 

the following online sources?  Just tell me yes or no as I read each one.  [ROTATE] 

l. From blogs that cover news, politics, or media 

 

Q19. Thinking about this year’s presidential election, people have been communicating 

with each other and with the political campaigns in many ways, to talk about issues or 

where the campaign stands.  What about you?  Over the past several months, how 

often did you… [INSERT ITEMS IN ORDER] – more than once a day, every day, three-

to-five days per week, one-to-two days per week, less often or not at all? 

f. Use Instant Messaging (I-M) to talk with friends, family members or others 

about the campaign (recoded to yes = 1, other = 0) 

h. Use Twitter to post your thoughts or experiences related to the campaign 

(recoded to yes = 1, other = 0) 

 

Q25. There are many different activities related to the campaign and the elections that a 

person might do on the internet.  I’m going to read a list of things you may or may not 

have done online in the past year related to the campaign and the elections.  Just tell 

me if you happened to do each one, or not.  Did you… [INSERT ITEM; ROTATE] in the 

past year? 

b. Contribute money online to a candidate running for public office 

f. Sign up ONLINE for any VOLUNTEER activities related to the campaign – like 

helping to register voters or get people to the polls 
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g. Share photos, videos or audio files online that relate to the campaign or the 

elections 

h. Forward someone else’s political commentary or writing to others 

i. Forward someone else’s political audio or video recordings to others 

 

Q26. Have you ever posted comments, queries or information about the campaign or 

the elections in any of these places online?  [INSERT ITEM; RANDOMIZE]… have you 

ever posted there about the campaign or the elections? 

a. In an online discussion, a listserv, or other online group forum 

c. On a social networking site such as Facebook, MySpace or LinkedIn 

d. On a website of any kind, such as a political, campaign or news site that 

allows comments and discussion 

 

Q27. Thinking about what you have done on social networking sites like Facebook and 

MySpace, have you… [INSERT ITEM; ROTATE]? 

b. Started or joined a political group, or group supporting a cause on a social 

networking site 

e. Signed up as a “friend” of any candidates on a social networking site 

 

VOTE. A lot of people have been telling us they didn't get a chance to vote in the 

elections this year on November 4.  How about you... did things come up that kept you 

from voting, or did you happen to vote? 
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VOTE03. In the presidential election, DID YOU VOTE for [ROTATE: (the Democratic 

ticket of Barack Obama and Joe Biden) or (the Republican ticket of John McCain and 

Sarah Palin)]? 
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APPENDIX B 

MANUAL DATA COMBINING PROCEDURES 
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Cohen’s d 

d 
Mx  My

(nx 1)SDx
2  (ny 1)SDy

2

nx  ny  2

1 

Pooled standard deviations were not provided, so they were also calculated using the 

following formula.  

SD 
(n1 1)SD1

2  (n2 1)SD2
2  ...(nk 1)SDk

2

n1  n2  ...nk  k
2 

 

β 

β = B(SDX/SDY) 

Pooled B was provided. Pooled standard deviations were not, so they were also 

calculated using the pooled standard deviation formula stated in the previous section. 

 

Wald 

Wald = B/Standard error of B 

Pooled B and standard error of B were provided. 

 

 

                                                        
1Combined formulas from (1) Henson, R. (2006). Effect-size measures and meta-analytic thinking in 
counseling psychology research.  The Counseling Psychologist, 34, 601-629 and (2) International Union 
of Pure and Applied Chemistry. (1981). Assignment and presentation of uncertainties of the numerical 
results of thermodynamic measurements. Pure and Applied Chemistry, 53, 1805-1825. 
2International Union of Pure and Applied Chemistry. (1981). Assignment and presentation of uncertainties 
of the numerical results of thermodynamic measurements. Pure and Applied Chemistry, 53, 1805-1825. 
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R, R2, Adj R2 

The pooled correlation matrix, pooled means, and calculated standard deviations were 

used to create PASW matrix files for the OLS regression models. Model results were 

compared to pooled results for the available data to verify the procedure was working 

correctly. Deviations were slight enough they could be attributed to rounding, so the 

procedure was considered successful and the R, R2, and Adj R2 values were reported.  

 

Calculating F value and significance for second block of OLS regression model 

The provided ANOVA table was used to calculate the F value and significance for the 

second block (blog reading) of the OLS regression model. The example below is from 

the model for online political discussion. 

Provided 

Model  Sum of Squares df
Mean 

Square F Sig.
Block 1 Regression 286.32 11 26.029 10.27 <.001
 Residual 4002.34 1579 2.535   
 Total 4288.66 1590    
Block 2 Regression 930.07 12 77.506 36.42 <.001
(Full  Residual 3358.59 1578 2.128   
Model) Total 4288.66 1590    

 

Calculated 

Model  Sum of Squares df
Mean 

Square F Sig.
Blog  Regression Blk1 SSB - Blk2 SSW 1 SSB/dfB MSB/MSW 
reading Residual 4288.66 - Blog SSB 1589 SSW/dfW   
only Total 4288.66 1590      
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Becomes 

Model  Sum of Squares df
Mean 

Square F Sig.
Blog  Regression 643.75 1 643.75 280.64 <.001
reading Residual 3644.91 1589 2.29   
only Total 4288.66 1590      

 

 

R2 for blog reading block and confidence intervals for all R2 

R2 for the blog reading block and confidence intervals for al R2 were calculated using 

SPSS syntax introduced by Smithson (2001)3 and available at 

http://psychology3.anu.edu.au/people/smithson/details/CIstuff/CI.html 

 

Nagelkerke R2, ΔR2, χ2  

Nagelkerke R2, ΔR2, and χ2 were calculated by averaging the values across the imputed 

models, a method provided by Allison (2002)4. 

 

Classification rates 

The provided classification tables were used to calculate pooled classification rates. The 

example below is from the model for whether or not a person voted. 

                                                        
3Smithson, M. (2001). Correct confidence intervals for various regression effect sizes and parameters: 
The importance of noncentral distributions in computing intervals. Educational and Psychological 
Measurement, 61, 605-632. 
4Allison, P. (2002). Missing data (Series Quantitative Applications in the Social Sciences No. 07-136) 
Thousand Oaks, CA: Sage. 
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Provided  
  No Yes % Correct

Imputation #1 No, did not vote 25 217 10.5
 Yes, voted 29 1319 97.9
 Overall %   84.5
Imputation #2 No, did not vote 26 216 10.8
 Yes, voted 29 1320 97.9
 Overall %   84.6
Imputation #3 No, did not vote 26 216 10.9
 Yes, voted 34 1314 97.5
 Overall %   84.3
Imputation #4 No, did not vote 23 219 9.6
 Yes, voted 32 1316 97.6
 Overall %   84.2
Imputation #5 No, did not vote 23 220 9.3
 Yes, voted 27 1321 98
 Overall %   84.5

 
 
Calculated 
 No Yes % Correct

No, did not vote (25+26+26+23+23)/5=24.6 (217+216+216+219+220)/5=217.6 24.6/(24.6+217.6)=10.2 

Yes, voted (29+29+34+32+27)/5=30.2 (1319+1320+1314+1316+1321)/5=1318 1318/(30.2+1318)=97.8 

Overall % (10.2*(24.6+217.6)/(24.6+217.6+30.2+1318))+(97.8*(30.2+1318)/(24.6+217.6+30.2+1318)) 

 

More generally 
 No Yes % Correct

No, did not vote A B E = A/(A+B)

Yes, voted C D F = D/(C+D)

Overall % E*(A+B)/(A+B+C+D))+(F*(C+D)/(A+B+C+D)
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