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Abstract

Past research on negative political advertisements has focused promdrdyv these ads
impact voter turnout, voter evaluations of candidates, and the democratic procedsbs a
This research attempts to expand the body of knowledge by examining the phenomenon of
negative political advertising using a mixed-methods approach. By exargid@gand 2004
Congressional candidates’ negative ad content, this research seeks tnedfearoandidate’s
gender impacts message content. Findings indicate that a candidatiEs dees indeed impact
the type of content found in a negative advertisement. Next, an experiment atad tove
determine if the gender of a candidate impacts the viewer’s perceptionatizitggn the ad.
Significant findings indicate that gender of a political candidate doarsaaltiewer’s perception
of negativity. Finally, professional campaign consultants were askedotmneto a series of
guestions in an attempt to gain a practical understanding of negativity in paliN@atising. A
comparison between consultants’ responses and academicians’ research pletedpfimding
that in most cases these groups agree on the impacts of negative advertiseomeasr,H key
gender gap finding indicates one major exception to the general consenssiginiftoant
findings in this research expand our understanding of negative political aidigedisd

contribute to the field of political science.
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Preface

In the immortal words of the 1979 English New Wave one-hit wonder band The Buggles,
“video killed the radio star.” The emergence of television as the prime method of caratrumi
between political candidates and the voters they are attempting to reach ingshduhthe role
of other forms of campaign communication. Significant time and money is dedicadbe t
strategic planning and implementation of television advertisements, andré ie see a
congressional level race engage in a campaign without employing the usertachants.
Television advertisements are commonplace in the American political praocésas such it is

crucial to understand the impacts of these ads.

Political campaign advertisements have a tremendous impact on electione@sitnom
American congressional races today. No serious candidate for coogatssfice would
consider running a campaign that did not employ the use of television advertiaiegrapaign
tactic. Political advertisements get information about a candidate to thelgeuaic in an
efficient and effective manner. The average congressional distsicteaaly 640,000 people
within its boundaries, and congressional candidates are charged with the task of reéaahing t
all. Candidates do not have the resources to personally contact every voter ictaafstri
political ads facilitate communication that would otherwise be extredifigult. Any candidate
with the hopes of becoming a member of the United States Congress must launckeltabbvi

campaign.

Advertisements take many shapes and forms, ranging from biographical acaioaint
person’s life story, a critique of an opposing candidate’s policy position, to the expbaure

shameful scandal. There are three common types of campaign advertis@inefitst promotes



candidate accomplishments. The second type of ad, known as a contrast advertisesento
compare the attributes of two or more candidates. Finally, there atveegr attack ads,
created to damage the opposition. Negative advertisements are used ghhagtiimental
characteristics of the opposing candidate, expose scandals, and in the casaloémbe to draw
attention to a flawed voting record. All of these ads are common, and all are usetingco
the needs of the individual campaign. While these varying types of ads arenfleqgtibzed,

negative ads are becoming increasingly popular with every election cycle.

Previously, scholars have presented information indicating negative adwertiseput
forth information in an exciting and dramatic way. The public finds this manner ohfatsa
appealing. Evidence suggests there is more factual information in a negatmnaa an any other
type of political advertisement, and the information presented in a negdtigsenore
memorable than any other type of ad. Debates regarding the memorabiityaafst are
common, and there has been a great deal of research regarding whether ottivetatga
mobilize or demobilize the electorate. According to past research, we are aipiderstand
negative advertising impacts on cognition, the information value and quality ofveegdsi, and
the persuasive impacts of these advertisements. What we do not yet understantiés how t
content of a message is chosen, whether candidate gender influences messptemend
how practitioners view negative political advertising. Our understanding of wegaiitical
advertisements stems entirely from academic research. Thoughts orenadatirom the
perspective of those directly involved in the political process has been neglettediéhdt of
political science. This research aims to fill these holes in negativecpbétivertising research

through a mixed-methods examination.



Purpose of the Research

The purpose of this research is to answer questions about negative politicatiadverti
that have to date been sparingly addressed in Political Science hesé&sang three different
types of methodological perspectives | examine negative advertisemeieysth. Through the
mixed-methods approach, the phenomenon of negative advertisements is examined from the
point of view of the candidate sponsoring the ad, the voter viewing the ad, and the political
consultant crafting the advertisement. The varying methodological appscauth@erspectives

will offer a more complete view of negative political advertisements.

Following a review of the literature in chapter one, chapter two seeks tondetef the
content of negative political advertisements is impacted by the gender ahttidate
sponsoring the ad. Voters have the propensity to stereotype male and female eaadidatre
able to handle certain issues, and as having different personal charastét@tiexample, male
candidates are thought of as better equipped to handle economic issues, and aeddode
tougher than female candidates. Female candidates are viewed as mile afapandling
education issues, and as more compassionate than male candidates. The ekistesegre-
existing notions held by voters may prompt male and female congressionalatesdo craft
advertising messages that combat those stereotypes. Based on previous ireieating that
male and female candidates respond to gender stereotypes, it is hypothetsizeaidiiea
candidates are more likely than male candidates to attack on policy-basedlssng data
from the 20002 and 2004 Congressional Elections Wisconsin Ads database, conclusions are
drawn regarding whether gender impacts the type of content found within avaqumaitiical

advertisement.



The goal of the research found in chapter three is to determine if a candieaiees
impacts a viewer’s perception of message negativity in a political camphigrtiaement.
Voters possess the belief that male and female candidates have differggthstand
capabilities, and are therefore better suited to handle certain issuesafptesXemale
candidates are seen as capable of dealing with health care issues, whdand@lates are
viewed as more apt to deal with defense issues. Since individuals have varying opinions on the
abilities and personalities of male and female candidates, it stands to treststese
individuals will find different meanings in messages sponsored by male anlg feandidates.
Therefore, | hypothesize that viewers will perceive a message evastal political
advertisement to be more negative when it is presented by a female carndidathen
presented by a male candidate. An experiment was conducted in which an adeettisas
created and filmed once with a male candidate and once with a female carfdldegpects of
the advertisement were held constant except for the gender of the candidatd. Wéstlzen
shown to different groups, and a survey was administered to test whether the gemeler of t
candidate impacted message perception. The data from that survey wasdaioadigtermine

the validity of the hypothesis.

The fourth chapter focuses on the examination of negative advertisements from a
practical perspective. Professional political campaign consultanizrgedy responsible for the
types of negative advertisements seen during a typical election cyclégagidte their insight
on these ads is extremely important. Many researchers have written aboestreeyimpact,
and contributions these consultants have on the political process; however wkiagettec
viewpoint of the consultants actively involved in elections. In an attempt to bridgmth

between the theoretical and practical perspectives on negative adveniscopen-ended



surveys were sent to professional campaign consultants across the UnitedlBeatesponses
to those surveys were examined, and comparisons were made between the sdwhanty
research regarding the impact of negative political advertising, and the eotsuhioughts on
the same subject. This chapter provides interesting qualitative data on the dsesepad
similarities of viewpoints, and provides insight into the gender gap phenomenon from a

consultant’s perspective.

The entirety of this project is thus devoted to the examination of a commonayeetgl
unknown phenomenon of negative campaign advertising. Though much has been researched and
written on negative advertisements and their impact, much more needs to be abeninplis
hope the following research can add to our understanding of this most important formalpolit
communication. By conducting a data analysis to determine if negativeiselvents are
impacted by the gender of the candidate sponsoring the ad, launching an experigaeige
whether candidate gender impacts viewer perception of message negatiiggthering
gualitative data from campaign consultants across America | hope to contilexisting

scholarly research in the field.



Chapter One

Review of the Literature

Decades of research has been devoted to better understanding the impaataif polit
communication on the electoral process. All of this work is challenged by thédact
communication in the political arena is ever-changing. The primary methadnohenication
has evolved through the years, and will continue to change with the technolpgcadies in
society. It is abundantly clear that political advertising, spediitalevision advertising, has a
definite impact on the political process. As the preferred method of commanja&search
must adapt to keep up with the changes in communication styles. This chaetested to

examining the current trend in political communication: televised political asimerents.

General Advertising

Each year individual businesses across America spend millions of dollarsvisetle
advertising. The goal of these advertising efforts is to shape perceptionsndigaie
opinions, and engender positive attitudes about a product (Chen and Leu 2011). Advertisements
are created in an attempt to influence consumer preferences in three wpyeviBing
information about a good, influencing the opinion of consumers, and transforming a previously
held negative notion about an item (Mehta, Chen, and Narasimhan 2008, Aaker and Stayman
1990, Deighton 1988, Batra and Ray 1986, Bucklin 1961). In some instances, evidence suggests
that negative information about a product can increase sales if previous awafénessaduct

was low (Berger, Sorenson, and Rasmussen 2010). This general idea of the function of



advertising can be extended to include political advertising. Many of the caradidates and
consultants attempt to achieve through advertising are done so by adopting the deneral a
strategies mentioned above. It is true that advertising has the abiligge sur opinions about
products and brand names (Chen and Lau 2011, Mehta, Chen, and Narasimhan 2008). It is also
true that advertising has the ability to mold our viewpoints regarding thoseagétsdead our

country.

Media Effects Theory

In 1960, Klapper deemed the media to be agents of reinforcement. The function of media

according to Klapper, is to solidify information we already possess. Tovenation presented

by the media is rarely something new to us. People naturally formulate opinionssahest

including issues they have little to no experience with (lyengar and Kinder 19&/inddia are

not solely responsible for disseminating information to the general publicadri$ie media

possess qualities that reinforce information that already exists, shapeatibn we already

have, determine what information we will think about during a given time, and occsional
change our ideas about information (Kinder 2003). The media’s ability to fszones, set the
agenda, and prime our beliefs is powerful and has the potential to impact us deir (2003,

lyengar and Kinder 1987).

There is nevertheless great debate regarding the amount of power the meda ha
impact our attitudes and beliefs, with some believing the media has a tremengdaasand
some believing the contrary (Neuman and Guggenheim 2011; Graber 2006; Kinder 2003;
lyengar and Kinder 1987; McCombs and Shaw 1972; Klapper 1960; Laswell 1930). Minimal

effects theory suggests only a small fraction of voters will actubdnge their opinion based on



media’s information, whereas theories such as the hypodermic effecty suggest persuasive
effects of the media will be palpable as long as the message reathegett$Nueman and
Guggenheim 2011; Klapper 1960; Laswell 1930). Others, such as Bennett and lyengsir sugg
due to the considerable expansion of media outlets it is mandatory to re-evaluagsitts of

the media (2008).

Political Campaign Advertising

In order to achieve electoral success candidates must effectivelyurooate with
voters to prove they are the best choice to represent a district’'s needs (Drukkera Parkin
2009). Candidates running for Congressional office seek to earn support from voterdiby se
their message with the hopes of projecting an image or an issue stance theviibid
pleasing (Franz 2011; Druckman, Kifer, Parkin 2009). In order to accomplish theseatlect
goals, candidates craft communication strategies to gain the votesargdes victory
(Druckman, Kifer, Parkin 2009; Haynes, Flowers, Gurian 2002; Scammell 1998). One of the
most common methods of communication in a campaign is the use of television advatiseme
(Franz 2011; West, 2010; Stevens 2005, Yoon, Pinkleton, and Ko, 2005; lyengar and Kinder,

1987).

In 2002, 22% of House candidates’ overall campaign budget was spent on broadcast
media time slot purchases (Strattman 2009; Herrnson 2004). It is estimataatimat 10% of
those same candidates’ overall budgets were devoted to cable media aty#85t2009).

Since 2002 candidates have increased the amount of financial resources aoa atgoted to
televised advertising, thereby establishing dependence on this form of garopaimunication

(Franz 2011, Granato and Wong 2004). The use of television as a means of communication



affords the candidate the opportunity to reach a broad portion of their voting constituancy

manner most efficient for the campaign.

The time constraints of a campaign do not allow a candidate to personally contact eve
single voter (Franz 2011, West 2010, Stevens 2010). Through television advertisements,
candidates are able to reach a larger segment of the population they wouldsetihetviie able
to contact if the candidate depended primarily on face-to-face conthctatgrs. According to
the 2000 Census data the average population of a Congressional district is around 646,952
people (census.gov). Due to the fact that districts are so large, and contactisigs\sievital,
candidates must use television as a solution to their communication needs. mgetimi
campaign communication is also important, given that most voters pay attentipalitical
race only a few short weeks prior to Election Day (Kahn and Kenney 1999). Televised
advertisements can be strategically administered to air throughout tinet dish time when
most voters are likely to pay attention (West 2010, Stevens 2005, Kahn and Kenney 1999). It is
crucial for a candidate to employ a strategy that gets a messagerwina timely manner, and

television advertising allows this monumental task to be accomplished.

Cost and Frequency of Use

Airing advertisements on television is expensive, but the cost of an advestisitegy is
justified if the candidate’s electoral goals are met (Franz, et. al, 2008)rding to the Center
for Responsive Politics, during the 2010 election cycle money spent by outside groups on
political advertisements reached over 87.5 million dollars (2011). The Wesleyan Riepiet

reported that individuals running for House and Senate in 2010 spent an accumulated total of 219



million dollars on televised advertising (2011). Clearly these campaigns ardrlsgpport of
the campaign efforts have deemed advertising a credible method of commuartizdélhe point
of spending over 300 million dollars on advertising. It is unlikely that campaign tamisuand
candidates would continue spending massive amounts of campaign resources ontagool tha
ineffective. The overall opinion of consultants and strategists appears to tieflepinion that

the cost of a televised advertisement is justified and well-worth theitsenef

Effectiveness of Televised Advertisements

In today’s media-dependent society campaigns are increasing theirtebsyision
advertisements as a means of communication (West, 2010; Stevens, 2005). The political
knowledge citizens possess often stems from the messages and images seed and hea
television (Ridout, Shah, Goldsetin, Franz 2004). Candidates are wise to capitalireerica’s
dependence on television for information, especially in a time when newspapeipsainscare
down and targeted mail is often ignored (Franz 2011). Campaign strategistargedowith the
task of making the public’s dependence on television work to the advantage of the campaign.
Television is central to most campaign success, and it is this notion that makesaisingly
important to better understand how candidates use advertisements throughout thef eourse
campaign. Reaching the public with a message will hold weight if the publi@edenears the

message and is responsive to the information presented.

Research suggests campaign advertising impacts voters, and therefosedelevi
advertisements play an important role in the process of campaign communicatioto@lohns

Hagen, and Jamieson 2004). As indicated by past research, not only are Americadsgepe

10



television for their political information, but they are retaining the infoionahey receive from
television (Franz and Ridout 2007). This is why so many candidates look to talevisi
advertisements as key to their campaign strategy. The decision to useteliwertisements,

and the way those ads are used, differs depending on the need of each individualized campaign.
Depending on the size of the district, or the candidate’s level of name recongads may be

one of the most important aspects of the campaign (Yoon, Pinkleton, and Ko, 2005). The
campaign activities a candidate engages in are magnified by televisidheagidre become

more useful and effective as more voters are exposed to a candidate' ganaessactions

(Granato and Wong, 2004). Exposure to campaign messages helps voters make decisions, and
candidates who choose to send a message through televised media have more opportunity to

have their message heard.

Political advertisements often garner the attention of televised meditsptitereby
increasing the public’'s exposure to a campaign message. For example, in 1&&hPiebnson
aired his famous “Daisy Girl” ad depicting a nuclear explosion and the serssusineoting in
the upcoming election. The advertisement was aired only once, but the re-airing of the
advertisement through news broadcasts increased the effectiveness of ttiseadwet (Ridout
and Smith 2008). Ridout and Smith (2008) claim news outlets re-airing campaignsadvents
is a regular occurrence, and a negative ad is more likely to earn medi@mtérich reinforces
the campaign message with voters. The more exposure citizens have to the mesgeggethe

the impact of the advertisement.

11



Types of Televised Advertisements

Television ads are prevalent in the electoral process and are central t@ampatgn
success (Granato and Wong, 2004). It is important to differentiate betweerethentyst
common types of advertisements: promotion ads, contrast ads, and negative adsoemsoti
are designed to endorse a candidate by presenting biographical informatierpefson or
describing the candidate’s position on an issue. Contrast ads highlight the deféeoetween
two or more candidates running in an election. Finally, negative ads are designetktthatta
opposing candidate (Yoon, Pinkleton, and Ko 2005; Jasobson 2004). Negative advertisements

serve as the primary focus of this research.

A negative advertisement is one that serves to attack the opponent, or to “criticize
discredit, or belittle” the opposition (Ansolabehere, et. al, 1994, 829). The use of negative
advertising continues to increase, and is an important part of the political gampacess
(Yoon, Pinkleton and Ko, 2005). Negative campaign advertisements attract meditgzand ci
attention and “conventional wisdom about negative political advertising” is that it ks
Sigleman, Rovner 2007, p.1176; Pinkleton, Um, Austin 2002). It is not mandatory that
candidates create and air negative ads about the opposition and not all candidatehishoose t
advertising option (Goldstein and Freedman, 2002). Part of determining a campa&gy stra
involves deciding when it is strategically sound to use negative adventiternmeorporating a
negative advertisement into a campaign requires a strategist to understangddcted benefits

and potential pitfalls of utilizing this type of advertising.

12



Negative Advertisements as a Campaign Tool

Critics of negative advertisements argue these types of advertiseneedédranental to
the American political process (Ansolabehere, lyengar, and Valentino, 1994). fidseehaiieve
negative ads turn voters off and sour them to the electoral process as a wisolal{ghere and
Kinder, 1995). According to these researchers negative advertisemenisetgierfrom the
political process and encourage voters to stay home on Election Day. Negativisehesits
are blamed for low political participation, overall disillusionment with teeteral process, and
a rise in public cynicism towards government (Buchanan 1991, Ansolabehere and 189tga
West 2005). These scholars suggest that negative advertisements areemtigirthe political

process, and explain the lack of participation evident in America today.

In reality, the opposite appears to be true and claims regarding the detrimpatds of
negative advertisements are not conclusively supported by empiricahexiflackson,
Mondak, Huckfeld 2009; Lau and Sigelman 2007). Instead, Geer (2006) believes negative
advertisements enhance the democratic process by informing the generalmulipliesenting
information about voters’ issues and concerns. Negative advertisements pgtensall
personal incentives for voters as they bring to light issues that may raqia@ple to vote for or
against a candidate (Martin, 2004; Wattenberg and Brians, 1999). In spite ofhdedae
contrary, it is empirically supported that negative political advertia&srectually mobilize the
public and have increased levels of voter turnout (Brooks and Geer 2007, Wattenburg 2002, Lau
and Pomper 2001, Kahn and Kenney 1999). Additionally, the quantity of information in negative
advertisements is often higher than any other type of political advertisesne voters are more
likely to accurately recall the information presented in negative ads thantrantype of
advertisements (Stevens, 2005). These qualities make using negative advampispular tactic

13



among candidates, as these ads are full of useful information that is retdigddy the
electorate (Franz, 2011, Franz, et. al 2005). In sum, the positive qualities of negative

advertisements make them attractive options for candidates and consultanteatiam €jcle.

Negative advertisements are extremely well-liked by candidates atidgbsitrategists
because of the fact that the ads are memorable and effective (GolddtEireadman, 2002). It
is estimated that in some campaigns “up to half of political campaign aiivgitudgets are
devoted to negative advertising” (Yoon, Pinkelton, and Ko 2005, 96). The popularity of negative
advertisements directly contradicts the notion that negative ads are a tdettbeaee finds
distasteful. In other words, if these ads hurt a candidate’s chancetofalsaccess, this
strategy would cease to exist. A political strategist is not likely toraaity put significant
financial resources into a strategy proven to be ineffective and harmful napaiga (Franz
2011). Negative advertisements provide the opportunity for political candidatesémpthe
public with a critique of the opponent in an exciting and dramatic way. The draryadicat of
the negative advertisements command the public’s attention and is considered te be mor
interesting than a benign advertisement (Kahn and Kenney, 1999). Negative iiviognabs
the public’s attention and the process of paying attention to negativity appearstorbate,
quick, and effortless (Martin, 2004). All of these positive attributes of negativieatgm

advertisements make them a logical choice when attempting to win a campaig

A negative advertisement sparks excitement and interest, and entices etoipay
attention to the ad. The attention these advertisements receive is an appeamtpopti
candidates who must maximize the impacts of their budgets through creatimgabknand
effective ads. Negative ads have qualities that provide benefits to those whawsentteetly;

and therefore, a decline in negative advertising is highly unlikely any tore(§&eer, 2006).

14



The emergence and popularity of negative political advertisements hasésvlao the
campaign process, and is used by a wide-variety of candidates. The prevatbmcgy/pé of
advertisement must be examined, understood, and added to the body of existing knowledge the

field of Political Science has regarding campaign communication.

I ssue Stereotypes and Gender Effects

Issues often serve to cue voters when they form opinions about male and female
candidates (McDermott, 1997). In other words, certain issues may be used byovotake a
vote choice similar to the way voters “use party identification and other votasj @dernnson,
Lay and Stokes 2003, 245). The public has a tendency to assign gender to specific issues. Thi
association of issues and gender stems from the idea that men and women foceseo diff
topics both as members of the electorate and as politicians (McDermott, 2@ andidates
are more likely to be considered strong when it comes to issues like the ectorengy policy,
and the military (Schaffner, 2005). On the other hand, female candidatestistrargoften
linked to compassion issues, including topics like health care and education (Kahn, 1893). If
voter values male over female issues, it is likely that voter will gesme inherent preference to
vote for a male candidate, or vice versa (Sanbonmatsu, 2002). Male and female carehdate
accordingly, and these stereotypical ideas may influence what men and eamdetates stress
in their campaigns for political office (Kahn, 1993). In an attempt to combaingxi®ter
stereotypes male candidates may attempt to convey messages aboasitetodetter the
education system, and female candidates may try to prove they are dedicatsektofiss

homeland security. In an attempt to gain the support of voters who have an intefesierpre

15



for male or female issues, candidates are likely to craft campaigragesswith gender

stereotypes in mind.

Due to the stereotypical classification of male and female issues, casdiabffice
might on occasion feel the need to overcompensate for existing gender steréBtyadfer
2005). For example, in an attempt to appeal to the base of voters that prefer uesléecisgle
candidates may feel it is necessary to campaign on more traditionaltylime issues (Dolan,
2005). Male candidates, when running against female candidates, may find it nyetoefegaus
on issues usually associated with female candidates (Dolan 2005). Men and women cannot
ignore voters of the opposite gender and candidates believe that in order to win thagpeas
competent when discussing certain gendered issues (Sanbontmatsu 2002). Howeyée & ma
mistake to concentrate on issues associated with female candidates, egdagi@eg an
understanding of, and running on female issues, does not appear to be particularly edwantag
to candidates running for office (Huddy and Terkildson, 1993). Female issues arereahside
be weaker than male issues, and not favorably associated with obtaining a posiigtrer
office (Sanbonmatsu 2002). Voter stereotypes are particularly influentiad tnessage a
candidate puts forward, and these stereotypes may ultimately affectehaf tsgmpaign

message a candidate chooses to present in an advertisement.

Campaign Similarities and Gender

Despite the issue stereotypes assigned to men and women by voters, Dabelko and
Hernnson (1997) argue men and women tend to run very similar campaigns. Pregarchres

suggests that male and female candidates generally create siniddr carmpaign strategies

16



(Herrnson, Lay and Stokes 2003). Although gender can impact stereotypes of eantheat
strategic moves implemented by campaigns do not depend primarily on the gfethéer
candidate. Male and female candidates raise similar amounts of money, and both hire
professional campaign staff to create strategy and manage the carkjmigisgn, Lay and
Stokes 2003). Men and women running for office spend almost equal portions of money on
“radio, literature, direct mail, and most other kinds of communication” (Dabelko amdddar
1997, 124). This indicates that not only are the amount of available resources attainable
regardless of gender, but that men and women are communicating with voteraghessa
Gender does not affect the way money is spent getting the message out, or howadecandi

chooses to run a campaign. Gender may, however, influence the campaign message.

Negative Political Advertising and Gender

As previously mentioned, negative political advertisements are an incregsopgilar
tool in the world of political campaigns. Not only do they serve as a way for the pugkther
information on the candidates, but they also serve as an important weapon irdateandi
arsenal (Herrnson and Lucas, 2006). Men and women both employ negative ads when
campaigning and women “use similar amounts of negative advertising asandidates”

(Herrnson and Lucas 2006, 71).

Past evidence suggests that male and female candidates run campaigryg,simil
including the implementation of negative advertisements when creating an fidgestiategy
(Dabelko and Herrnson 1997). Acknowledging that both men and women use negative

advertising during their campaign for office, it is important to uncover whetate and female

17



candidates’ advertisements incorporate the same issues and messages FRrgearch suggests
men and women focus on different issues, and this would likely include negativesatvent

message content.

Indeed, while men and women run similar campaigns, they tend to focus on different
issues within their platforms (Dabelko and Herrnson, 1997). This potentially irgltbatevhile
all other aspects of the campaigns are similar; fundraising abilitygaigmtactics, and success
rates, the actual content of the negative advertisement could be differentdA@noraen may
use different issues and approaches to tear down their opponent. Furthermore, to stiiuge exi
stereotypes, candidates may focus on different issues in negative athatisentent (Dolan
2005; Sanbonmatsu 2002; McDermott 1997). While gender does not affect the use of negative

advertisements, it may influence the content found within those advertisements.

There are basic gender differences between candidates redaudinigey feel about the
type of content found in negative advertisements. Female candidatabaydsel that it is not
always “appropriate to raise scandals related to” youthful indiscretiodglam they are not
inclined to use this type of attack during a campaign cycle. (Herrnson aad 2006, 81).
Women running for office state they believe attacking a man’s personad tssie somewhat
distasteful, and voice the opinion that they are not inclined to use this type kidattang a
campaign cycle (Herrnson and Lucas 2006). Research does not show whetrecémialates
adhere to their stated beliefs on negative advertising techniques wherydaturadhing a

negative attack.

Male candidates running for elected office state they feel it isqilgrecceptable to

“adopt more general appeals that include” attacks on an individual's pergdrzais (Kahn
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1993, 492). Men appear to be more aggressive during a negative ad campaign, and may be
inclined to attack an opponent more frequently on a personal basis than a femaldeandida
Therefore, based on the gender of the candidate sponsoring the ad, theretajyeears
difference between the general attitudes towards personal and polisgdoattacks. Men may
be more inclined to attack on a personal basis because the general public terdsisariees
acceptable for a male candidate to attack on a personal level (Kahn 1993¢ €ammdadates

will stick to policy issues in their attack ads due partly because they do nivtisesgbpropriate.

Women who run for office may have another, more specific reason for avoiding a
personal attack on an opponent. Female candidates attempt to appear tough when running a
campaign in order to combat certain preconceived notions, and often feel they mustappea
voters as being capable of serving in office (Sanbonmatsu, 2002). One way of doirmutdis w
be to avoid getting personal and maintain the position of discussing only the issues. ®osne vot
hold the opinion that male candidates are more “knowledgeable than women”, and this fact
motivates women to “demonstrate their competence in campaign appedia”8@3, 492).

This preconceived notion that women are less suitable for office may put pressurenuglen fe
candidates to prove they are anything but unqualified. Female candidatetogbrioee to voters
that they are competent candidates for political office, and may do this by avaipargonal

attack on an opponent. Overcoming stereotypical ideas of a female candigdte athieved in

part through construction of advertisements that run contrary to the sterabhgiions.

The perceived emotional qualities of a candidate may also be a factor in mdratbea
personal attack is employed. Women are viewed as being more emotional than men, which has
not yet proven to be a desirable trait in a political candidate (Sapiro and 204l2). Candidates
for office who appear more resilient and less emotional are more iggraxtoters, and
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therefore female candidates will not benefit from being perceived as motoeahthan male
candidates (Schaffner 2005). One way for women to establish themselves @&ssiqmmaf and
capable candidate is by sticking primarily to the issues, and avoiding a pextadalon a male
opponent. This strategy allows women to appear as feasible candidates wholdesafapa
adequately serving their constituency without being overly emotional, but artigetisne still
equips the female candidate with the powerful tool of a negative advertisentelet pAst
research has focused on gender impacts on voters, this research examinamgeacteon
campaign messages in negative advertisements from the perspectivearidioaate. This
research also seeks to examine the phenomenon of negative political adveatmsitigef

perspective of consultants, so as to offer a different viewpoint on this type of ad.

Definition of Consultants

A political consultant is defined by Sabato as being a campaign professtuoss# job it
is to provide advice and services such as polling, media creation, and fundraigicesder
candidates and campaigns (1981). A political campaign consultant is an individuabké® an
living by professionally running a candidate’s campaign (Dulio 2004; Watson and Campbel
2003). Furthermore, campaign consultants are considered to be at the profésgebmdien
they “engage in consulting” on a “full-time basis”, and handle “more than ongatgimper
election cycle” (Medvic 2001, 17). Professional political consultants are nkehg than not to
have political experience whether it is as a campaign manager, potditaf,sor some other

type of government employee (Kolodny and Logan 1998). The expertise and knowledge that
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comes from having worked in politics, paired with the “deep-seated habit efgstrttinking”,

results in a person compelled to win elections for a living (Burton and Shea 2003, 32).

There is much argument over the popularity and effectiveness of politicaligampa
consultants. Some believe the American public finds the practice of using cotssdistasteful,
as some feel consultants weaken the two party system America (Dulio 2004)tsebn\athers
find that consultants provide refreshing ways to run campaigns and help stimelegstimt the
political process (Panagopoulos and Thurber 2003, Lathrop 2003). Regardless of whether or not
consultants are popular with voters, it is clear they do exist and contribute toiticalpol
campaign process. As such, it is important to gain a better understanding of tieitonsr

consultants make to the political process.

The United States is home to the most professionalized campaigns in the world, and most
candidates who are serious about running for office choose to hire professionagcampai
consultants (Duilo 2004; Jacobson 2004; Waston and Campbell 2003; Thurber 1998). While
hiring a campaign consultant offers no guarantee for electoral succesdjdatawould be
remiss to embark upon a campaign without the help of a professional consultant (Dulio 2004).
Strategic advice and tailored services are provided to candidates whee thfeaiconsultant is
engaged, and these services are critical to the successful execution pbaayogulio 2004).
Consultants have an impact on political campaigns and evidence suggests cabdiuzlie
from using consultants (Watson and Campbell 2003, Medvic 2001, 1998). Therefore, it is
important to understand motivations and ideas consultants have about negative political

advertising.
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History of Consultants

“More and more-over seek out and discover men in every district, make
acquaintance with them, solicit them, make them promises, take care that they
canvass for you in their neighborhoods and become as it were candidates for
themselves in your own city”

-Quintas Cicero

The concept of political consulting may be traced back to ancient Greece ‘@hietas
Tullius Cicero” offered up the above stated political advice to his brother ¢wwated Campbell
2003, 17). Campaign consultants worked with Federalists and Anti-Federaligts $amaort
or opposition for the Constitution (Dulio 2003). Jefferson, Jackson, and Lincoln all had friends
and associates who frequently provided political advice (Burton and Shea 20@&3si®nal
campaign consultants are not a new invention, they simply were not as ubiquitous in #se past
they are today. The use of political consultants has been on the rise in Anmegcthe
appearance of the first established political consulting firm in the 1930’s when\Wiataker
and Leone Smith Baxter begin their consulting firm Campaigns, Inc. (Panage a6,

Watson and Campbell 2003). Since then, the industry has seen tremendous and consistent
growth. In 1967 the American Association of Political consultants was formed, aedissmc
political consultants have been prominent figures in American political camp&igh'sies

1989, Medvic 2001).

The shift from party-centered elections to candidate-centered eledntasts played a
significant role in the advancement of consulting (Watson and Campbell 2003).The dependenc
on consultants stems from the inability of the parties to accommodate individualatasdn
the current candidate-centered electoral climate (Panagopoulus 2006; KolodrogandlL998).

Parties were unable to provide candidates with “specific information and peestgghiniques
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candidates need for victory” which forced candidates to find outside sources cdpedridlmg
campaign needs (Kolodny 2000, 116). The deterioration of the parties as campaign towganiza
left candidates with no choice but to seek out the assistance they needed througls@urtsede
(Burton and Shea 2003). In the past consultants worked in the shadows, whereas now they are

often at the forefront of the campaign.

Political consultants have gone from being a behind-the-scenes figurectgaizable
face of a campaign. In some instances, campaign consultants have morphed icab ‘igteits”
with appearances on television shows and publishing best-selling novels (Medvic 2001, 67). For
example, the 1992 filmithe WarRoom is a political documentary focusing on Bill Clinton’s
presidential campaign efforts. The film focused more on the paid political camtsutthan on
Clinton himself, which left Stephanopoulos, Carville, and Matalin recognizablecpbfijures
(Burton and Shea 2003; Medvic 2001). In 1994, Democratic hopefuls fought to gain the services
of political consultant Robert Shrum, who served as Gore’s campaign consultant in 2000, due t
his skills and reputation as an expert in the field (Burton and Shea 2003). Consultants have a
solidified presence in American politics and it is therefore imperative thgiam a better

understanding of their insight into negative political advertising.

Types of Consultants

Professional political campaign consultants are charged with the task of\isuraj and
rhetorical image specialists” who make a living “marketing aitra@nd viable candidates”
(Panagopoulos 2006, 867). A consultant’s perspective on a campaign differs from that of a

journalist or an academician, with the consultant’s main focus being centerethmaigra
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strategy (Burton and Shea 2003). Consultants are able to consider strategigrca@qaions

and determine the potential outcomes of these decisions based on the knowledge theypossess i
their field (Burton and Shea 2003). Consultants can be categorized into groups depending on
their area of expertise (Medvic 2001). These groups are classified bytcapiuiction and are

as follows: general, fundraising, vendor, and media.

General

A general political consultant is a person who engages in day-to-day caraptvgres
such as handing out yard signs and bumper stickers, organizing volunteers, mggisteris,
scheduling events for the candidate, and other various campaign-related ideemison, 2010;
Medvic 2001). Generalists know something about every element of a campaign and give
candidates advice on every aspect of their campaign (Medvic 2001; DeVries 198@)tyiies
of consultants serve the campaign on a regular basis to develop message, themealand over
campaign strategy (Dulio 2003). General consultants are considered to be exakwotating
resources in order to maximize a candidate’s budget (Medvic 2001). There aredewpaign
generalists now than in the past because the field of campaign consulting iskemgwer by
specialists (Herrnson 2005). The sophisticated nature and technologicallicssicts of
campaigns dictates that a consultant must have a certain type of knowledgdittaly
specialized, an area in which general consultants require assistance2(@J3d). This demand
for more specialized knowledge has resulted in the separation of consultants irdgb sever
categories. Most frequently a campaign will employ the help of consulf@et®bzing in

fundraising, polling, vendors, and media.
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Fundraising

As previously mentioned, campaigns require a serious amount of money in order to
function properly (Burton and Shea 2010; Nelson and Herrnson 2004). As such, the job of
fundraiser is another extremely important role for the consultant. Thef iaenpaign cost is
considerable and therefore fundraising has become a full-time job spanning bdeyond t
capabilities of the general consultant. Generating letters to donors and pdtambis,
maintaining donor lists, placing fundraising calls, organizing fundraising £\veemd raising
money via the Internet are all dimensions of fundraising that require fdlgitantion (Burton
and Shea 2010; Herrnson 2005; Nelson and Herrnson 2004). Professional fundraisers must
determine how much money is needed based on projections by the general coasuligot
forth with planned strategies to raise the money needed (Burton and Shea 2010). Adiuisdrais

indispensible to a campaign, and vital for campaign success.

Pollsters

Pollsters are campaign consultants primarily responsible for conglsctivey-based
research yielding statistical data that provides important informatiarcampaign (Dulio 2003).
Polls are imperative to campaign success, as they provide vital informatiorsghehpablic’s
perception of candidate strengths and weaknesses, how likely it is the publatevibr a
candidate or potential problems that may arise on the campaign trail (Medvic PB@3gsults
of polls are used by general and media consultants to refine a campaign medsadesp
determine how campaign resources would be best utilized (Herrnson 2005). dkellthd

pulse of the public” and help other consultants determine how to proceed with campaign affa
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(Medvic 2003, p. 34). A pollster deals in surveys and statistics, and provides a cawigiaign

much needed insight into the opinions of voters.

Vendor

Vendors are professional campaign consultants who provide valuable information to
campaigns, but in a way that differs from pollsters (Watson and Campbell 2003). Vendors
provide lists, or banks and voter files, of information the campaign is unable to gathecesxl ac
on their own (Watson and Campbell 2003). The information a vendor provides are lists that
include the contact information of registered voters within a districtn@ftees these lists may
include voters’ party identification, or information regarding past campaign dasgBurton
and Shea 2010). Campaign organizations make use of these lists when sending out tatgeted ma
pieces, making phone calls on behalf of a candidate, or when attempting to raige Wsomg a
vendor’s services ensures a direct contact to voters in a candidate’s diateaby and this
contact may make a significant difference in the outcome of the campaighgda 2004). Lists
provided by vendors are highly valued, as are the vendors charged with gathering and

maintaining the information.

Media

In 1956, Kelley claimed that as our communication methods became more sojglistica
and technical, politicians would need the help of political consultants to navigaléithet

technical waters. In campaigns today a technical political considtane who deals primarily
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in media consultation (Watson and Campbell 2003). Media consultants are tasked with
developing a candidate’s television persona by deciding what image a castmiateproject

in order to align with the designated campaign message (Burton and Shea 2010). These
consultants are considered to be “artists using creativity and intuition” taldppeters

(Herrnson 2005, p. 178). Media consultants create advertisements that alignavthdate’s
persona and campaign message in an attempt to shape public views on candidatessaras the |

(West 2005). In terms of this research, the main focus will be on media consultants

Aside from being categorized according to specialization, professional @ntsulte
also sorted based on the type of campaign they are most likely to run. Consuliaot® o to
focus on local, state, or federal elections. Most consultants have a tendanty ttombination
of either local/state, or state and federal elections. Prior to the 1960’s modég®litical
consultants were only utilized by candidates engaged in U.S. Senate vhezaatprial
elections, or presidential races (DeVries 1989). However, professionphicamservices are
now used at all levels including state legislative races and local eled®ietnadqca 1989).
Despite the common presence of consultants in the political process, not alhelsamée

outlook of these campaign specialists.

Views on Consultants
Ally View

Those with an Ally View perspective believe consultants benefit Anregoaernment
by sparking citizen interest in the political process. These individual¥®elmsultants are not

unaware of a party’s mission and are known to work with members of the party thdy ident
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with. From the ally view perception consultants appear to value the goatmdiydecause they
have more than likely worked with that party in the past (Kolodny and Logan 1998). Over 50%
of professional consultants claim to be motivated by their own personal ideMedyi¢ 2003).
From the ally view standpoint, consultants have a vested interest in the poldmesgrand

work to increase political awareness.

Adversarial View

Those with an adversarial view of consultants take the stance that considtaots
compliment parties, and act primarily as an advertising agency thaiygrthe candidate as a
product to be sold (Kolodny and Logan 1998). From the perspective of the adversariaisview i
not uncommon for consultants to make decisions that may contradict the messagadfthe
and confuse or disenchant voters. Furthermore, the adversarial view contends thttritens
weaken the two party system as candidates are more prone to deal witracts sudin parties
(DeVries 1989). The use of consultants encourages candidate-centered electmndyives
individual candidates further away from political parties (Thurber 1998). Asdatedibecome
more capable of running successful elections, parties lose power and aigfin the overall
process. From the outlook of the adversarial viewpoint this is a detriment to theappitiicess

as a whole.

In reality consultants are not in opposition to political parties, and do not set cartkto w
against party efforts. In fact, 52% of professional campaign consultants worketyipgigics
before becoming an independent consultant (Kolodny and Logan 1998). Those who did not work
directly for a party worked in a capacity affiliated with the pollt@m@®cess such as individual

campaigns or government jobs (Kolodny and Logan 1998). Some professional consalsng f
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make clear their political affiliation and will only work for candidates ahgn with their party
leanings (Medvic 2003). Overall, campaign consultants are more likely to hategboli
experience, and therefore understand the function and purpose of political pafesmkand
Logan 1998). A consultant’s goal is to win an election for a candidate, not to ieterterthe

functions of political parties.

Prior Consultant Research

There is not a significant amount of research to reflect the impact, behavor, a
influence of professional political campaign consultants (Panagopoulas 2006¢Med\ienart
1997). Past research acknowledges the existence of consultants and trastsriheflthe
consulting business in America. There is a serious gap in the researdhdrperspective of the
political consultant. Therefore, this manuscript offers insight into an undexrcbse area of an
important aspect of campaign communication, and of the overall political probessesearch
sets out to examine aspects of negative political advertising that have prelbeersignored or
under-researched. Prior research focused on the impact of negative adeatisamthe voter.
This research attempts to consider negative advertisements from the {persdebe
candidates and the consultants, in addition to the voters. It is this aspect oé#netrésat
renders it unique. Additionally, this research looks at the phenomenon of negative agvertisi
through a mixed-methods approach. By conducting an analysis of available dgatag@ed
implementing an experiment, and conducting a rich qualitative examinationsbés ek

attempts to present new insight into the world of negative political advertising.
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Chapter Two

Gender, Ads, and Stereotypes: Negative Advertisement Content of Congsemnal
Candidates

As part of an online question and answer segment sponsored by Wisconsin Public
Television (2001), “The :30 Second Candidate”, Republican media consultant, Alex
Castellanos, was asked to share why “good old fashion progressive, call it dorapara
call it negative advertising is good for democracy”. The Cuban-born medegsitarho
helped structure and write the political advertising campaigns of Republicadaiasdi
running at all levels of government including both presidential hopefuls Bob Dole and

later George H.W. Bush, supplied the following response:

“You want to make sure voters hear at least both sides and can make a choicgeBut m
than that it's the most creative part of the process. It's whatthesost opportunity for
change and growth. If you take all the negative aspects out of politics, dik@alt the
chaos out of politics, if you take all the divisiveness out of politit@twour left with is,

is very bland, unimaginative oatmeal.”

The purpose of this chapter is to further our understanding of how the “oatmeal”, or
negative political advertisements, are used in campaigns. More specifioadly to determine
whether gender stereotypes impact the content of negative political sevetits. Citizens see
male and female candidates as possessing different charactemgtitasaume candidates
respond accordingly when crafting political advertisements. Stereotydeadale candidates
are seen as more capable of handling compassion issues; conversely mdiesaac often
seen as better equipped to handle issues such as the economy and defense spending (Shaffner
2005, Kahn 1993). Therefore, women feel compelled to prove competency on certain policy
issues to overcome stereotypical ideas. Considering these stereotypest female candidates
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to be more likely to launch a policy-based attack, while male candidatesennagrb apt to
attack on personal issues. Support for the hypothesis is evident in 2002 competisiandace

2002 Senate races.

While past research quotes female candidates as saying they are wot of fssing
personal information in negative advertisements, existing research irettligafls to
empirically support or disprove these stated opinions (Herrnson and Lucas 2006). 8drishres
seeks to better understand the negative campaigning strategies used ey ésmiaates
running for Congress and examines the 2002 and 2004 Congressional elections. Furthermore,
this research seeks to identify whether the gender of a candidate impauissgage content of
a negative political advertisement. If the statements made by fearal@lates ring true, then
female candidates are more likely to use policy based attacks than petismhkal\aithin their
negative advertisements. | ask the question, are female candidates niptbdikenale
candidates to attack their political opponents on policy issues compared to pes@sd is
Considering the statements of both male and female candidates | construébddwilirey

hypothesis:

Hypothesis: female candidates are more likely to attack their opponents on polisy issue
while male candidates are more likely to attack their opponents on personal issues.

Data/Methods

In order to test this hypothesis, | examined data compiled by the Wisconsinigidger
Project (WiscAds), which analyzes campaign advertisements for Houseaate Eaces in the
nation’s 100 largest media markets. | examined data from the 2002 and 2004 Congressional
elections. The advertisements were coded for content and still shots of thesachent were

constructed, including a complete transcript of all audio and a still capturergffevgh second
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of video (Goldstein and Rivlin 2005). Advertisements were differentiated as those aumi to

promote a candidate, attack the opposition, or distinguish the contrasting quahtiesrbtite
candidates. Advertisements that promote a candidate are defined as thosegafhsreessages

that encourage name recognition, reinforce the good character or policy sttacasdidate,

and introduce the public to a candidate in a positive way (Jacobson 2004). Ads that are, negative
or intended to attack the opposition, consist of messages that attempt to shed light on the
opposition’s past indiscretions, point out policy flaws, and generally paint a negatnzet wdr

the opposition (Yoon, Pinkleton and Ko 2005). Ads intending to promote a candidate were coded
as “1”, and ads attacking a candidate were coded as “2”. For the purposes aflihisfsicus

on these negatively coded advertisements.

Table 2.1: Tone in 2002 and 2004 Congressional Races

2002 2004
HOUSE
Attack 26% 36%
Contrast 16% 21%
Promote 58% 43%
Total Spots 297,205 240,246
SENATE
Attack 31% 25%
Contrast 17% 26%
Promote 52% 49%
Total Spots 271,074 240,593

Note: Table consists of television advertisemsptmsored by candidates, political parties, areté@st groups in
both House and Senate races in 2002 and 2004.

In addition to the type of advertisement used in a campaign, the ads were caded for

wide range of campaign themes and issues. This coding provides opportunity to dédsggnate

32



dependent variable and determine if there is a propensity for women and men to run using
specific content such as personal and policy issues. By identifying the mliffesees and coding
them accordingly, it is possible to determine if gender plays a role in inilhgeacd shaping the
content of negative advertisements. Personal issues were coded as 1 and inabixge neg
advertisements where the candidate attacks their opponent based on his personal
characterizations (Goldstein and Rivlin 2005). Policy issues were coded asdvehiisement
from Chris Chocola’s campaign helps to illustrate what is meant as a neggatarisement.
The advertisement begins by identifying Chocola’s opponent, Jill Long Thompson, and

immediately aligning her with Hilary Clinton. The ad states verbatim,

“As the Congresswoman from Ft. Wayne, Jill Long Thompson co-
sponsored Hilary’s plan to raise your taxes by billions”.

The advertisement appears to be an attack on Thompson'’s policy stance on taxes, but it i

clear the attack is personal when the ad continues by stating:

“What's worse is the House Ethics Committee found Jill wrote 21

bad checks in the House bank scandal. The Journal Gazette called

the bad checks “interest free loans” and said they’re an “abuse of

power” and a “question of character”... bad checks is a question

of character”.

Various policy related topics considered include health care, abortios, sax@emilitary

spending or defense stance amongst others (Goldstein and Rivlin 2005). An adeattisem
Jean Carnahan’s campaign provides an example of policy related attacks. Thisesugnat

states the problem and addresses the past policy indiscretions of the incumb&atedt, as

follows:
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“We absolutely need to provide good quality prescription drugs to
our seniors. “ [Announcer]: Just a minute, Jim. Should we believe
your ads or your record? In Congress, Talent voted against a
guaranteed Medicare prescription drug benefit. Check his record.
And he voted to cut Medicare by more than $270 billion dollars to
give tax breaks to millionaires. So, Jim Talent can keep talking but
his record is clear, he voted to cut Medicare and is against
prescription drug benefits for seniors.”

These are just two examples of the various personal and policy attacks launched during
the 2002 election cycle. However, they are clear indications of the differencesbhea
personal and policy related attack. Personal attacks focus on the indiscretlemsdividual
that involve questions of their character when dealing with issues that are esgardyg
legislative in nature. Policy attacks focus primarily on the oppositioaigston an issue, past
votes made, or campaign platform. While both personal and policy issues focus piamaril
choices made by the opposition, they look at two different aspects of the oppsgf4iteprnd

attack the opposition in an entirely different fashion.

In addition to the favored candidate’s partisanship (Democrats coded as 0 and
Republicans coded as 1 by the Wisconsin Advertising Project) | coded for salditainal
controls. First | added controls for the electoral context including dichotomaablearif the
contested seat is open, coded as 1, or closed, coded as 0 and the incumbency status efithe favor
candidate, O if not the incumbent and 1 for the incumbent. | also added a control for the overall
competitiveness of the race as measured by the total amount of advertisementwishiova
particular advertising market. | ranked the markets in terms of the totaird of general
election advertisements run and classified the top twenty markets as ¢wepadded as 1, and
the bottom eighty markets as non-competitive, coded as 0 (See Appendix fordidipriEyear

was coded as 0 for 2002, and 1 for 2004. Lastly, as | am primarily focused on gendemachk&er
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in negative campaigning strategies, it is important to provide a control faatedessel gender
context. As more female candidates run for, and win, elected office peopleeraagustomed to
seeing women as legitimate office holders. This would decrease the prppenfgmale
candidates to adapt their message to stereotypical classificationssdid in Chapter 1.
Therefore | include a control for the percentage of women elected in théegfiatature for the
state in which the election resides (Women’s Legislative Network 2005), Nesd these
variables to estimate a logistic regression model to better understanttioaship between

gender and negative campaign tactics.

Results

Table 2.2 indicates that in 2002 and 2004 there is no difference in the negative
advertisement content of male and female candidates running for office. Hoimetheise years
incumbency has an impact on the content of a negative political advertisement. Inksumbe
appear to be more likely to attack an opponent on personal issues in the 2002 and 2004 election
cycles. Incumbents traditionally have a high re-election rate, and thislimayttzem to feel
secure enough in their electoral chances to attack an opponent using pergesalrissmbents
typically have more money to spend, which may afford them the opportunity to emplogl seve
advertising strategies that non-incumbents cannot afford. Incumbents mag be labihch
several different advertisements with a variety of messages, whaedengers may be forced
to choose the type of ad that will garner the most votes. Finally, incumbentsenfaged to
attack the opposition on personal issues since the opposing candidate may have no political

record to criticize.
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Party also significantly impacts the type of attack a candidate choagbsifo
advertisement. According to Table 2.2, Democrats are less likely to go petaanglan
election cycle. It could be that there are qualities that Republicans ptisgesiake them more
likely to attack on personal issues. Republicans may not feel as compelledrtd skefreotypes,

or may feel more comfortable personally attacking the opposition.

Table 2.2: Congressional Candidates’ Choice of Negative Advertisement:
Personal vs. Policy

Coefficients Combined
Candidate Gender -0.21
(Female=1) (0.22)

Incumbency 0.32**
(0.20)
Open Seat 0.29
(0.24)
% Women Legislature 0.00
(0.01)
Competitiveness -0.05
(0.19)
Democrat -0.26**
(0.18)
Election Year 0.58*
(0.19)
Office: House or Senate -0.01
(0.19)
Intercept -1.56*
(0.58)
R Squared 19.22
N 783

Note: Estimates from logistic regression. Coefficients are estimated for both chambers of Congress while
combining the 2002/2004 data. Dependent variable is a measure for tactics within negative advertising, personal
attack is coded as 1 and policy is coded as 0. Standard errors are located within parenthesis. “*” indicates
statistical significance at p<0.01 level, “**” indicates statistical significance at p<.10 level, and “***” indicates
statistical significance at p<.20.
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As indicated in Table 2.3, the level of competitiveness in a race impacts the atfsckf
found within a negative advertisement. It is evident that in the 2002 and 2004 electioracycles
gender gap occurred and support for the hypothesis is found. In competityéeracde
candidates pulled away from using personal attacks, while male candidateseddhear use of
personal attacks. This phenomenon does not appear when examining non-competitive races.
There is something about a competitive race that causes male and ferdalatea to focus on
different types of attacks when going negative. It could be that the themrifamale
candidates responding to voter stereotypes is accurate. Female candiglatgskna policy
issues, especially in competitive races where exposure increases,tengst & appear more
capable of serving in higher office. Male candidates in competitive racetepidgss pressure
to stick to policy issues because voters typically assume male candi@atgseaently more
suited to hold political office.

There are several other variables of significance found when examining €saged
candidates’ choice to use personal or policy attacks within their negativeiseivertts.
Incumbency, party, and office being sought all impact a candidate’s choittaakd. &ncumbents
are more likely to attack on personal issues in competitive races, butsikdlsto attack on
personal issues in non-competitive races. In addition to the reasons why incumdngteoose
this tactic stated above, incumbents do not need to spend an overwhelming amount of resources
on advertisements in races that are not competitive. Therefore, insteadlohgtéachallenger
that does not have much hope of unseating the incumbent, the incumbent will save his or her
resources.

In addition to gender and incumbency, being a Democrat impacts the type loliatdan

a competitive race, but has no significance in a non-competitive race. Desraversdss likely
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to go personal in a competitive race. It may be that Democrats and Republicadsfaesmat

outlooks on personal attacks, with Republicans feeling more inclined to launch persmkal at
Finally, the level of office a candidate is seeking impacts the choice fmetsenal or

policy-based attacks. Candidates running for Senate are more likely toaattapponent on

personal issues. This is true for both competitive and non-competitive races.

Table 2.3: Congressional Candidates’ Choice of Negative Advertisement:
By Level of Competitiveness

Coefficients Competitive Non-Competitive
Candidate Gender -0.65** -0.18
(0.41) (0.27)
Incumbency 0.51** 0.22
(0.32) (0.27)
Open Seat -0.27 0.44**
(0.47) (0.30)
% Women Legislature 0.02 -0.00
(0.02) (0.02)
Democrat -0.60* -0.05
(0.31) (0.23)
Election Year 0.81* 0.41*
(0.32) (0.24)
Office (House or 0.39 -0.26
Senate) (0.32) (0.25)
Intercept -2.85* -0.75
(1.01) (0.73)
R Squared 21.87 5.85
N 333 450

Note: Estimates from logistic regression. Coefficients are estimated for both chambers of Congress while
combining the 2002/2004 data. Dependent variable is a measure for tactics within negative advertising,
personal attack is coded as 1 and policy is coded as 0. Standard errors are located within parenthesis.
Competitiveness of the races is coded as 0, and non-competitiveness is coded as 1. “*” indicates statistical
significance at p<0.01 level, “**” indicates statistical significance at p<.10 level, and “***” indicates
statistical significance at p<.20.
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When separating the election cycles by year and examining the level pétitbraness
in the races there is further evidence of a gender gap, as evident in TaleQ0R, female
candidates in competitive races were less likely than male candidateskoosm personal
issues. Party is also significant in 2002. Democrat candidates avoided attac&pmpaent on a
personal basis, however, in non-competitive races in 2002 Republicans and Dembenads be
similarly in regards to using personal attacks. Both refrain from goirsgpairin a negative
advertisement when the race is not competitive. This could indicate that ajtactandidate on
personal issues is a tactic used only when races become competitive. Péabkipg ah non-

competitive races is a turn-off for voters, and a poor strategic choice foaurtigaign.

What is also interesting is that the data indicates in the event of an open sedateandi
will attack on personal issues. Open-seat elections may be more corafkéh races involving
an incumbent, and we know candidates to attack more on personal issues in competitive rac
Perhaps candidates choose to run policy-based attacks when facing an incumibeetthata
incumbent has a legislative record. The legislative record may provide anumdoitthe attack
a candidate needs to be victorious in an election. Candidates’ willingness to golperanna
open-seat election could occur because opposing candidates are not beingdeagaiase an

elected official.

The gender gap found in the 2002 election cycle was not found in 2004, as displayed in
Table 2.5. There are less competitive races in 2004 than 2002 which could explain the lack of
significance. As reflected in the table, the sign is in the right directidrcansistent with the
2002 findings, however that is not enough to claim significance. Perhaps if thenmarere

cases of competitive races in 2004 significance could be found.
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Table 2.4: 2002 Congressional Candidates’ Choice of Negative Advertisement:

By Level of Competitiveness

Coefficients Competitive Non-Competitive 2002

Gender -1.30* -0.29 -0.59**
(0.78) (0.46) (0.37)

Incumbency 0.13 0.42 0.34
(0.41) (0.49) (0.30)

Open Seat 0.73** 0.68** 0.73*
(0.55) (0.46) (0.34)

% Women Legislature -0.00 0.03 0.01
(0.03) (0.03) (0.02)

Democrat -0.53** -0.36 -0.49*
(0.39) (0.39) (0.27)

Office 0.73* -0.19 0.30
(0.39) (0.41) (0.28)

Intercept -3.24* -1.55 -2.41*
(1.28) (1.38) (0.97)

R Squared 15.07 6.36 17.26
N 240 190 430

Note: Estimates from logistic regression. Coefficients are estimated for both chambers of Congress in the 2002 election cycle.
Dependent variable is a measure for tactics within negative advertising, personal attack is coded as 1 and policy is coded as 0.

Standard errors are located within parenthesis. Competitiveness of the races is coded as 0, and non-competitiveness is coded

as 1. “*”indicates statistical significance at p<0.01 level, “**” indicates statistical significance at p<.10 level, and “***”

indicates statistical significance at p<.20.
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Table 2.5: 2004 Congressional Candidates’ Choice of Negative Advertisement:
By Level of Competitiveness

Coefficients Competitive Non-Competitive 2004
Gender -0.59 -0.11 0.06
(0.71) (0.35) (0.28)
Incumbency 1.26* 0.15 0.44**
(0.72) (0.34) (0.29)
Open Seat -1.07 0.22 -0.20
(0.89) (0.43) (0.37)
% Women Legislature 0.03 -0.02 -0.00
(0.03) (0.02) (0.02)
Democrat -0.49 0.17 -0.02
(0.56) (0.30) (0.26)
Office -0.55 -0.06 -0.28
(0.61) (0.35) (0.29)
Intercept -0.08 -0.51 -0.37
(1.87) (0.89) (0.77)
R Squared 11.78 1.93 5.13
N 93 260 353

Note: Estimates from logistic regression. Coefficients are estimated for both chambers of Congress in the 2004 election cycle.
Dependent variable is a measure for tactics within negative advertising, personal attack is coded as 1 and policy is coded as 0.
Standard errors are located within parenthesis. Competitiveness of the races is coded as 0, and non-competitiveness is coded
as 1. “*”indicates statistical significance at p<0.01 level, “**” indicates statistical significance at p<.10 level, and “***”
indicates statistical significance at p<.20.
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After breaking down the election cycles by year and by level of officeahédidate was
vying for it is evident there is no gender gap for 2002 House candidates, as digplagbtei
2.6. However, female candidates running for Senate in 2002 are less likely to attackooalper
issues, thereby supporting the hypothesis. When examining the 2004 election dyide (Ma
there is clearly no evidence of a gender gap in either the House or the Sesat@itzat could
explain the gender gap found in the 2002 races for Senate? Perhaps there wesmaiere f
candidates facing incumbents, or engaged in more competitive races than in 2004reHsednc
amount of female candidates could have caused the gender gap to be more visible in 2002 than in
2004. 2002 was a mid-term election year, which stands to reason there would be less voter
attention and turnout in the electoral contests. Furthermore, people voting in themmid-te
elections were more likely very interested in politics and knowledgeable abuiaaptbpics.
Perhaps female candidates knew voters in the midterm elections would be maa&lgolit
informed, and felt more compelled to appear as serious politicians. According tertiteile on
stereotypes, these female candidates may have been sticking to policyttzadsd@ appear
more viable to voters naturally inclined to find female candidates less quiaWfieatever the

explanation may be, it is clear there is a gender gap in the 2002 Senate races, but not in 2004.
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Table 2.6: 2002 Congressional Candidates’ Choice of Negative Advertisement
Personal v. Policy

Coefficients House Senate
Gender -0.36 -1.35*
(0.43) (0.82)
Incumbency 0.05 0.80**
(0.40) (0.50)
Open Seat 0.64** 1.14*
(0.42) (0.62)
% Women Legislature 0.00 0.03
(0.02) (0.03)
Competitiveness 0.20 -0.83*
(0.33) (0.49)
Democrat -0.30 -0.87*
(0.34) (0.48)
Intercept -1.50* -1.92*
(0.60) (1.00)
R Squared 5.30 18.03
N 256 174

Note: Estimates from logistic regression. Coefficients are estimated for both chambers of Congress in the 2002 election cycle.
Dependent variable is a measure for tactics within negative advertising, personal attack is coded as 1 and policy is coded as 0.
Standard errors are located within parenthesis. Competitiveness of the races is coded as 0, and non-competitiveness is coded
as 1. “*” indicates statistical significance at p<0.01 level, “**” indicates statistical significance at p<.10 level, and “***”
indicates statistical significance at p<.20.
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Table 2.7: 2004 Congressional Candidates’ Choice of Negative Advertisement

Coefficients House Senate
Gender -0.14 0.03
(0.35) (0.64)
Incumbency 0.24 1.28*
(0.33) (0.66)
Open Seat -0.28 Missing
(0.38)
% Women Legislature 0.01 -0.04
(0.02) (0.03)
Competitiveness 0.16 1.07*
(0.33) (0.68)
Democrat -0.41 0.75**
(0.33) (0.56)
Intercept -1.09* -0.95**
(0.54) (0.59)
R Squared 3.76 7.55
N 252 101

Note: Estimates from logistic regression. Coefficients are estimated for both chambers of Congress in the 2002 election cycle.
Dependent variable is a measure for tactics within negative advertising, personal attack is coded as 1 and policy is coded as 0.
Standard errors are located within parenthesis. Competitiveness of the races is coded as 0, and non-competitiveness is coded
as 1. “*”indicates statistical significance at p<0.01 level, “**” indicates statistical significance at p<.10 level, and “***”

indicates statistical significance at p<.20.
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Overall, there is evidence to support the hypothesis that female candidatesatdely
to attack on policy issues than male candidates. In the event of competitsjgoatieularly in
2002, and in the case of women running for Senate in 2002 we see that female candidates a
less likely to attack on personal issues than male candidates. At this point eapsafua the
lack of significance in non-competitive races and certain House and Sematamapurely

speculative. Further research must be done to pinpoint the exact reasoning beaifiddings.

Discussion

Each election has the potential to vary substantially depending on who entergthe rac
Every election cycle will produce new challengers who may opt to attack anbeotirithe
content of these messages will differ among election cycles and this cpldthdke
discrepancies found among the 2002 and 2004 election cycles. Perhaps the explahétion is
female candidates are just now making their mark in politics and starting tofiwerabre than
ever before. Women have faced significant challenges to win a position withpolitheal
process, and perhaps female candidates feel compelled to stick to attaoksytha viewed by
voters as more fact-based in order to appear more qualified for office. Whisieeveasoning, it

is clear a gender gap does exist and we must discover why this happens.

A possible explanation for the lack of consistent gender disparities in negative
advertisements could be that gender-based stereotypes are not as present dsvatteAlsenve
witness an increasing number of women running for political office and winningyibenehat
gender stereotypes are not as present in the public’s perception as they endktinee

stereotypes do continue to exist they may be exaggerated by the media (DolaiM20@b)
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attention to the importance of gender in political campaigns may produce theasgopeair
stereotypical notions that are actually dwindling in the minds of citizens. A @btexyplanation
for the lack of a gender gap in some of the findings may be a result of more wadespre
acceptance of females as elected officials. As more females rurii¢erarid secure spots in
Congress, the more likely it is that people will accept female candiaataable office holders.
Candidates may not feel it is necessary to overcompensate for stereotypesytha longer

exist in society.

The similarities in all the elections studied outside of competitive racethar2d02
Senate contests could also be attributed to the possibility that media consudtaespansible
for shaping televised campaign messages. These consultants are respansiftlerfcing the
direction and tone of the advertisements (Panagopoulus 2006). Perhaps consultants, and not
candidates, controlled the message of a campaign ad, and therefore the carpbdstective
was not included in the creation of the advertisement. Consultants generatingiadvert
message content may have a different goal in mind than that of the candidate,efodether
produce an overall different ad message devoid of reactions to stereotypes. €amsideration
of the consultant’s role in negative advertising message content may be found it the ne

chapter.

A final possible explanation could be that candidates act rationally and simply respond t
the opinions and attitudes of the voters in their district. Candidates first and fockrsios re-
election and in order to attain that goal they must appease voters by understantiagugba
voters’ value most (Jacobson, 2004). A candidate who understands the desires of the voting
public is then wise to focus on those issues as opposed to reacting to possible stefidaypes

2002 competitive races and 2002 Senate results may very well be indicative oatemdildo
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are focused on what the public wants from a political leader, and are respondipglvei-

based advertisements.

Future Research

Considering these findings and possible explanations, | suggest future rasearche
advance the study of gender and negative advertising techniques by exanurergjeutions.
As | showed through the exploration of two Congressional election yearppgsible for
behavior and advertising techniques to be consistent with gender stereotypesh Throug
investigating more elections, patterns could be established to explain vadsatdeaidates to
follow stereotypical behavior or what leads them to run advertisements that dd imoo fal

stereotypes.

Additionally, research should be done to examine if candidates attack other candidate
differently because of that opposing candidate’s gender. For example, doescamdalate
attack another male differently than he attacks a female? Does a féimehkeadfemale the same
way she would attack a male? Answers to these questions would offer morehimdegtit into

the candidate’s choice for method of attack, as well as into the gender gap penome

As the significant findings in competitive races and the 2002 Senate electiaadandi
this study finds that in some election contests male and female candidate$enentdiypes of
negative advertisements. According to this research, a gender gap gl lexigher
examination of the negative political ad content of male and female candidates iel@thien
years may or may not help to reinforce the finding that men and women run differgaigasn
in regards to negative ad content under certain circumstances. This reseaanable
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extension to prior studies that have found similarities and differences betwieeantidemale
campaigns, and overall this study builds on the body of research about negativa politic

advertising.
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Chapter 3

Gender Goggles: Perceived Negativity in Campaign Advertisements

Political campaign advertisements are vital to campaigns, and negativisathents are
an increasingly popular campaign tool. Male and female candidates attempt tections by
tearing down opponents through the use of negative campaign advertisements.Uhtlaaisis
whether viewers perceive the message a candidate presents to be nsg@egdéive based on
the gender of the candidate sponsoring the ad. An experimental study was conducted to
determine if a candidate’s gender impacts a viewer’s perception of nggaiypolitical
advertisement was written and filmed once with a male candidate, and oncdemitala
candidate. This ad was then shown to separate groups who were then asked te eomple
guestionnaire regarding the treatment they were exposed to. The findings dicasiy@ind
gender does appear to impact a viewer’s perception of message negativity.

Prior research has been conducted to test whether listeners hearirgcanagiign
advertisement evaluated male and female candidates differently. T¢asate$ound that people
did not evaluate the candidates differently based on gender (Dinzes, 1994). However, the
message was an advertisement promoting a candidate that did not includeadimtynegthe
content of the message. By adding a negative element to the message, and shoverygeopl
images of a female or male candidate, a different response could be triggeiadalAnage has
the power to provoke emotions and may produce a more passionate response than an audio
message (Huddy and Gunnthorsdottir 2000). Furthermore, a negative messageevdl inci
stronger response than a benign message such as the ones that were presentegaarphs

(Pinkleton 1997). The combination of a visual image and negative content should incite a
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response contradictory to what has previously been found. This research seeks to extarsl pre
research on candidate communication and viewer perceptions by examinirggteleagative
political campaign advertisements.

As stated in Chapter 1, past research indicates that male and female earatielat
stereotyped by people as having different strengths and weaknesses (Fedikiay Kand
Woodall, 2009: 56; Sonbanmatsu, 2002; Fridkin and Kenney 1999; Dolan, 1998). Female
candidates are not seen as possessing the kind of expertise necessary to tkvan effe
officeholder, and are seen as being more emotional than male candidates (Kahn 1993; Hudd
and Capelos 2002; Sonbanmatsu, 2002). The perception of being emotional includes sensitivity
to issues, a willingness to cry or become upset in public, and being more likepréssex
displeasure in outbursts. Because people stereotype female candidaitemanner, it stands to
reason that people will perceive a negative message presented by a woemnantljiffthan a
negative message presented by a man. Viewers will perceive a mességevised political
advertisement to be more negative when it is presented by a female candidatedhat is

presented by a male candidate. Therefore, | propose the following hypothesis:

Hypothesis: Viewers will perceive a message in a televised politicaltesdveent to
be more negative when it is presented by a female candidate than when it is
presented by a male candidate.
Data/Methods
In order to test the hypothesis, an experiment was created that exposed suhbjects t
negative campaign advertisement highlighting either a male or a femdlieai@ as the main

subject of the advertisement. The benefit of an experiment comes from the freexbas om

controlling for outside forces that could harm the validity of the study. In todmst explain
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whether the gender of a candidate impacts the viewer’'s perception of nggativeikperiment
was designed to control for outside forces such as ad quality or candidate appbatacmdd
sway a voter’s opinion. The creation of the advertisement allowed for the &b#ihgure that
male and female treatments shown to individuals would be as identical as pospibliéical
advertisement was written and professionally filmed by an advertisergrg@nce with a male
candidate and once with a female candidate. The advertisement scriptféonéie candidate is

as follows:

“I'm Liz Davis and I've been getting to know my opponent Robert Jones. He

claims he’s a different kind of politician, but check his record: in 2010 he voted to

increase his own salary by 25%. He claims to be in support of campaign finance

reform, but has been fined over $10,000 by the Federal Election Commission for
campaign violations. He has one of the worst attendance records in Congress,
missing 95 votes last year. Maybe you should get to know Robert Jones too. After
all he’s just a typical politician.”

When filming the ad with the male candidate the names were changed toawdldhd
Linda Jones. Names were chosen by locating the third most common male and fsinale fi
names, and the fourth and sixth most common last names (namestatistic.conn3t @he f
second most common surnames were not used to avoid sounding too generic and therefore less
believable.

The dialogue in the advertisement was constructed to contain a negative massage
consideration was given to the level of negativity in the ad. While the message of the
advertisement must be negative in order to accurately test the hypothesisstage should not
be too harsh or negative in order to avoid a backlash effect. Some research shaggasts

extremely negative message may cause voters to negatively react to thatyegal not the

actual content of the advertisement (Pinkleton, 1997). The literature suggespoiidents
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exposed to the advertisement found the negative message to be too negative it istpastiele
blatant and offensive negativity would cause viewers to disengage completsbldBehere and
Kinder 1995; Ansolabehere, lyengar, Valentino 1994). By creating a more rieodegative
message it should emphasize the differences in perception of negativity basedenddreof
the candidate.

The “record” created for the candidates Robert Jones and Linda Jonestieastar
avoid issues with partisan attachments. For example, issues such as aborkes mata
alienate viewers or trigger biases held by viewers. Furthermore, theseuradsvymight have
been inclined to assess negativity based on partisan assumptions instead of benugthbye
the gender of the candidate. For example, a Democrat viewing the stimulaneapden more
likely to respond negatively to the message if it there were a Prokkeifieet in the message
(Bartels 2002). Therefore, it was necessary to use issues in the advertigerheould not
automatically be linked to a political party.

In order to ensure the reactions garnered by the advertisement could dsstiybuted
to gender and not to additional stimuli, a bare set was used and no music was incorporated into
the advertisement. Past research suggests visual images and music stirseamokt responses in
viewers, therefore music is absent from the ads to avoid a music-driven redihotdg &nd
Gunnthorsdottir 2000). The choice to use a plain backdrop was intentional and was chosen to
ensure the differences found in survey responses were attributed solelgdadidate and the
script of the advertisement. The risk of creating a sterile and potentiatglistic ad was
overshadowed by the desire to control for variables that could trigger a responss, isuades

Oor music.
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The actors used in the advertisements were selected because of theal ghydarities
and mannerisms (photos available in the Appendix). The actors in the ads areaal{biet
brother and sister. They both share significant physical similaritiésasubair and eye color,
comparable facial shapes and structures, and similar vocal qualities.tOisevaere directed to
offer line deliveries that were as identical as possible to ensureedites in viewers’ attitudes
about the candidates could not be attributed to different emotional responses steommihg fr
delivery of the lines in the script.

Because the advertisements were authentic and respondents held no pre-conceived
notions about the candidates in the ads, there was no need to ask attitudes prior tattreatme
Respondents were asked opinion questions regarding who they believed would besttreprese
their interests: a male or a female candidate, and if they felt aomi@male candidate would do
a better job of dealing with homeland security and education issues. By askmgjtestions it
would be possible to gauge whether a respondent was naturally inclined to faveraa ena
female candidate. In addition, the use of a pre-test was eliminated so @apmoiet respondents
with gender-specific questions before exposing them to the treatmeekdfople, if a
respondent was asked prior to seeing a campaign ad if they felt a male lerdentidate could
best represent their interests it is possible that those questions would haveedfltresir
thoughts on the male or female candidate in the video. In an attempt to avoid priming gender
stereotypes and triggering stereotypes that are known to exist, a decisimadet eliminate a
pre-test.

Participants in this study were exposed to either the male or fenatladrg and then
asked to respond to a series of survey questions. A copy of the full survey instruraaitaldea

in the Appendix. Questions ranged from basic demographic questions and politicaldgewle
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and interest questions, to questions specifically pertaining to the treatment#\fing

correctly identified the intent of the ad (to promote, attack, or compare), sespgndents were
asked to identify on a scale of 1-7, with one being very negative and 7 being vemepdsiti
they felt the message of the advertisement was positive or negative. Thigityegfzale allows
for measure of the dependent variable in this study.

Control variables such as party affiliation were coded as 1 for Demaera(3 for those
who identified otherwise. Respondents were asked to identify how often they dvatshig on
television on a 1-7 scale, with the numbers corresponding to the number of days laewesks
was viewed. The respondents’ gender was coded as 0 for males and 1 for females. The
experimental treatment was coded as 0 for male candidate and 1 for fandhtate.

The survey was administered to 285 undergraduate students at a public university in the
Midwest. Participants were enrolled primarily in lower division AmeriGawvernment courses
and were offered no compensation for their participation. Care was taken toteasstadents
had not previously been exposed to a discussion regarding media effects, nor hadrtse stude
done coursework or been presented with lectures regarding campaigns and elHutiGasnple
produced an equal number of male and female subjects, and all individuals partjaip#tis
research were of legal voting age. There was almost an equal number ahchédenale
respondents, however there was an overwhelmingly large response from individoaislix
identified with the Republican Party. As indicated in Table 2.1, 49% of respondénts sel
identified as Republicans. Additionally, the subjects were all undergraduatatstut® do not
watch the news often. However, because the goal of this study is to deterpaapl€’'s
perception of a message is impacted by a candidate’s gender, it does notiheoestsear if a

person is interested in politics or current events.

54



Table 3.1: Survey Respondent Demographics

Demographics Percentage

Gender

Male 51%

Female 49%
Party

Republican 49%

Democrat 20%

Independent 11%

Something Else 4%

Don’t Know 16%

News Watching Per Week

0 days 6%
1 day 38%
2 days 13%
3 days 14%
4 days 10%
5 days 8%
6 days 3%
7 days 8%

Out of 285 respondents made up of undergraduatkests enrolled in an American Government
course at a public university in the Midwest.

Findings

Upon analyzing the data, support for the hypothesis is found. The data reflects thie gende
of the candidate in a campaign advertisement does appear to impact the vieveepsign of
negativity, as seen in Table 3.2. A gender gap is evident with female viewesipgrenore
negativity in the advertisements than male viewers. Male and female viiferon their
perceptions of negativity, with male viewers being more positive than fenealerg. This
finding could be attributed to a number of things. First, research suggests thdatandi
attractiveness and likeability impacts an individual’s evaluation of thatdaedilt could be that
male viewers found the candidates more attractive or likeable than the faevaérs. Secondly,

the male viewers may have found the candidates more relatable than the fewais, widnich
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could impact how negative a viewer perceives a message to be. Lastly, pemraps/ifewers
are more critical of candidates running for political office than maleangwFemales are
participating in politics more frequently than in the past. Perhaps womeakang their
relatively new role in the political process seriously, and are therefataating candidates
differently than males.

The results of this study also indicate that the treatment is signifidanfemale
candidate in the treatment is seen by the viewers as more negative tmabetltandidate. As
previously stated, the candidates had similar physical appearancesheveaenie colors and
type of clothing, were on the same set under the same lighting, and wereedstouteliver the
identical message similarly. There were absolutely no differenche edivertisements, aside
from the gender of the candidates. Therefore, this would indicate that the yieotarmale and
female, were impacted by the gender of the candidate delivering the messatated in
Chapter 1, research indicates that people hold stereotypical notions about what asusim
female candidates are suited to handle well. Perhaps people are also nattliradigt to see a
female candidate as inherently more negative than a male candidatendiingsfiof this
research seem to indicate they do.

Table 3.2 also indicates that Democrat viewers perceive less negativigy in t
advertisements than viewers with other party affiliations. Perhaps Dats@ace more idealistic
than others about the political process, and do not perceive messages as negateshbers
of other parties. Democrats may possess qualities that naturally leatbthertess cynical,

which would cause them to see less negativity in the advertisements.
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Table 3.2: Impact of Candidate Gender on Viewers’ Perceptions of Messaljegativity

Coefficients Combined
Party 0.003*
(0.002)
Attention to News -0.03
(0.03)
Gender -0.49*
(0.14)
Treatment -0.27*
(0.14)
Intercept 2.74*
(0.15)
R Squared 5.82
N 285

Note: Coefficients are estimated for both male femdale treatment exposure using OLS. Dependent
variable is a measure for level of message neggatig perceived by the viewer, coded on a 1-7 scale
with 1 being most negative. Standard errors aratémtwithin parenthesis. “*” indicates statistical
significance at p <0.01 level, “**" indicates sfgtical significance at p <0.10 level, and “***"

indicates statistical significance at p <0.20 level

When examining the treatment effects by gender the treatment impaetanddemale
viewers differently, therefore supporting the hypothesis. Female vianeeraore likely than
male viewers to perceive female candidates as more negative (TablEh&3)ender gap
disappears when examining the male treatment. Could it be that females@yensore critical
of other females, or could it be that male viewers are more resistant tofiregiog the female
candidate’s message more negative than the male message? Perhapsiwaeddelt it
necessary to give what they thought was a more socially desirablerahbe/¢reatment and

survey was presented to them by a female researcher, and it is possible¢haspondents did
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not want to appear insensitive by claiming to perceive more negativity in tladefeandidate’s
message.

Table 3.3 also indicates that when a female candidate is present in the ahegrt|s
party affiliation is significant and Democrats perceive less negativihe ads than members of
other parties. Perhaps members of other parties viewing the ads could havedassufmmale
candidate was a Democrat, and therefore saw the ad as more negative thamDeeveers. It
could be that Democrat viewers liked the female candidate more, or found heelatzele,
and therefore were less likely to see the message as being negative. Berhapsts were in
favor of the female candidate because, as past research suggests, lthededidate was seen
as being capable to handle traditionally Democrats issues such as heagthccarelfare. The
idea that female candidates are seen as able to deal with these isslibavweil#d Democrats to
feel more favorably towards the female in the ad, and therefore perceise¢ggivity.

Table 3.3 Treatment Effects by Gender of Viewer

Coefficients Female Male
Party 0.004** 0.00
(0.002) (0.00)
News 0.00 -0.06
(0.05) (0.05)
Treatment -0.33* -0.24
(0.17) (0.21)
Intercept 2.18* 2.79*
(0.17) (0.21)
R Squared 1.78 1.23
N 140 145

Note: Coefficients are estimated for both male femdale treatment exposure using OLS. Dependerdablaris
a measure for level of message negativity as parddiy the viewer, coded on a 1-7 scale with 1deiost
negative. Standard errors are located within phesis. “*” indicates statistical significance a£.01 level,
“**" indicates statistical significance at p <0.1ével, and “***" indicates statistical significana p <0.20
level.
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Discussion

By conducting an experiment in which negative advertisements were writtdiinaed
once with a male candidate and once with a female candidate, precise conclugibesdnaavn
about the relationship between candidate gender and the impact on a viewer’s perception of
negativity. Survey data indicates four very important findings: female véeperceive more
negativity than male viewers, all viewers found the treatment with the fearadéate more
negative, Democrats perceive less negativity, and female viewers fiatefeamdidates more
negative than male viewers. As noted in Chapter 1, people have different perceptionsaddout m
and female candidates. It stands to reason that people would perceive differ¢hedsvel of
negativity found in the messages of male and female candidates. Exactly whysvied

female candidates more negative is yet to be determined.

Future Research

It would be worthwhile to administer this experiment to a larger, more divanrgae
population to see if any differences are found in the results. By increbhsisgrmple population
to include more Democrats, more racial diversity, and individuals not on a college cgmpus
may be possible to draw more conclusions about this phenomenon. Conversely, it would be
interesting to see if expanding the diversity of the survey did not change the oéshis study.

Future research should be done to see what factors may impact a viewssggiperof
negativity or candidate favorability. For example, replicating thieament and replacing male
and female candidates with a black and white candidate may help us to deterageanipacts
a viewer’s perception of negativity. Increasing the level of negativityeimthmessage, and
incorporating music and different background settings may also yieldedtitfersults.

Launching the experiment in a different area of the country would provide foioaaé
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comparison of data. Consideration should also be given to the idea that perhaps viewers’
perceptions of negativity will vary if a female candidate is attackimother female candidate.
There is much work to be done to determine how viewers are impacted by negatival polit
campaign advertisements so prevalent in our electoral process.

These findings have added to the existing research regarding the rbiatioetsveen
negative advertisements and citizens by proving there is a significant gapde viewer’'s
perceptions of negativity in political advertisements. Furthermore, tl@anagshas found that
Democrats perceive less negativity than people affiliated with otheegaahd that female
viewers see female candidates as being more negative than male vieawgosisHesearch has
attempted to draw connections between negative advertisements and citieensrbas
advertisements that have aired during actual election cycles. The pnuitkethis type of
research is that it is unable to really determine what element of the neghteréisement is
having an impact on the viewer. What is unique about this study is the experimental natur
which allowed for a more precise examination of the impact candidate gender hagersvi
perceptions of negativity. As such, this information is an extremely valuddhitoa to the body

of negative advertising information.
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Chapter 4

Theory vs. Practice: Discrepancies and Similarities between Campgai Consultants’
and Academicians’ Views on Negative Political Advertising

When asked to comment on negative political advertisements, one professional politica

consultant made the following comment:

“It is also one of the reasons why many good and qualified people would never
run for office. They just don’t need the grief.”

Much of the past research on negative political advertising focuses on whether
advertisements impact the political process, especially theiteffaccitizens’ attitudes and
behaviors. Academicians have been engaged in this debate for many years, anidswhile i
informative and interesting it is not conclusive. Whether or not ads have a positive torenega
impact is yet to be definitively determined. Yet what is clear is thaettypes of advertisements
do exist and, as stated in Chapter 1, are being used more frequently in evieny ejete. Some
candidates are subjecting themselves to “the grief” and therefore, it is amiprunderstand as
much as we can about negative political advertisements. In an attempt to expand our
understanding of negative ads, we must gather information from those who have agiaectt i
on the type of advertisements the public are exposed to; professional politicataotssin
order to draw more conclusions about negative political advertisements, politicalt&oiss
across America were asked to provide valuable insight into negative padicatisements.
Those responses were compared to the research done by academicians itvedibterm

discrepancies and similarities between campaign consultants’ and aciadsimiiews on
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negative political advertisements. In some instances these groups agree, basmmdbey

hold very different ideas regarding negative ads.

Data/Methods

In order to identify the discrepancies and similarities between consufiadts
academicians’ viewpoints, a seven question-open ended survey was sent to 10grcampai
consultants across the United States. Consultants were located by wildatapase provided
by Campaigns and Electioridagazine (nowPolitics), and from dmoz.org which is an open
directory project in partnership with AOL search. Emails were sent tpaigmconsultants
informing them of the research project, and inviting them to participate.urheysresponse rate

was a little over 20%, for a total of 22 completed surveys.

Consultants were asked to provide demographic information such as what level of
election the firm focuses on (state, federal, local, or a combination) redian the firm most
frequently represents, and if they are a Republican or Democrat consutting@insultants
were then asked to answer questions regarding negative political advertssdfoerixample,
consultants were asked to explain under what conditions negative advertisamerftsctive,
and whether negative advertisements are as effective for femaldatasdas they are for male
candidates. Furthermore, consultants were asked their thoughts on whethee Reigadre a
way to manipulate voters who do not have much knowledge of, or interest in politics. Finally,
consultants were inquired if campaign resources were better spent on negafigena
advertisements or positive campaign advertisements. Consultants weregorontpt‘explain”
and “why” to expand on their answers. A full copy of the survey instrument ietbrathe

Appendix.
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Consultant Demographics

The sample yielded a variety of consultants, all of whom regularly usestadeolitical
advertisements as a part of their campaign strategies. Exhibited en4l‘apthere was an even
split between consultants who considered themselves working for a Republicanditimose
who considered themselves a Democrat consulting firm. There was an acomgoltants from
across the country, with all four regions represented. 82% of the responseshweatted by
male consultants. Overall, there is a healthy mix of the level of race tantsuwork on, the
region they most frequently represent, and the self-professed polificatiah by consultants

responding to the survey.

Table 4.1: Consultant Demographics

Demographic Percentage N

Level of Race

Local 9% 2

State 32% 7

Federal 14% 3

Combination 45% 10
Region

East 23% 5

Midwest 13% 3

South 32% 7

West 32% 7
Party Affiliation of Firm

Republican 36% 8

Democrat 41% 9

Independent 9% 2

Bi-Partisan 5% 1

Non-Partisan 9% 2
Gender of Consultant

Male 82% 18

Female 18% 4

Note: Demographics from survey responses of 22e#gn consultants nationwide.
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Survey Responses

Negative Advertisement Effectiveness

Past academic research on political advertising states that negatwvesaly depresses voter
turnout, and that voters find these types of ads distasteful (Lau et al. 1999, Ansolahdheireder
1995, Ansolabehere, lyengar, and Valentino, 1994). Academicians have discovered that nega
advertisements actually deter individuals from the political process and sets @ntelections.
From the perspective of some researchers, negative political advenisearea problem to
democratic processes and undermine citizen engagement in political. &faivever, professional
political consultants do not appear to agree with these viewpoints. In fact, sevetatants stated
that negative advertisements are “always” effective and they “work is@mario”. If they weren't,
according to consultants, “you wouldn’t see as many as you see”.

When specifically asked “under what conditions are negative political sxbregnts
effective”, over % of the consultants said that negative ads are most effdotindghey are true.
Negative ads are effective when they are “fair and factuatlyrate in highlighting an issue or a
character flaw that voters need to know”, according to one consultant. Another aoinshdtred the

following example:

“For instance, a Sheriff in a neighboring county was driving intoxicated in his

Sherriff's vehicle and hit a parked car with a mother and child inside. The facts

are indisputable. | will certainly use this against him.”

Another consultant shared a story describing how they had attacked an incumbent by
highlighting the incumbent’s voting record in Congress. By showing voters that thebiecum

had the second worst voting record in Congress, the ad was very effective anddrtipgacte

voters without souring them to the election. Perhaps advertisements that areenegetture
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are considered more tolerable by the viewing public if they are producingifadormation
about the candidate being attacked. As stated in Chapter 1, negative advertisemantshooat
factual information than any other type of political ad. By using factual intowmgo create
negative advertisements, consultants are presenting valuable inforroaterpublic that is
negative, but educational and highly effective. Academic research supports thetitiedhta
negative advertisements is a condition by which these ads are more effeotvetudy found
that viewers tend to be more accepting of an attack if complimented by evidepcetimg the

attack (Kahn and Geer 1994).

23% of the consultants surveyed stated negative ads are most effective wteee the

used to show differences between candidates running for office. For example,

“The high cost of television advertising requires that ads highlight contrasts. So-
called negative ads usually focus on contrasts between the candidates, and thus
are more often used by voters to make voting decisions.”

A consultant explains when the ad displays “the contrast with the other canchahate”
that contrast “is clear on that issue”, an ad will be more effective. Aimegdtack focused on
the differences between candidates is an effective way of going negadivampaign, and
avoiding backlash from voters.

One respondent stated that a negative advertisement must be relevant arnefaiiset
the ad will “blow up in your face”, rendering the advertisement ineffective.stipports past
academic research that finds a backlash effect for negative adveritseirmat are perceived as

too negative (Kahn 1999, Pinkleton 1997). Consultants and academicians appear to agree that

negative advertisements are effective when the level of negativity is;mektreme. Negative
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advertisements focusing on personal attacks may then cross the line thaeseuaeptable and
unacceptable negative ads.

Furthermore, it appears that consultants and academicians agree that negative
advertisements focusing on personal issues are not effective. One conaidtahtise ad is a
gratuitous personal attack, it usually backfires”. Another stated thatdipal; mean-spirited”
ads may deter voters from choosing the candidate sponsoring that negative ad. Kahm and Gee
empirically support this viewpoint, as they found advertisements criticzirandidate on
personal issues made voters see the attacker as more negative thanidiatedasicg attacked
(2994). In sum, according to consultants and academics, negative advertiseeefiectve
campaign tools as long as there is no over-the-top personal attack within the ad.

Credibility of the speaker, relevance of the topic, and tone of the advertisemeitiutent
to the effectiveness of a negative political advertisement, accordingdol@ns. One
consultant offered a good explanation of an attack that lacks credibilitydogneing the
Clinton impeachment hearings. The Republican Party claimed, “...Clinton waslaapist”.

This attack lacked credibility, and therefore was rendered ineffectalen Knd Geer’s theory on
negative advertisements support the claims that negative ads are efideiveaformation is
supported, rather than when it appears fictitious (1994). These researchers foulsavirat

have more patience for negative advertisements if the ads focus on a sgmetfiand provide
information to support that issue. The Republican Party had no evidence to support the claim
about Clinton, and therefore the attack lacked credibility and had little imgectmportance of

the credibility of an attack is supported by consultants and academicians alike
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Negative advertisements are also effective if the race is closdes camdidate is behind
in the election. One consultant stated that “if one’s candidate is behind and thgmo “shot”
to take- it has to be taken”. Another said negative ads are most effective:

“When an individual is either in a very close race or the individual is the

underdog. Bringing the negative out about their opponent, can lower their

opponent’s positive points in any polling.”

Most of the research done on negative advertising has focused on the effectdshese a
have on viewers exposed to them. There is less attention paid to a candidate’sandtuae
negative ads in their campaign. However, Skaperdas and Grofman (1995) found candidates
go negative if their polling numbers indicate they are behind in the race. Tleeretan be
concluded that within the limited body of research on decisions to go negative, thgnead s
for the consultant’s stance that a close race or an underdog situation rendive adganore
effective.

Finally, several consultants claim that negative advertisements areffaocsve when
used to keep voter turnout low. One consultant claims that “if you are the incumbent/anegat
advertisements may be used to depress turnout. This consultant’s view aligns witsprevi
research claiming that negative advertisements do work to depress turnout ctian ele
(Ansolabehere and Kinder 1995). However, consideration must be given to whethenatignt
going negative to depress turnout is the same thing as negative ads causing peopla@ot
essence, the choice to go negative in order to depress turnout would still imply thaenegat
advertisements are effective.. By intentionally depressing turnout theiadremnt is effectively

impacting the race the way the consultant intends it to.
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Negative Advertisement Effectiveness: Female and Male Candidates

Table 4.2: Negative Advertisement Effectiveness for Female and Male and Cadaltes

Response Percentage N
No Difference 41% 9
Depends 27% 6
Yes 27% 6
Alternative Explanation 5% 1

Note: Responses to the question “Are negative adsfactive for female candidates
as they are for male candidates” from 22 consulanteys.

When asked “are negative ads as effective for female candidates astf@ynaale
candidates”, 27% of respondents said yes and none of the consultants said no. Whedtiagnte
is that 41% of the respondents said there was “no difference” between male aled fem
candidates, as displayed in Table 4.2. In other words, consultants found negative advestiseme
to be just as effective for female candidates as they are for maleat@sdiThese consultants
could have responded with “yes” to convey their response, but instead chose to use the words
“no difference” even though that language was not offered as a prompt in the question. O

candidate offered up the following response:

“There is truly sexism in politics, but Hillary never seemed to pay a penalty for
attacking Obama on TV any more so than any other candidate did.”

Over 1/4 of respondents said “it depends” when asked if negative ads are agedfbecti
female candidates as they are for male candidates. Most of the responarais teeexplain

that the type of information makes a difference. This leads to a very imgresting. While
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41% of consultants state there is “no difference” between male and fandidates, 45% of
consultants take the time to highlight disadvantages for both male and female ezsnaditat
choose to use negative political advertisements. While consultants were askaditotbeir
response to the question regarding effectiveness and gender, they were néellypasked
to highlight the differences between the candidates. This was something ladthastall

respondents chose to do on their own.

When addressing the disadvantages of being a female candidate and using negative
advertisements, one consultant stated:

“There is no doubt that the double standard still exists for women. Too negative-

people think women are “shrill” [or worse].”

Another said:

“If a female candidate runs an ad that is too sharp, or is considered a personal
attack, she will be thought of as a bitch.”

When providing examples of disadvantages male candidates experience when using
negative advertisements, a consultant said the following:
“The penalty is attacking a female candidate, since they can claim you're being
sexist by attacking them”
Another said:
“Men have to be more careful when “attacking” a female candidate b/c the male

candidate is more likely to be viewed as a bully by the voters. A female candidate
doesn’t have to deal with that perception as much.”
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The consultants also highlighted advantages the candidates may expesssate
on their gender. Female candidates appear to benefit from using negativesaohearts
because they are seen as being more credible than men in terms of hones&\saed ar
as having more sympathy for certain issues, according to the consultant respoeses. T
attributes will cause voters to accept the negative message more tleaudliiiythe
candidate was male. None of the consultants identified specific advantagesdefor m
candidates. It would appear that male candidates are positioned to experieuse ser
disadvantages in campaigns when using negative political advertisingulaaltievhen
the opponent is female. However, male candidates are not identified by conssltants a
possessing any inherent gender-based advantages associated with neéxgatiigeng.

Even though consultants identify advantages and disadvantages encounteredangdmale
female candidates using negative ads, they do not acknowledge a gender gaplin overa

negative advertisement effectiveness, as evidenced in the following comment:

“There is no longer any difference between women and men candidates and their
use of negative ads or their effectiveness. This has been the case for a long time.”
Consultants do not identify a gender gap in the level of effectiveness of negative
advertisements, yet academicians do. Research has been presented suilggestalg and
female candidates focus on different issues in their negative adventsembich may impact
the level of effectiveness of the advertisement (Kahn 1993). As noted in Chapter 1, voters hol
stereotypes about the capabilities of male and female candidates. Ak afrdgese stereotypes,
male and female candidates may alter the content of their negative @&ivertigo combat these

stereotypes. Claims have been made in the literature that female casdidiatun
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advertisements that focus on male issues such as war or the economy, whereas dnddtes

focus on female issues like health care and the economy (Dolan 2005). If voterseare mo

inclined to support male issues, they will be less likely to support a fenmalglate, and vice

versa (Sanbonmatsu 1995). These empirical findings contradict the information présente
professional consultants. While the research states there is a clearggmdmnsultants by and
large claim “it does not matter whether the candidate is male or fer@ade”consultant goes on

to explain that gender bears no significance on politics, and has not since “1992 when a number
of women were elected”. Therefore, we can conclude overall there aredrsues between the
viewpoints of consultants and academicians in regards to the effectivenesstiveEnsgdical

advertising and gender.

Voter Manipulation

Table 4.3: Are Negative Advertisements a Way to Manipulate Voters?

Responses Percentage N
Yes 27% 6
No 18% 4
Alternative Answer 55% 12

Note: Responses from 22 surveys administered tegsimnal political consultants
nationwide.

Political consultants were asked if they believe negative political tisku@ents are a
way to manipulate voters who do not have much knowledge of, or interest in, politics. As
indicated in Table 4.3, 27% of respondents said yes, and 18% of respondents said no. Two

respondents offered the responses of “probably not” and “voters can be manipulatel”, whi
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were not included in the count of yes or no answers. The following are a sample ofrtemme
from consultants who answered yes to this question:
“Yes. Negative ads are a way to depress turnout. They weigh on people who, in
turn, decide that voting is “just a waste of time- it's all just mud-slinging,

etc...Yep- we in the biz all understand why they are done.”

“Absolutely and it also explains the frequency of the ads. If people hear it enough
times they begin to believe it even if it is not true.”

“...for those uninformed voters, who have little time to review the records of the
candidates, much of the negative information can sway their opinions.”

“Yes. They have become a form of entertainment.”

The remaining 55% of respondents supplied alternative answers to this questiomfMany
the remaining respondents preferred the term educate, inform, or persuade as twppose
manipulate. Once those consultants re-defined the question they offered lvenydridetailed
information about the impact ads have on voters. Consultants offered many jistsidar
using negative political advertisements such as: effectiveness of ads, coatmgmidth voters,
and maximizing the campaign budget. Several consultants explained that mwsethfoters
know what they want as “reflected in such things as party registrationtréiag to
consultants, these voters are not likely to be manipulated or persuaded by the imfiormat
presented, whereas swing voters or uneducated voters may be impactedfoyrinetion
presented in the ads.

What seemed most evident in many of these responses was that many of thentensulta
seem to genuinely believe they have a duty to present the negative informatibndtey
voters. Academic research on negative political advertisements tends toymintanical
picture in regards to the motivations to go negative. Tearing down the opponent in order to win

the election, or mudslinging are common themes in theoretical negative adhrékadurt 1999,
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Pinkelton 1997). Nowhere does the academic research suggest negative atkadiaee
created in order to legitimately inform voters. The responses to this quesaoaltéfnative
explanations to why negative ads are made. The consultants were not askeusswdny they

produce negative ads, but they did provide the following information:

“It's a way to communicate relevant information to voters they may not have had
otherwise.”

“Negative ads are a way to tell voters something about your opponent that your
opponent will not share. For example, if someone is cutting Medicaid or killing
the Dept. of Education those facts are germane. It's important that voters know
such.”

“The press, for a myriad of reasons, no longer probes into the backgrounds and
voting records of most candidates, certainly not those who are running for
anything less than Governor or Senator, and negative ads can be a very useful

way of helping voters see both candidates in full, and discern an explicit
contrast.”

How do the consultant responses to the manipulation question line up with
academicians’ research? The answer to this question is ditficdétermine. Most of the
research on negative political advertising examines the impa@ds have on the voter.
Some of the research determines how candidates decide to go negadiveven less
research is devoted to whether male and female candidatesfanardifypes of negative
political advertising. However, there is no empirical evidence to deterwhether or not
negative ads are created specifically to manipulate voters.r@su#t of this gap in the
research, it is not possible at this time to determine if ctargaland academicians draw
similar conclusions about whether negative advertisements avayato manipulate

voters.
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Best Use of Campaign Resources

When consultants were asked whether they thought campaign resoaerbegter
spent on negative campaign advertisements or positive campaignsaiaertts, 36% of
consultants answered “it depends”. Consultants also indicated thesbesftresources is
to run contrast advertisements, or use both positive and negative a&wertis in an
election cycle. Table 4.4 indicates that consultants are not ogkemvigly likely to
identify either negative or positive advertisements as beinddlse use of campaign
resources. What is more likely, is that consultants believe thadndi situation of each
campaign dictates what type of advertisement is the bestfusampaign resources, as

evidenced in the following response:

“The real answer is you do what you have to do, and nothing else.”

Academic research does not make claims regarding what ibegteuse of
campaign resources in regards to the type of advertisement. rdfestrch discussing
campaign resources simply reports the type of activities misrepent on. For example,
researchers provide information reporting that over 20% of cgmgraidgets are spent
on political advertising (Strattman 2009, Herrnson 2004). While thereesearch
discussing whether or not negative ads mobilize more or less thaivgasls, such
research does not make claims regarding which is a bettesf usanpaign resources

(Goldstein 2004, lyenger 2000, Wattenberg 1999). Therefore, firm conclusionstde

74



drawn determining if consultants and academicians agree or disalgoet what is the

best use of campaign resources.

Table 4.4: Best Use of Campaign Resources

Type of Advertisement Percentage N
Negative Advertisement 9% 2
Positive Advertisement 18% 4
Both Negative and Positive Ads 14% 3
Contrast Advertisement 23% 5
It Depends 36% 8

Note: 22 Responses from a survey sent to profesistmmsultants nationwide.

Discussion

Professional political consultants have a direct impact on the political préces
such, it is important to understand their perspective on negative political sihgerti
Furthermore, it is important to understand how their perspective compares tectrene
of academicians. This comparison has shown that consultants and academicians do not
always agree. Academicians believe negative ads demobilize the public antidarm
democratic process, whereas consultants believe negative ads areectiyeefinder
certain conditions. When examining more specific circumstances under whiclveegat
ads might be effective, there are similarities between practical amettical
perspectives. Consultants and researchers agree there can be a backtahegjédive

ads focus on untrue information, personal attacks, or lack relevance and credibility
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Consultants and academics also agree that negative advertisements can ¢iallienefi
the race is close or if they are used by an underdog.

Researchers claim there are gender differences in negativegb@aldiertising,
however consultants do not come to the same conclusions. Consultants believe there are
no longer gender differences in campaigns, although they are careful toHtitjindig
instances that negative advertisements may be more or less advantagaodgities
depending on their gender. The discrepancies between the consultant opinions and the
academic research could very well be attributed to the fact that mostreédasch done
regarding the gender gap is somewhat dated. Female candidates are vadeatgrethe
political process today, and that may explain why consultants report theregeedss
differences within negative advertisements, though the research says otherwise

There are several questions left unanswered by this comparison. Itadget t
determined if consultants and academics agree that negative advertisemeasesl &oe
manipulate voters or if negative advertisements are the best use of campaigoas
Conclusions cannot be drawn because there is a lack of empirical evidence withowhich t
make the comparison. Perhaps this is due to the fact that an empirical test would be
extremely difficult. More than likely a researcher would be reliant dmteay of
candidates, consultants, or other campaign workers to self-identify maniputation i
advertisements. It seems unlikely that a researcher would be able to drge arlough
sample of individuals willing to identify manipulation to make generalizable conaisi

Most of the research regarding campaign consultants is a historical snapshot
political consultants in America. In order to gain a better understanding diveega

political advertising we must conduct more research incorporating the co'suitde in
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the process. This research is just the first step in filling the exissegneh gaps.
Research must be done to empirically examine the relationship betweenargdssarnid
negative political advertisements. My research offers a comparison betaé
consultants believe and what researchers study, which is a solid step toheitds a
understanding of political consultants and negative political advertisemergse$aarch
is valuable, as it provides information that has yet to be disclosed in the existingfbod

research regarding political campaign consultants.
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Conclusion

Political campaign advertising is an integral part of the politicalggmdrarely will one
find a congressional level race that does not incorporate advertisementsipganuzndidate or
attacking the opposition. Negative advertising is becoming increasinglygoppantl the use of
these types of ads is on the rise. Therefore, it is extremely importantglasitzagolitical
advertisements, and their impacts, are understood from a variety of peesgpasthile academic
research has paid attention to certain aspects of negative advettisredare still significant
gaps in the research. Most of the previous negative advertising researclk fmttise impact
these advertisements have on the political process. The existing negedxtesind) research
concentrates on voter participation, candidate evaluation, and the overall impsetzdhdave
on the democratic process. While the existing research is extrenpegtamt and insightful, it
does leave something to be desired. This research looks at previously negttotsdchfad
perspectives that influence the content of negative advertisements, pinpacitsagiables that
influence voters’ perceptions, and presents rare consultant insight into neglstivEhrough a
mixed-methods analysis, this research has made valuable contributions tsting exidy of
political science research by expanding the scope of negative adverisgagch and findings in

the area.

Summary of Findings

Chapter two sought to determine if a candidate’s gender impacted the content found
within negative political advertisements. Theory states that voters kobistpes about male

and female candidates. Males are seen as being more tough and capabiagfrsoffice and
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more knowledgeable about issues, like the economy and defense spending. Fenddeesandi
are considered to be more emotional and better-suited for lower office, ssaoasboard.
These stereotypical notions cause voters to support or reject candidates basetheiotactual
stances or capabilities, but based on the ideas voters think are true. As such, camdigl &ie
inclined to attempt to separate themselves from these stereotypes. Ooiedesng this would

be to craft advertisements with material proving the candidate does not feerénatygbical mold.

Previous findings in negative advertising research have mainly focused on thesimpac
the ad has on the viewers, therefore focusing on the viewer’s perspective of thiss adsdarch
looks at the phenomenon of negative political advertising from a different pévepect
Considering the past research on voter stereotypes of candidates, | hypothesiesdale
candidates are more likely to attack their opponents on policy issues, whileamdilgates are
more likely to attack their opponents on personal issues. By focusing on the content of the
advertisement | am attempting to determine what factors influenceeiwgocr of a negative ad
from the perspective of the candidate. Using Wisconsin Ad data from 2002 and 2004
Congressional elections, support for the hypothesis is found. In competitivefencale
candidates use less personal attacks than male candidates. Evidenaedef @@e was also
found in 2002 Senate races. Female candidates running for Senate in 2002 were maohairikel
male candidates to use policy-based attacks. The significant findingsahdpter contribute to
the existing body of research on political advertising by providing a frespguive, and by

helping us to better understand what factors influence ad creation.

As previously stated, negative ad research focuses heavily on voter impaabf khest
research that has been done on negative political advertisements fails ta dmstkection

between the impacts male and female candidates’ ads have on viewers. Pregayah tels us
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what affect negative ads have on voters, but it does not tell us if one candidate’s ad has a
different impact than another candidate’s ad. In chapter three, evidence wasfsupgddrt the
hypothesis that viewers will perceive a message in a televised padicertisement to be more
negative when it is presented by a female candidate than when it is preseatedley
candidate. The findings indicate females perceive more negativity inafjémem males.
Secondly, the findings show that the treatment had an impact on the viewer’siperoept
negativity. Viewers found the female treatment to be more negative than th&eaainent.
Finally, | found that female viewers perceive the female candidate to leeragative than male
viewers. There is significant support for the hypothesis, and a clear gepdexigis. These
findings offer valuable contributions to the existing body of research on the srgdawtgative
ads on voters. This research determines that a candidate’s gender malhadteer’'s perception
of the message being presented. As more and more female candidates rundak gitite it is
vital that we understand how the public will perceive these candidates. Thishdsaa added

to that understanding.

There is very little academic research regarding professionatpbtibnsultants. The
research that does exist primarily focuses on historical accounts ebllaéan of the
consultant’s role in politics. The available consultant research overwhérsungports the fact
that consultants are extremely influential, and explains that most cangeddsvel races use
professional consultants. However, this research does not examine the impadtarusrizave
on the process, and fails to identify consultant’s perspectives on negative Ipaditiegising.
Chapter four sets out to highlight the discrepancies and the similarities afioof political

consultants’ and academicians’ views on negative political advertising
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Academicians and professional consultants are valid experts in electionshAs suc
vital to understand the differences and similarities between their pevegemh negative
political advertising. By doing so, we should gain a better understanding of hotiveegts fit
into the electoral process, and what impacts could be seen as a result dish&€eapter four
provides unique insight into negative political advertisements by examining tsgoguaire
responses from professional political consultants nationwide. Consultants anthiazadetend
to agree on most aspects of negative advertising such as: potential backletshtéi power of
truth and credibility in negative ads, and depression of voter turnout. However, congulthnts
academicians do not agree on whether there is a gender gap in politics. Cwesaltaots do
not perceive a gender gap when asked if negative advertisementefieetase for female
candidates as they are for males. While consultants do claim candidates s¢sgadvand
disadvantages in using negative ads based on the candidate’s gender, overalethetheet is
no longer a gender gap in the political process. Conversely, academichigeparts there is a
definite gender gap in the political process. This is an interesting, and impoitargpdncy that
should be researched further. The information provided in chapter four signifidaatftes
from previous historical accounts of political consultants. This chapter presbnigualitative
data from political consultants that expands on previous negative political adgeréisearch.

These firsthand accounts are invaluable to the existing body of research.

While there is still much left to investigate regarding negative palliidvertising, this
research has provided fresh insight from a variety of perspectives on the topycsilgtaficant
and interesting findings have been offered, and many new questions have been possultas a r
of this research. Looking at negative advertisements from the perspectieecantlidate, the

voter, and the consultant, has offered unique glimpses into the phenomenon of these types of ads

81



By examining these different perspectives through a data analysigyemmeent, and a
gualitative perspective, additions can be made to the existing body of politicelesogsearch
regarding negative political advertising. While there is still much work tobe, this

information has helped fill some of the gaps in the existing research.
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Appendix

Chapter 2:
Top Twenty Markets for General Election Advertising

2002 2004
Market Frequency Market Frequency
Boston 38,251 Tampa 37,252
Portland, ME 23,488 Albuquerque 32,484
Minneapolis 23,113 Denver 32,396
Greenville 22,814 Las Vegas 32,000
Davenport 22,736 Miami 31,703
Atlanta 22,680 Philadelphia 28,050
Denver 21,064 Orlando 27,860
New York 20,585 Milwaukee 27,445
Cedar Rapids 20,500 Cleveland 26,321
Albuquerque 19,795 Green Bay 26,253
El Paso 19,672 Jacksonville 25,375
Savannah 19,624 Colorado Springs 25,037
Des Moines 19,476 Portland, OR 24,902
Birmingham 19,211 Madison 24,330
Mobile 18,867 Toledo 23,748
Austin 18,768 Cincinnati 23,459
Little Rock 18,590 Pittsburgh 21,684
Waco 18,505 Charleston 21,478
Wilkes Barre 18,410 Columbus 21,433
Columbia 18,313 Wilkes Barre 20,736

Note: Media markets listed above indicate the 20 out of the 100 mar&letded in the study each year
with the highest frequency of playing political advertisements. Frequeferg to the amount of
political advertisements shown in each particular market.
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Chapter 3: Still shot of the male and female candidates used in the\attisements.

Male Candidate:
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Female Candidate:
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Chapter 3: Post-Experiment Survey Instrument

Thank you for participating in this study our firm is conducting about campaigus. Y
information is vital to our study and your time is greatly appreciated.

Please read each question and clearly select the answer that besht®ygmsaesponse.

All information is completely confidential and will not be used for aly purposes outside of
this study. You are not required to participate in this study and you may withdraw at any time
Results of this study may be made available to you upon request.

1. Are you male or female?

__ Male
___Female

2. Please check one or more categories below to indicate what race you consgif tyohe.
___White
___Black or African American
___Hispanic
___Asian
___ Other

3. Aside from weddings and funerals, how often did you attend religious servicestterpast
twelve months?

___More than once a week
___Once a week

___Two or three times a month
___Once amonth

___Several times

___Once or twice

___Never

4. Generally speaking, do you usually think of yourself as a Republican, a Deraacra
independent, or what?

___Republican
___Democrat
___Independent
___Something else
___Don’t know
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5. How interested are you in information about what’s going on in government and
politics?

___Extremely interested
___Very interested
___Moderately interested
___Slightly interested
___Not interested at all

6. What job or political office is held by Joe Biden?

___U.S. Secretary of Defense

___Vice President of the United States
___Speaker of the U.S. House of Representatives
___ Chief Justice of the Supreme Court

___None of these

___Don’t know

7. In general, who do you think would do a better job as a government official repregenting
interests: a man, a woman, or do you think the gender of your elected official makes
difference at all?

__aman
__awoman
___the gender of the elected official makes no difference

The following questions are in regards to the campaign advertisement ygust watched
and are extremely importantfor the success of this study. Please take your time and answer
carefully.

8. We are interested in your general feelings toward the candidate depicted detheAlier
viewing the video, do you feel favorable or unfavorable toward the candidate? (1=very
unfavorable, 7=very favorable).

Please circle the number that reflects your feelings.

very unfavorable

unfavorable

slightly unfavorable

neither favorable or unfavorable
slightly favorable

favorable

very favorable

~NoO ok WNBE
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9. In your judgment is the primary purpose of this advertisement to promote the @ndidat
appearing in the video, to attack another candidate, or to compare the candidatgsfannni
office?

___Promote
___Attack

___ Compare
___Don’'t Know

10. In your opinion, do you feel the message of this advertisement was positive orendgati
very negative, 7=very positive)?

Please circle the number that reflects your feelings.

very negative

negative

slightly negative

neither negative nor positive
slightly positive

positive

very positive

~No o~ WNE

11. After viewing the video do you feel the message of the advertisemefdonasd more on
policy issues or personal issues?

___Policy issues

___Personal issues

___Both policy and personal issues
___Neither

___Don’'t Know

12. When it comes to politics, do you consider yourself to be conservative or liberaryl=v
liberal, 7= very conservative).

Please circle the number that reflects your feelings.

very liberal

liberal

slightly liberal
moderate

slightly conservative
conservative

very conservative

~No o~ wWNE
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13. Which political party currently controls the United States House of Repriagesita

___Democrats
___Republicans
___ Don’'t Know

Thinking about current issues in politics today, please answer thelfowing questions.

14. Who do you think is better suited to handle homeland security issues: a male dea fema
elected official?

__ Male
___Female
___the gender of the elected official makes no difference

15. Who do you think is better suited to handle education issues: a male or a fectade ele
official?

__ Male
___Female
___the gender of the elected official makes no difference

16. During a typical week, how many days do you watch news on TV, not including sports?
Please circle the number that reflects your answer

day a week

days a week
days a week
days a week
days a week
days a week
days a week

~No o~ WNE

Thank you for taking the time to participate in this survey.
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Chapter 4: Consultant Survey

1. Does your firm focus more on state or federal elections?

2. What region of the United States does your firm most frequently represent?

3. Would you consider your company to be a Republican or a Democrat campaign consulting
firm?

4. Under what conditions are negative political advertisements effective?

5. Are negative ads as effective for female candidates as they are éarandidates?

6. Are negative political advertisements a way to manipulate voters who do not have much
knowledge of, or interest in politics?

7. Do you think campaign resources are better spent on negative campaign advegiseme
positive campaign advertisements?
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