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CHAPTER I 

INTRODUCTI ON 

Ge nera l 

Po l it ics a n d med i a have long bee n c l o s e l y r el a ted and a l though 

electoral c a mpa ign s cont inue to use newsp a p e r s , radi o , and o t her 

traditional campa ign me di a and adopted the In ter ne t i n t h e 1 996 

campaign, it is televi sion that has become in the recen t d ecades t h e 

dominant medium in an e ffort to win any politic a l campaign and the 

presidential race in particular . Televisi on i s commo n ly c on s ide r e d bas i c 

to contemporary Amer ican politics. A common ste r e o type in p r es ide n t i a l 

elections is that the key to winning office i s an a ppea l i n g and 

convincing telev ision advertising. An analysis o f c amp a i gn spending 

shows that the most s i gnificant part of a candid a te 's e xpe nd itu r es g oes 

to produce and air t e l evi sion commercials. 1 Ma ny r e s e a r c h e r s have 

demonstrated that such advert i sements have s ignif i c a nt vo t er e ff e c t . 2 A 

great number of researc h studies that have been done in t he fiel d o f 

poli ti c a l a dve r t i s ing show that t e l e vised po liti ca l adver tisemen ts can 

b e a ser ious vehicle for se tt i ng t he a g e n da o f the electora l c mpaigns . 

The r e is li tt l e r eason , if any, t o a r g ue t h at political 

a dvert i s i ng h a s, indeed , b ecome a ma jor mean s by wh i ch c a nd idates fo r 

t h e pres idency communica t e t h e i r mes s ages to voters . Unlike television 

n e ws o r political progra ms , a dvert ising can be control l ed by candidates 

t h ems elves a n d e n a b l e t h em t o fr a me t h e quest i ons they v iew a s cent r a l 

to a p a rt i c ular e l ection campa i gn a n d e xpose their personal quali t ies 

and a gen d a f or t h e f u ture in a f avorab l e light . Moreover , political 

adver t is ing c ampaigns on te l e v i s ion ha v e brought forth a totally new 

forma t o f j ou r nal ism c al l e d journalist a dwatches . Adwatch journalism has 

be c ome a s u bstant ial a nd e v er growing p a r t of p residential campaigns 
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coverage in both print and broad cast media and has attracted interest of 

many scholars. 4 

Televised political commercials in the pre side n t i al campaigns date 

back to 1952 when Republican candidate Dwight Eisenhower appeare d in a 

series of advertisements called "Eise nhower Answe rs Ame rica." Ev e r since 

the first appearance o f politic al advertising on TV, intern a tiona l 

issues, along with domestic ones, hctve become a substantia l part o f the 

television advertising campaigns of presidential c a ndi dates . I n fact , 

Eisenhower himself became known and popular first of all due to hi s 

outstanding role in the World War II--a major world conf l ic t. It seems 

of interest, therefore, to explore wha t place internat iona l or for e i gn 

affairs issues have occupied in the t e levision p olitical advertisin g 

during presidentia l campaigns in the U.S. starting from the 195 2 

presidential elec tion up until the last one in 1996. 

Background 

Although politica l adver ti s ing has been a ccus e d of the selling of 

candidates like soap, the c r eati o n of c andida t es ' i mages whi c h bear n o 

relation to r eal i t y and the destruction of the pol it ica l s ystem by 

emphasizing p ersonalities ove r i ss u e s,' some researchers a l so argu ed 

that politica l adverti s ing is vi tally important f or the democratic 

process as a who l e. John Hale , J ef f rey Fox, a nd Ric k Farmer , f or 

example, prai sed poli tica l a dve rt ising a s a "d ialogu e of te l evised 

democracy ,' and "the poli t ical di scours e mo s t wi de ly di ssemin a t ed t o the 

public during campa i gns." Ha l e , Fo x and Farme r stressed the i mportance 

o f studies of poli t i ca l a dverti s ing a r guing that it s qual ity and c ontent 

"sa ys some t h ing about the qual ity and health of moder n d e mocracy 

itself. " s 

Ri c ha rd J oslyn c alled p o l i ti ca l advert is ing "one of the mos t 

important veh icles f or tra nsmi tting c a mpa ign i nfo rma tion. " g Poli tica l 
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advertisemen t s have become a means t o c ommunicate with a large 

proportion of most large audiences . They may be targeted to particular 

groups of voters and they are one o f t h e few fo rms of communic a tion ove r 

which the candidate has almost comple te c ontrol . 

Sta teme nt of t h e Pr oblem 

An impressive amount of r e s ear c h that has been d one in t he f i e ld 

shows tha t there is probably not much nove l ty in the i d e a of conduc ting 

another research s t udy on p o litical adve rti s ing. Howe v e r, s inc e 

political advertising campaigns bring a l ways some n e w stuff t o con s ide r, 

the issue can hardly be exhauste d. More over, the internationa l a s p e ct o f 

U.S. political advertising has bee n l es s e xplore d by r esearc h ers t han 

other aspects. There for e , it seems to be intere sting t o e xamine t he wa y 

in which internati onal issues have been dealt with in poli tical camp a i g n 

commercials. 

Purpose of the Study 

Th is stu dy i s i nt e nded to e xpl o re what ni c h e the i nterna t iona .L 

aspe cts h a v e taken in the te l evis i on pol i tica l advertising during t he US 

pres ident i a l campaign s f r om 1952 un t i l 19 96. The study als e xamines the 

t end encies and changes in the way in whi c h the internati ona l i ssu es hav 

been dealt with in t e l evi sion p oli t ical corr~erc ials over these y ears . 

Further, t h e s tudy dwe l ls on mass communication theories t hat could b e 

app l i e d in analy sis o f the po l i tica l commercials targeting i nternational 

i s sue s. 

Research Ob j ectives 

The r e a re several r e s e arch obj ec tive s in th i s t hesis : (1 ) The 

s t udy wil l e va luate t he number a nd the proportion of the campaign 

comme rcials that fo cused or mentioned international i ssues i n the total 

amount of televised poli tical ads dur ing the United Stat es 1952 - 1996 



presidential campaigns. (2 ) It will examine wh a t the tende ncy ha s been 

over forty-four years. (3) The s t u dy wi l l try t o es tablish the 

differences in the presidential c ampaign c omme rcia l s that mentione d 

international issues based on poli t i cal party a nd type of the 

commercials. (4) Furthermore, t he study will e xpl o re the cont ent o f 

c ommercials that mentioned inte rnationa l issue s and t h e di fferen c e s in 

t he commercials content based on campaign yea r a nd politica l party. 

Methodology 

Videorecordings of political adverti seme n ts are a vaila ble at the 

Political Commercial Archive in t he Depar tment of Communic a t i on a t the 

Univer sity of Ok l ahoma in Norman. The archive claims t o b e the l a rgest 

and most complete set of presidential t e levi s ion adve rtise me nt s in the 

Uni t ed States from the very first ones in t he 1 9 50s to the most r ecent 

one In 1996 . 
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This study uses a quan t ita t i ve conten t ana l y s is o f p o li tical 

commerci a l s by c a ndida t e s during t h e Uni t e d S ta t es p res ide n tial 

camp a igns . It i s a long itudi na l trend study t o provi de in forma tion about 

the c hanges in t h e s ame popu l a t ion with t ime . Th e un its of analysis i n 

t hi s s t udy are the poli tic a l a dve r t i seme n ts the mselve s. To limit he 

s c ope o f the r esearch, only a dvert i seme nt s by the p r e siden tia l nomi n ees 

of the two major polit ical parties- - Re publican a n d De mocratic- - are 

e xamin e d . 

Campaign comme r c ial s are e xami ned according t o the f o llowi n g 

ca teg o r ies : campa ign y e a r, po l i tical party , t ype o f commercial s ( image ­

and i ssue-0riented commercials , positiv e a nd negative commerc i als ) , a n d 

t he comme rcial s ' conte nt (pa rt icular issues e mphasized i n t h e 

commercia l s ) . 

Signific ance 

Al t hough po l i t ical a dve r tising ov e ra ll a nd o f each pres ident ial 



election i n part i cular has b een care f ul l y s t udi e d a nd a na l y zed. the 

international aspect of pol itical a dver tising has n o t been s tud ied a s a 

separate issue and was only examine d in c on text wi t h othe r conte nt 

categories. This study focuses specifica l l y on the i n t e rnat iona l aspe ct 

of television political advertising throughou t the h istory o f t e l e v i sed 

p residential campaigns up until the 1996 e l e c t ion. 

5 

The results of this study can be o f int e r es t to pol i tica l 

candidates. campaign consultants, p o li t i c a l analyst s , scholars , a nd 

students. The signif i cance o f this study is a l s o in t ha t i t can provide 

an interes t ing material for interna t ional compar i s ons . Although 

television spots have been a domi nant p a rt of u. s . e l ec ti ons fo r s everal 

decades, "American-s t yle" television adve r t i s ing ha s on l y r e c e n tly 

gained sign ificance in the political processes o f Western Eu rop e a n 

de mocra ci es and i t is just emerging in the Eastern Eu r op ean count r i es . 

Several studi es have been done so far compa ring t he dif f erences a n d 

s imi larities of political adv e rt i s i n g i n the Un i t ed S t ates a nd o t her 

c ountri e s . 10 An i n t e rna ti onal a spect o f p ol i t i ca l a dvertisin g ma y b e a n 

easier t op i c f or compa ri s on h e r e bea r i n g i n mi nd the international 

bac kg round o f the researc he r a nd t he f ac t tha t mos t global i ss ues fac e d 

by diffe r e n t count r i es a r e t h e same. 

Limita t i on s 

Th e data f o r t h i s s t udy a r e t h e adver t i semen t s obtaine d f rom t he 

Polit i c a l Comme rcial Archive at the Un i v ers i t y of Ok l a homa . Al hough t he 

a rchiv e ha s a vas t co l l ec t i on of the pres i d e n t i a l campa i gn commerc i a l s , 

thi s coll e c t i on is ra t h e r a c on ve n ience samp l e than a f u l ly 

r epresenta t ive s a mp le o f the p o pula t ion . Thi s i s a n obv i ous l imitat i on 

o f gener al i z abil ity to a l l p r es i dential campaign c ommercials . 

Many r esearchers hav e emph asized that the analysis of televised 

p o l iti c al adver ti s emen t s ha s inhe r ent limi tati ons . Some i ss ue ref eren c es 



may b e difficul t t o code and, depending on i nterp r etat i ons of t h e 

commerc i al s aud io and vi d eo content , c ou l d be reasonably coded into 

different categories by different coders. However, t h e me thods u sed in 

this s t udy repli c ate those used to ass e s s polit ical - i ssue cont e n t in a 

number of other r e search studies . 

Organization o f the Thesis 

6 

Chapter II, the l i terature review, bri e fly d e scribes the 

dev elopmen t of television political advertising as p ol itica l c ampa i gn 

medium. It also discusses relevant mas s c ommun ication t heorie s and g ives 

an ov erview of the dominant doctrines of the Un i ted S t a t es inte rnational 

policy over the y ears. 

Chapter II I e xpla ins the researc h me thodo l ogy of t he study. 

Chapt er IV reports the findings and the r esu l t s of s tat i s t ical 

analysis. 

Chapter V is the s ummary o f the study an d al so con ta ins 

conc lu s i on s and r e c ommenda tions for fu rthe r s t udies. 

Appe ndixes conta i n cod ing s h ee t and code book whi c h provide 

opera tional def init i ons o f the v ariables of this r e s arch . 
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CHAPTER II 

LITERATURE REVIEW 

Introducti on 

This chapter contains three sec t i ons. The fi r st p a r t i s a brief 

sununary of t e levision politica l a dvertising dur i ng t h e pres i dential 

election campaigns in the United States fr om 1952 unti l 199 6 . This p a rt 

also describes varied advertising and campaign methods used by the 

candidates in the television advertising campai gn s in the pres identia l 

elections. Th e second part gives an account of r esearch studies t hat 

examined the content and strategies o f t e l evi s ion pol i tica l adver t i sing . 

The third part gives an overview of the rele vant mass communica ti on 

theories--agenda - setting, instrumental ac t ualiza t ion, a nd priming and 

de fu s ing . 

Historical Pe rspective 

Although there lS s ome disagreement a bout wh e n t h e fir s t 

te l ev i s i on p o lit i c a l ad wa s a ired ,l t h e 1952 Ei senhower - S t venson 

campaign was t he fi rs t on e whe r e telev is ion was broadly i mpl e me n ted in a 

pres ide nt ia l elec t ion c a mpaign. 2 A s ubstantia l numbe r o f the hous eholds 

owning s e t s by 19 52 --ov e r 18 mi l l ion or abou t 3 9% o f t h e t otal American 

h omes--j ust ifie d a t e levision a dvertising c ampa i gn. > Th e de ci s ion to use 

te l e v is ion wa s influenced by the hop e tha t te l evi s i on spot commercia l s 

would d e liver more li sten ers for l ess mone y than any oth r form o f 

adv e r t ising . 4 

Ei senhower' s adve r t is i n g campa i gn was focuse d on a limited number 

o f i s sues--th e war in Kor e a, corrup ti on i n Washington, inflation , and 

t a xes . 5 Thi s deci si on resu lted from the f irst u se of r esearch to 

de termine s c ient if ically a pol itical c ampaign strategy . The format of 

t he Eisenhower Answer s America spots was consistent throughout . People- -

9 
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individuals or c oup les--Iooking off c amera t hen asked a ques tion to 

which Eisenhowe r responded. All the adv e r tisements underscored the case 

that it was time for a change ." 

The Repub l ican advertising was conce ntrated in spot commercials 

that should be run in the middle of t he most popu l ar t elev i sion 

programs. The Democrats fo rmulated an a dvert i sing strategy that was more 

suited to the radio age. They produce d into e i ghteen h a lf- hour segmen t s 

for speeches for Stevenson, Truman, and othe r prominent De mocr ats. ? The 

Republicans, on the contrary, largely used thirty- and sixty-second 

commercials. 

Darrell West remarked that the commerci a ls by bo t h Republi can s and 

Democrats did no t contain any specific policie s by the cand i dates on 

domestic or international matters. Instead, a p robl e m was t h e j u s t 

mentione d wi t h no specific proposals to deal with i t . B Al t h ou gh 

Eisenhower's commercials have been characterized as "s i mp l istic, 

innocuous, a nd ev e n de magogic," 9 acc ording to ma ny scholar s , t hey 

trans fo r med the way Americans elec ted the ir pres ident s . 1o I n 1952 , 

t e l e vi s i on arrive d as a n e f fec tive t ool i n pol i tica l campaign ing . 

As Ka thl een Jamie s on note d, by 19 56 po l iticians became convinced 

tha t " the p r es ence o f a dv e rtising f o r a candidate l e gi timized t h e 

c a n d i dacy and t h e abs e n ce of adve r tis i n g underc u t i t . ,, 11 The 19 56 

c ampaign by and l a rge r e p e ated t h e fo rmul a o f t he 19 52 campa i g n. J 2 The 

ma j o r innova ti on of t he 19 56 c a mpa ign was its inc r eased r e lian c e on t he 

five minute s pots. The Republic an c a mpa i gn de s i gners t hough t t he y wou ld 

be e ffective when run n ing be tween popula r p rograms . 1 l 

The Democrat s als o switc h e d to s horter politica l programs t han 

they broadcast i n 1 952 campaign. H The ma i n emphasis in t heir shor t 

c omme rcials was t ha t the promises on which Eisenhowe r ha d been e l ec t e d 

had not been me t by h is performance . Edwi n Diamond and Stephen Bates 
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argue that the Democ r a t s proved to be mo r e innovative i n t heir 

advertising. The y i nt roduc e d the negativ e commercia l a s a f orm, creating 

styles that would be repeate d in y e ars to come . Negative p o li tica l 

advertising may achiev e its inte nde d effects, but i t may al so p rodu c e 

boomerang effects. An attack on an opponent, if p e r ceiv e d by the 

audience as untruth ful. undocumented . o r unjust i fi e d ma y create more 

negative feelings toward the candidat e. rathe r than t oward t h e targe t of 

the attack. 15 Another innovation, which became a standard i n s ubsequent 

campaigns, was to use film of the opponent's adve rtiseme n ts to at t ac k 

the opponent . 16 

By 1 960, nine out of ten American home s had te levis ion s ets . l7 

Unlike during the previous two campaigns, t h e Democ r a ts this time ma de a 

better use of television than the Republicans . ls They produc ed about t wo 

hundred commercials . 19 Moreover, they suggested a new form o f pol i tica l 

television campaigning. t he Kennedy- Nixon debates. 20 and. subseque ntly. 

used foo t a ge fr om the f i rst Ke nne dy-Nixon t e levi sion debates fo r t h e ir 

campaign commercials . 21 

A major innovation of the De mocra tic campa ign ads was t h e u se of 

local shoot ing. A ser i es of spo ts s howed Kenn edy h o lding a microphone 

like a n ews r e p orte r a n d t a lkinq wi t h Amer i can s . 22 Ano ther i nnovat ion 

large ly used in t he Kenne dy c ampa i gn c ommerci a l s wa s e ndorseme nts by 

former pres ident Truman and o t h e r p rominen t p o l iticians a nd publi c 

fi gures. Expe r imenta l r esearch s h owed , by the way , t hat a f ormer . 

retired pol i t i cian o r a per s on no t d i r e c tly a ssociated wi th polit i cs are 

perceived a s more trustwor thy s ourc e t han a current office holder o r 

candida t e. 23 Democ ra t s also used some commercials that ta rgeted spec if i c 

gr oups of Ame r i c an s ociety--olde r p eopl e , His pan i c s , and b l acks . 24 

Negative ads were question i n g Ni xon ' s qua li fi cat i on s . exper i e n ce and hi s 

impor t a nc e in the Ei s e nhowe r admini stra tion. 2' 
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Nixon v iewed his experience in for e i gn affairs a s the ma r k 

differentiating h im from Ke nnedy. As Jamieson r e marke d, "Ni x on' s 

broadcast ads translated ques t ions of domestic policy in t o question s of 

foreign policy.n 26 Nixon's adve rtisement s repe ate d the form of the 

Eisenhower Answers America series . 27 The c andidate was answer ing 

questions posed by an announcer o ff s c r een. The Re publicans a l s o used 

longer five-minute programs. 

Overall, the Republican television adve rtis i ng campa i gn was 

characterized as weaker than that of the Democrats . Kenne dy won a lthoug h 

by the smallest margin in the American history largely due to his 

effective television campaign . Kennedy wa s hailed as the "fi rs t 

television president. ,, 28 He himself unde rsco r e d the import a n ce t h e 

impact of television on politics: "Te l evision gives peopl e a chance to 

look at their candidate close up and close to the bone," Kennedy told 

his advertising campaign manager Rowland Evans. "For the fir s t t i me 

since the Greek c i ty-states p rac ticed t hei r f orm of democrac y , it br ings 

us within reach o f t ha t idea l whe r e e v e r y v oter ha s a c hanc e to me a s u re 

the candida te himself." Diamond a nd Bate s no t e d that the 1960 c ampaign 

"demonstrated tha t t e l e vi s ion had arrive d a s a s ignificant f orce in 

American political life . ,, 29 As Pa trick De v l in pointe d it out, tel e vision 

became so important for the politica l image buil d ing tha t "a lmost no 

poli tician dare d to be wi thout. ,, )D 

The 1964 p res i d enti a l adver t is ing campaigns had a number of 

charac t eristi c f ea t ure s tha t dis t i n gu i s h ed them from the previous 

c a mpai gns. J amieson remarked tha t t h i s was "a c amp aig n in wh i c h one 

c a ndidate sough t t o win t he ele ctio n whil e the o ther was mo r e inte rested 

in winni ng t he poin t. " Republican candida te , Bar r y Goldwater, whos e 

position reflecte d t hat of t h e r ight wi ng of hi s par t y, attempted t o 

"move t h e vast ma jor ity in the midd l e t o where he stood r athe r than 
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attempting to present his philosophy in t erms p a latable to the mode ra t e 

middle. ,, 31 

The Democratic ads we r e try ing to s h ow the Rep ublican nominee a s 

unreasonable and imprudent. Emphasi z i ng the import ance of pres ide n c y , 

they tried to convey the message that the p res i d e ncy is a serious j ob 

that cannot be entrusted to a candidate like Barry Go ldwater. 32 A n umber 

of commercials presented efforts to magnify public fear a bout 

Go l dwater's possible use of nuclear wea pons were success fu l . )) 

Characterist i c of this campaign was an extensive u s e of negat i ve 

advertising by the Democrats. Charles Thomson argu e d that the Democrati c 

political advertising substantially lowere d the t on e of the campa i g n a s 

a whole. 34 

An anti-Goldwater Democratic spot called "Daisy" aired in 1964 wa s 

called the most controversial ad aired in the history of political 

broadcasting. 35 It never mentioned either Goldwater's name or any 

s t ateme nt he made about anyth ing . The ad was a ired on l y once , but the n 

it was used in its e n t irety on the news c asts on a l l three networ ks. 

Although De moc rats we re accused of unfa ir campaign prac tices , t h e 

c ommercia l was c onsidered as highly e f fective . 36 Th eodore H. White 

c la imed that this one, a nd ano the r s po t f eaturing a soc i al security card 

t orn apart were "masterpie c e s of poli t ica l advertising." l? Gina 

Garramone called it "the prototypical 'negativ e ' political a d". 18 Thi s 

and a number of other ads f ocuse d o n Goldwa t e r ' s opposition t o the 

treaty to ban nuc l ear t e sts. Lyndon Johns on' s 1 964 a dvertising was 

wi dely t ou t ed as a text book c a mp a i gn on how to elect a p res ide nt . 19 

Joe McGinn iss in The Sell i ng o f t h e Pres i dent argued that , in a 

pre sidentia l race, a dver t i sing is sufficient l y powe rful t o create 

important pub l i c percep ti ons of cand i dates tha t are fu nda men tally 

dif fere n t f r om the cand idates themselves . The book also implie d t ha t 



14 

196 8 was the first year of "widespread effor ts t o trans mit a prepl anned 

image o f a pre sident ia l candidate. ,d O McGinni ss quoted Nixon saying to 

his team at the beginning of the campai gn: "We 're going to bui l d t his 

whole campaign a round television. Yo u f e llows jus t t e ll me what you want 

me to do and I'll do it." 41 

The main issues in the 1968 c ampai g n we re "Vi e tnam, " and "cri me 

and lawlessness. 11 42 The Republican strate gy was to c onstru ct s pots wi t h 

still photos rather than film. Dramati c music wh i c h had been se l dom used 

in political spots before 1968, became a major part of t h e p rodu c t i on. l ) 

Jamieson remarked that in the 1968 campaign a d v e rti s ing , "argume nt by 

visual association reached a new leve l o f comple xity and p o t e n t i a l 

dupli c ity when p a tte r ns of images were created and rep e a ted by the 

Republicans using s t ill photos.u 44 Still photos o f the war in Vi e tnam, 

of pover ty in America, and of the riots in the stree ts we r e rapidly 

intercut with pictures of Democratic nominee Hubert Humphr e y. The images 

in the ads moved with a speed that a llowe d vote r s li tt le or n o 

re f lec tion . 45 Almost a ll t h e comme r c i a l s ran sixty second s . 4 6 

Cha racteri s ti c of the 1972 pres idential c a mpaign was a n a tt e mp t to 

build p os itive images of the can d i date s. Cr e a t ing a f avorable imp ress ion 

o f t he c a ndidat e 's p e r s onal a nd l eade r s h i p quali t i es was one of the 

pu rpos e s of the adverti s ing effort s o f both Ni x on and McGov ern. 11 

According to the a dver t is ing strateg y t ha t had b een p u t togeth e r to 

r eel ect Ri c hard Nixon, he wa s shown a s a man above opposition . Hi s 

telev i sion c ommercia l s were mostly b e a bou t him and n o t by h im , wh ere 

the p r es ident appe a r ed only i n a "preside nt i al s t a nce ," never as a 

candida t e "a ttac k i n g " his opponent. la Th e adver tising placed much 

emphasis on Nixon 's fo re i gn polic y l eadership . Th e McGovern c ampaign ' s 

advertising f oc u s ed on domestic poli cy a n d on per son a l qualities of the 

candi da tes . 49 



The Republi c an tactic was to produce the n ews like, docume ntary 

styl e ads . This tac t ic was based on the r esearch f i ndings t hat 

"television news and documentaries and othe r s pecia l s were by fa r the 

most important media influences on the spli t - ticke t v o ter . " 50 De vl in 

argu ed that this technique was not too e ff e ctive. 51 Howev e r, r esea rch 

confirmed tha t Ni xon's ads heightened their cre dibi l ity wi t h voter s by 

using such doc umen t ary techniques that looke d like a n e utra l 

reportage. 52 

15 

Democratic tactic was to use television ads t ha t placed t h eir 

candidate McGovern in the midst of a group of citize n s in a non- s tud i o 

environment . These ads were generally done in " c inema-ve ri te " s tyl e, 

using footage of unstaged conversations . 53 The De moc ra t s aired a n umbe r 

o f negative ads. These ads were using crawls--the words of the 

announcer's script mov ing across the screen. 5' This unemotional , 

"factual " presentatio n of materials quickly b ecame popular in p olit i ca l 

advertising and has b e en wide ly us e d s i nce. 55 Overal l, h owever, 

McGove rn's adverti sin g c ampaign f o r the pres ide n cy was wide ly 

c h a r ac t e riz e d as " i ne pt . ,, 56 Thomas Pat t e r s on a nd Robe rt McC lure 

characterize d crawls a n d fa c e - t o -camera t e chniq u es as dull a nd vi s u a l ly 

uninteresting . Howeve r, when a candi date wa n ts to r eason with vote r s 

the se techniqu es have a p l ac e . 57 

Timothy O'Ke efe and Ke nne th Sc he inkopf argue that in the 197 2 

e lection, "' imageer i ng ' by p o l i t ic ians a nd t h e ir a dve rtising a genci es 

reache d suc h a lev e l of sophistication, that vo t e r s we r e c on ditioned to 

reacti ng t o image s ra ther than i s sues ." ~a Sinc e t h e Wa terg a t e scandal 

s hatte red the trust in the h onesty o f t h e Amer ican po l iti ca l e li te , t h e 

c ampa ign a dvertising ha d to f ind a wa y fir s t of a ll to communicate t he 

trustwo r t h ine ss of t he candi da te s . 5 ~ Th e st r ess i n 1 97 6 was , therefore , 

on t h e personal charac te r and i n tegri ty o f the t wo candidates . Carefu l ly 
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scripted and p rof e s s ion a lly produce d comme rc i al s in wh ich the candidates 

themselves often nei ther appea r n o r spoke, could not be effect ive i n a 

year in whi c h the p rime mess age of bo t h campa igns wa s t hat t h e ir 

candidate was a person o f i n tegr i ty , leaders h ip , and compe t ence . 60 The 

resu l t was that in 1 976 , advertisin g by both Jimmy Carter and Gera ld 

Ford returned to "direct, old-fashioned, personal a p p ea l s and t h e 

emergence of persons-in-the-s t reet giving pe rsonal t e st i mony a nd low­

key, factual, neutral r e p o rte r ads as p r ime v e hicles of at t ack. ,, 61 

Carter ' s ads were trying to present him as the "a n t i-Washington 

outsider who had not been a part of the me s s in Wa s hington. " 52 His 

"cinema verite" commercials depicted him a s an average c it ize n, a 

"common man," and a "man of the peopl e . " 63 Carte r's comme r cials 

presented him shaking hands and talking with voters in unstaged 

situations in a way as if the television audienc e were s eeing Carter i n 

person . Ford's campaign commercials presented him in a pre s i dential 

s tance working in t he Whi te House , signing b i lls or ma k i n g major 

announc e me n ts b e for e the t e l evi s ion came r a s. 64 

In 198 0 , a dv e r tis ing ef f o r ts by the Republican s and De mocrat s 

differed mos t s i gn ifi c an tly in t hei r willingnes s to use research and 

test i ng . Re agan a dve rti s ing l a rge l y u sed t es t i ng selec t ma r k e t s or small 

foc us groups of vote rs. 65 By c on t rast , the De moc ra t s empl oyed n o foc u s 

group tests of thei r ads a n d conducted only s ma l l - s cale marke t 

t est ing . 7 1 The fi r s t full -scal e tes t ing of politi c a l a dver t i sing had 

occ urred e ight y e a rs e arli e r in 1972 in when a l ternat i v e s l ogans , 

alternat i v e des i gns , a nd concep t s f or a d s a s we ll as comp l e t e d ads were 

prete sted by Re publicans b e f ore airing. 66 

In t h e 1980 campa i gn , Democra ts tr i e d to the persona l c haracter o f 

the Repub lican nominee one of the ma i n i ssues o f t he campa i g n 

commerc i al s . The De mocra t ic a ds depic ted Rea gan a s d a n gerous , 
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unpredictable , and l a cking in compassion . Ot:h er major iss ue con cerns of 

Carter's commercia l s were the nationa l well - being , n a ti ona l security , 

and foreign poli cy. In Reagan ' s commerc ial s , f ederal i s m a n d na tio nal 

s e curi ty were p r edominant . 67 

The 1980 campai gn was the f irst one when a l a rge n umber o f 

t e l evision commercials were produced by Independent Po litical Action 

Conunit t ees , such as Ame rica n s for Ch a n g e. Na t ional Conserv at ive 

Pol it i cal Action Committee , Ame r icans fo r a n Effective Pr e sidency and 

other . 68 Individual s a lso p r odu c ed a nd a i red television a d s i n support 

or against the candidates. These a ds were o f ten more sharp and harsh 

t han the candida tes themse lves c o uld allow without fearing a p o ssible 

back l ash. Exper ime n t al r e sea rch ind icated t ha t independently-spon s ore d 

n e gative advertising a ttacking a t a r geted c and i d at:e r e s u l ted i n a more 

nega t i ve p e r cept ion o f that candidate ' s image than negative ads 

sponsored by the opposing candidate. 69 

Another fa c t or dec isively s ha ped the Republ ican pres i dent ia l 

a dve rti s ing . Re aga n' s s tra teg is t s we r e c onfi d e nt i n hi s a b ilities as the 

"grea t c omrnunica tor. ,, 70 As a r esul t of this s tra tegy . in 19 80 voters saw 

more ads showing Re aga n speak ing directly to the came ra tha n t h e y had 

seen of any presidential candidate s ince the 1 96 0 race . 71 Th i s t actic 

prov ed t o be succes s ful and Rona ld Rea gan c l ear l y de mo nstrat e d tha t how 

a pre s i dent communica tes with the pub lic is a n i mp ortant element to win 

a n e l e ction. 72 

More than in previous campa i gns , i n 1 980 t: he press a cted a s a 

wa t:chdog over the national l y t: e l ecas t adv er ti s ing . Th e a ds were 

scru t i n ized by the New Yor k Ti mes. Additionally, The Los Angeles Times 

and CBS Ev e n i ng News p rogram d ocu men ted the fa l s i ty o f many cla i ms 

con tained i n t he campa ign advertiseme n t s by both t h e Republican and 

Democratic candidates. 73 
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As Jami e s o n put it. the 1 9 8 4 e l e ct ion was " r emi ni s c e nt of the 1 95 6 

campaign when a p opular incumben t p a r laye d peace a nd p r ospe ri ty int o 

election . "H The Democratic tactic wa s to i nduce disc omf or t among vote r s 

about the l ooming economic catas t rophe s . unprecedented deficit . a b ou t 

the absence of arms control talks with the Soviet Un i on. and a b ou t the 

lowered standard of living for many Americans un de r t he Re a g a n 

administration. Overall. the Democrats produced only hal f a s many 

advertising commercials as Republicans . The ir a dve rt ising campai g n wa s 

criticized as inconsistent and lacking cont i nui t y and a core. 15 Th e 

research study by West. however. showed that in s pite o f t h e common vie w 

that commercials for Reagan were effective. s ome Mo nd ale ' s c omme r cials 

were much more effective than Reagan's on the same issue s. 76 

The Republican television advertising s t r a t e gy in t h e 1 988 

campaign was bui l t in a symbolic juxtaposition of two worlds: t he 

Republican ads portrayed their world as "communal . filled with adoring 

women and children " whereas the Democ ratic wo r l d wa s dep icted as "a l i e n 

a nd a l ienat i ng . un i nhabi t ed by any wi t h who m we c ou l d i den tify . li n 

Empha t i c a n d e mo t i onal visua l symbol s we r e c omb ined with n arrative 

forms. At tack c omme r cials by the Republican s in 19 88 used da r k co l ors . 

threatening sounds . and sca ry symbols to imply the message t h a t the 

Democra t candidate seemingly c a r e d more for c rimin a l s t h a n for good 

citizens. 18 Some schola rs conside r Ge or g e Bu s h' s 1988 c r i me a d s as t h e 

most ef fec tiv e commercia ls of r e cen t c amp a igns . 79 

Be c ause t h e Bu s h campaign provide d for t h e me d i a more vi s ually 

e voca t ive pic tures t han did the Democ r a ts . Bus h 's message was more often 

reinforced i n news than that of Du kakis. Ta k e n t ogeth e r t h e ads created 

a cohere nt narrati ve. Mo reover. t he ir messages 1n a d s . n ews e v e n t s. and 

debates we re c ons i s ten t . Some schola rs stressed tha t the mo s t s uccessful 

politica l camp aign s are thos e wh e r e a dvert i sing i s "con s ona n t " with 



19 

other sources o f info rma t ion, and in particular television news , ca lling 

it the "resonance mode l of campaign advertis ing ." On the other hand, 

advertising that is not synchronized with other me dia and public agenda 

results in what has been c alled the "information clut ter . ,, 80 Th e 

evidence of the success of this tactic in 19 88 was the fact t ha t 

Democratic candidate Dukakis spent much o f the campaign a r guing on 

Bush's terms. 81 But Dukakis' "talking head" comme rcial s could not 

counterbal ance the visual impact of the more soph i s ticate d Re publican 

ads. 82 Although the Bush advertising campaign was successful, it was 

widely criticized for its negative and even decept i v e a tt a cks on the 

opponent. 8 ) A research survey found that the 198 8 campaig n was l arg e ly 

perceived by voters as more negative than past president ia l campa igns . 84 

Despite that George Bush's approval ratings reached 90 % in the 

wake of the victory 1n the Gulf War, he could not use muc h of the l e gacy 

of his achievements 1n the foreign politics to his advantage . 8s By 1 99 2 , 

the economic recession became number one issue on the p ub li c a genda . 86 

Al though t he Bush administration could cla im s u c c esses in t h e realm of 

foreign policy--most notab l y, i t s i nvasion o f Iraq a n d the e n d of t h e 

Cold War signale d by t h e dissolution of the Soviet e mpire--domestic 

issues b ec ame de cisive for the v oters ' c hoi ce . S? Clinton' s st r a t egy was 

to focus c ampa i gn a d ver ti s ing on the di s mal r esul ts o f Bush' s econ omic , 

envi ronmental, and educational policies. 88 Adve r tis ing by bo t h 

candidate s a lso devoted a g reat d e al of atte nt ion to p e r sona l 

cha racte ristics , such a s leade r s hip, trustwor t hiness , a n d exper i e nc e . 89 

The Clinton c a mpa ign con s istently r an at l e ast one posi tive 

message a day in the targete d state s. Thi s t ac t i c was sup posed t o s hield 

Clinton fr om the cha rge that he wa s runni ng a "ne ga t i ve " a dv ert ising 

campaign. 90 Th e Democra tic atta ck commerc ial s also ben e fit e d f r om the 

way s in which they u sed Bush's own words . Tho s e c omme r c i als used his 
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words, excerpts from h is statements, cl i ps o f hi s television appearances 

interspersed with title cards with cont rad ictory sta t i stics of 

unemployment, higher taxes, and othe r things h a ppening to t h e economy. 

Surveys showed that the se spots were ef fective. 91 

Jamieson noted that the Bush 1 9 92 campaign used proportionately 

more negative commercials than any prior campaign in the histo ry of the 

American presidency. 92 However , the Republica n campa i gn ha d f a iled t o 

persuade voters that Bush knew h ow to restore the e conomy. 9J I n a 

campaign where the main issues wer e domesti c pol i cy and e conomy, t his 

became a decisive factor. 

The 1996 president ial campaign advertising was wide ly cr i t ic i zed 

in the media as soulless, mechani cal, dry, and extremely n e ga t i v e by 

both Republican and Democratic candidates. 94 According t o many 

pUblications in the press, the 1996 campaign advertising was di sma l a nd 

disappointing. Political commercials lacked any sort of n ew creative 

ideas, instead r elying on the we ll-worn theory of attacking opponents . 95 

Howeve r, vo ters' di sappointme n t a nd me d i a "a dwatches " made pu rely 

negative at t a c k commercia ls a less a ppeal i ng approach i n t h e 

preside ntial race. The r e for e , both the Clinton and Do l e president i al 

campaigns some what toned down t h e ne ga tive a d s by t h e e n d of t h e 

campaign. 96 

Advert i sing by both candidates was p rima r ily focused on issues of 

crime, drugs, taxes , a nd Med i care . Re p ubl ican a dver ti s i ng was als o 

fo cused on "moral cri s i s " and Clint on ' s cre d i bili ty. Person al morals and 

values were in f ocused of bo t h candida te ' s ads. 9? An aggre ssive 

commercia l by the Republicans o n Cl i n t on' s exp e r ime ntat i on with 

marijuana was broadc as t more wide l y t h a n a ny in the campaign. 98 However , 

t he camp a ign advertisin g by the De moc r ats and Republi c a ns had also some 

distinc tiv e dif f ere nces. The adve rt is ing styl e r eflected the 
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presidential candidates' distinct expe ri ence and their v ision of 

America. For instance, in a move to reach y oun g voters "whe r e they 

live," the Clinton campaign created ads that were sell i ng the p res i den t 

and his issues in bursts of music and computer - generated c lips. 99 Both 

Clinton and Dole were using each the othe r's words aga i nst him 

concerning their differing approaches to drug policy and othe r i s sues 

trying to depict the opponent as unt r uthful. loo Overall, n e gat i v e 

advertising that became a of the 1996 pre s i d ential campa ign was stressed 

in the media as a strong possibility for expla ining the lowes t v o ter 

turnout since many decades, as voters were turne d off by the n e gative 

campaign . 101 

Issues in Te levision Poli t ica l Advertising 

Television political commercials are d es igne d to give voters solid 

reasons why they should support one candidate instead of the othe r. Mo s t 

of these reasons come through issue appeals. As Thoma s Patters o n and 

Ro be rt McClu r e p ut i t out, in c o mmerci a l s , po li tica l can d idates a t e mpt 

t o l ink t he ms e lve s with i ssue p os it ion s tha t the y fee l will wi n them 

v o ter s and try to as s ocia t e the i r oppone nt s wi th i ss ue pos i t i on s that 

wi ll cos t t h em v oters . 102 In t h e i r b ook , Th e Unseeing Eye , Patterson and 

McClure, looking a t b o t h c onte n t and ef f e cts o f p o litica l a ds , sough t to 

di s p e l the conc e rns o f the publi c a nd journa l i sts r egarding poli tical 

c ommercial s . They e xami n e d whe the r te l evision ads e na b led v oters to 

learn more a b out the p oli c y vi ews o r pers onal qual i ties of campa i gne rs . 

Bas ical l y, t h e y found that v oters l earned more from t h e candidates ' ads 

than from t he n ews , because ads a ddressed some issues wherea s n ews was 

dominated by c overage of t he "hors e race " --who is ahead at a g i v en 

time . 1Q3 

Much work has been d on e e x amining t h e content of political ads and 

t hei r in f l u enc e o n issue-based v oting dur ing elections . Darrell West , 
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pointing out that policy ma t ters a re cent ral to democratic elections, 

argued that 1n spite of popular b e l ie f s , most of the resear c h f ound that 

ads presented more substantive information t han viewers and j ournal i sts 

generally believe. West argues that "e v e n mentioning issues allows 

voters to incorporate broader notions of a ccounta bi lity i n to thei r 

choices. ,, 10 4 Although most commercia ls are no t v ery specif i c , t h e a d s can 

serve as agenda-setting or a priming funct ion. Me n t i on ing s ome issue in 

the ads may increase its importance in voters' priorit i e s or in camp a i gn 

coverage by the media. 1 05 

According to Richard Joslyn, the content of political comme rcial s 

reveals the nature of the American e l ectoral proce ss. The r esearcher 

believed that one can learn about the nature of electora l choice s by 

studying the appeals made in commercials . Based on a s amp l e o f 50 6 

televised political ads, Joslyn found that 1n spi te o f the common b e l ief 

t hat commercials are mainly used to create an image o f candida t es s ixt y 

p e rcent of ads c ontain ed pol i cy appeals. 106 In another s tudy u s ing t h e 

conten t of 15 6 tel evi sed commercial s f r om pres ide ntia l, gubernatorial , 

sena toria l, and c ongr e ss ional campa i gns , J o s l yn found t ha t 76 % of ads 

we re issue orien t e d, although only 20 % contained specific issue 

p o s iti ons . 107 

The p otentia l o f politica l comme rc ial s for setting agenda a n d 

t r ansmitti ng issue i nfo rmat i on t o t he electorate has been documente d by 

ma ny researc hers. I n ma ny of t he con tent ana lys is studies , researchers 

have found the i ssue content o f poli t ica l c ommercia l s to b e qu ite h igh . 

A s tudy conduc ted by Cha rles Atkin a nd Gary Heald showed that political 

comme rcials incre as e voters' knowledge a bout both candidates and issues 

and set issue a genda f or a campa i gn . l oa Lynda Kaid stated t hat p ol itical 

comme rci a l s con t ain substant i al issue i nformat i on t hat can overcome 

s e l ective exposu r e . Sh e establishe d tha t ads had a cons i derable effect 

. 
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In increasing knowl e dge about candidates a n d issues . 109 

McClure and Patterson found that poli t i ca l ads in the 1 972 

p r es i dentia l campaign c ontained more issue information t han did 

television news. The researchers conc l ude d t hat political ads ra ther 

than news were primary source of information about elec ti on i ssues fo r 

American voters. However , McClure and Patte rson discovere d tha t 

political advertising had i ts strongest impact on i ssu e awareness for 

voters who had a low exposure to newspaper s and t e lev i s i on n e ws 

programs. 110 Patterson and McClure reported that 42 % of the 1 972 e l ection 

commercials were primarily issue commercials, while a no t h er 2 8% 

contained substantial issue material. Others have r e ache d s i mila r 

conclusions. Richard Hofstetter and Cliff Zukin found that 85% o f the ir 

sample of political ads contained some informat i on about i ssues . lIl 

In a study of 1988 presidential commercials, Kaid and Johns on 

compared the difference in content between positive a nd n egative 

commercials. The researchers found that both positive and negative ads 

re l ied hea vi l y on emotional appea ls. Howe v er , the y found that nega tive 

ads contained more issue informa tion tha n did p os i tive ads , a nd bo th 

negative a n d p ositive a d s we re equal in the conten t o f candidates ' i mage 

information. lI " 

Anne Wads worth e x a minin g p residential po l itical ads f rom 1952 to 

1984 found that in ge ner al p resid e n tia l political commercials were 

designed to evoke vo ters ' emo tional r e a ctio n and to make voters feel 

about an issue rathe r than t o l earn somethin g a bout i t . Il3 Hofstette r and 

Zukin discovered i n t hei r analys i s o f t he 1 972 pres ide n t ia l race t hat 

a bout 85 % of t he cand idates ' ads included some r e f e r e nce to issues . ll4 

Likewise, Patterson and McClure demons trated , in a c o n tent ana lys is of 

the 1 97 2 rac e , t hat i ss ues received mo r e fr equen t covera ge i n 

commercial s t han in network n ews c overage . 11, 

• 



24 

Several researche rs have men t ioned i nternational/foreign a ffairs 

issues among other categories in t h e ir cont ent analysis studies . West in 

his study of "prominent" (mentioned by Jamieson in h e r Packaging of the 

Presidency) and "typical" commercials in the p r esiden t ial adver ti s ing 

campaigns from 1952 t o 1992 found that 8% of "promi n e nt" a ds focu sed on 

foreign affairs whereas 4% were focused on specif ic f o r e ign p ol i cy , 11 % 

of "typical" ads targe ted international affairs and 7% speci fic fore i gn 

policy.1l6 "Prominent" ads for Republicans were mo r e muc h like ly t o 

emphasize international affairs (13%) than "prominent" ads fo r Democrats 

(4%). West argued that the greater attention paid by Re publica ns t o 

international affairs and by Democrats to domestic areas "help s to 

explain why Democrats are viewed as weak on foreign pol i cy and 

Republicans are seen as inattentive to domestic matters. " l17 

West's analysis showed that war and peace issues rose dur i n g the 

Vietnam period. Fifteen perc ent of "prominent" ads in 1964 and 25 

percent in 1968 discussed war and peace topics . The t otal of 

inte rnationa l a ffairs account ed for 19 % and 37 %, respectively, with a n 

average 13 % o f c ommercials focu sed o n i nternational affai r s during the 

1952-1992 campaigns . llS International r e l ati ons were emphasized i n 

"prominent" ads at a bout the same lev e ls in the nomi n a t ing contests and 

general election but were me ntioned much more ofte n i n t he nominating 

process among " t ypical" ads. 1l9 The mos t critical "promi n ent" comme r c i a l s 

during the period from 1952 to 1992 appear e d on fo r eign policy 86 % of 

which were negative) with the international a ffa irs ranki ng t h ird ( 56%) 

after domest i c p o l icy (67 %) . 120 

Patterson and McClure analyzed the coverage o f campaign issues by 

political s pots during the 1972 presidential gene r a l ele c tion. They 

established t ha t Nixon 's polici es on Vie tnam accounted for 14 % of t he 

tota l number of i s s u e mentions in the ads (all r e f erences to these 

. 



25 

lssues in telev ised polit ica l spo t s shown be t ween September 18 and 

November 6, 1972) and f or more t h an 10 % o f t he a dvert i sing time . Ni x on' s 

policies on China accounted for 11% of issue mentions and fo r 17% o f the 

air time. Policies on Russia acco unt e d for 1 1% of the numbe r o f i ssue 

mentions and more than 9% of the air time and p ol icies on f o r eign 

commitments for 3% of issue mentions and 5% o f air time. McGovern' s 

policies on Vietnam withdrawal account ed for 5% of the t ota l i s sue 

mentions In the campaign ads and f or nea rly 6% of the tota l air t i me . 

Overall, during the period from September 18 to November 6, 197 2, 

Nixon's foreign policies--Vietnam, China, Russia, and his c ommitme nt s to 

America's allies--received more than 65 minutes of broa dcas t time In 

advertising (41%) and were mentioned in the commercials 120 time s 

(39 %) 121 

Patterson and McClure also established that Nixon's positiv e spo ts 

were strongly oriented toward foreign policy--emphasizing the 

administration's accomplishments and its commitment to an ac t ive role 

f ro the Unit e d Sta t e s i n wo r ld affa irs . Nixon' s n egat i v e s pots 

crit icized McGove r n ' s military de fen s e policy a n d h is we l fare p r op o sa l s. 

McGovern's positive ads s tres sed Vi e tna m disengagement and d omest i c 

policie s . 122 

Leonard Shyles i n hi s s tudy d iscerned the i ssu es of t h e 198 0 

presidential primary campaigns from a conte nt analysi s of the i ssues 

presented in televised p o litica l spo t advert i semen t s create d for n ine 

presidential primary c a ndidates . 123 Proport ions o f i ssue me n tions on 

fo r e ign poli c y was 11 .9 % for the t o tal popu l a t ion, 14. 5% f or Democra ti c 

nominees and 9.9 % for Republican. Fore i gn pol icy/ f ore i gn rela tions 

share d the third-fort h rank with the e nergy cate go ry among othe r ni ne 

issu e ca tegories (Military defe nse wa s i n clude d in t h e national s e curity 

category 1 0%). For individual candidates (n ine c a ndi dates) , the 

. 



26 

proportion of foreign policy i ssue me ntions 1n t h e ir commercial s v a r ied 

from 3.7 % to 26.6 % . 124 

Montague Kern in his study o f 30-secon d s p ots aired in t h e f inal 

ten days of the 1984 election on four varie d mark e t a r eas in India n a , 

California, North Carolina, and Georgi a ( i n minutes ) of issue s i n a d s 

for federal office (Presidential, Senato rial , Congressiona l, a nd 

National Republican Congressional Commi ttee generic p arty spots) 

reported that few foreign policy issue s were e laborated . Counting the 

total broadcast time of these commerc ials, Kern found tha t lit tle 

airtime was devoted to such issues as arms con t r o l, Ce n tra l Ame r ican 

policy, hostages , or defense spending . 125 

Theore ti cal Approach: Agenda-Setting, Ins trumen ta l Actual ization , 
Priming and Defusing 

The idea of agenda-setting is that the public's social or 

political priorities and concerns--their b e li e fs about what is a 

significant issue or event--are determined by the amount of n ews 

cov erag e a c c orde d various i s sues a nd e v e n ts . Signi f i can tly for thi s 

study, t he c oncept was initially p rop osed by ana l ys t s p ur s uing the 

connec t ions b e tween public opinion a nd t he cou r se of Ameri can foreig n 

pol icy . In his book Th e Ame ri can Public and Foreign Policy, Bernard 

Cohen outlined the agenda-setting hypothes i s a s fo ll ows : "The press i s 

significantly more than a purveyor o f information and opinion . I t may 

not be s uccessful in telling it s r e aders wha t t o think , b u t it i s 

stunni ngly successfu l in telling what t o t h ink about .. . . " 126 

Agenda-se tti ng res e arch tha t d e al s with t h e medi a ' s abil i ty to set 

the public's issue a genda has mos t often f ocus e d the c o n t ent of 

television news programs. Iye nga r and Kinder in the i r study o f the 

t e l e vision news i mp ac t o n pub l i c op i n i on d e fine d the agen da sett ing 

hypo thesis as fo l lows: "those problems that r ece ive p r ominent at tent i o n 



on the national news become the problems the v iewing publ ic regards as 

the na t i on's most important . ,, 121 West pointed ou t t hat agenda-settin g 

"refers to the process by which issue s evo l ve from specific griev a n ces 

into prominent causes worthy of gove rnme nt consideration. una 
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Although much research has bee n done on agenda-sett ing a nd 

television news, until recently, there has been little e xte n sion o f thi s 

work to political advertising . Several s t ud ies, h owever, we r e done in 

the 1990s that used an agenda-setting model to d e t e rmine whethe r 

political advertising influences citizens' policy priorities . 

West , in his comprehensive study of political commercia l s , has 

found that in advertising campaigns, agenda s etting is p o t ent i a lly v e ry 

important . Candidates often use advertising t o dramat i ze i ssue s tha t 

previous l y were not high on the public agenda or to show the ir aware nes s 

of issues that are . They also try to deemphasi ze matters that may b e 

problematic for themselves . 129 West's analysis of the 198 8 pre side ntial 

campaign established that Bush's strategy clearly involved a 

r e definit i on of the age nda away from certa in aspects o f Reagan ' s record 

and towa rd Dukakis's vulne rable areas in a n effort to move the camp aign 

de bate onto t erms mo r e advantage ous fo r Re publ ican s. 

Stre ssing that "setting the a g e nda a llows candidates to def ine t he 

t e rms of debat e and to dictate t he dynamics of t he campaign,,, 110 West 

argues that pol i tical advertising " shou l d b e assessed to gauge its 

ability to change citizens' percep t ions of wha t is important and h ow t he 

campa i gn s a re run." 131 

Having s t udi e d t he impac t of a genda- s e t ting on voters ' behavior, 

Roberts reported t ha t h e r finding s suggested that pol i tical a dvertising 

"shares t he agenda-se t ting f unction with gen e r al editorial c o n ten t i n 

its abil i ty t o t ransfer i ssue salience to the publi c mind ." ll2 

Hans-Bernd Bros i u s and Hans Mathias Keppli nger compl emented t h e 

• 
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agenda-setting theory with a theory of ins t rumental actualizat ion. The i r 

argument was t hat in a p olit.ica l campaign "the deci sive point i s not 

wh e ther an event doe s in f a c t speak in favor o f or a gains t a candidate , 

but how the general public perceive it." The re fore, a s Brosiu s and 

Kepplinger put it, the objective of the candidate s and t he ir med ia 

campaigns is "to give publicity to events whi c h he l p on e ' s own side or 

damage the other side . This is described as instrumental 

actualization." lH The researc hers argued that "the mo re f requ ently the 

recipients are confronted with events supporting the p o int of vi ew o f 

one of the adversaries, the more likely they are t o adopt t ha t point of 

view and thus strengthen that position."lH 

Priming is a new theoretical model that bu i l d s on t hi s way of 

thinking about political i n formation. Developed in regard t o t h e evening 

news, the priming model proposes that people use readily a vailabl e 

material to evaluate candidates and that in the media age one o f t h e 

mos t accessible sources is television. 135 This theory is based o n t h e 

psychologic al as sumptio ns tha t p eopl e do not p a y a t tention to 

e v e r y t hing, t h e ir a ttention is highly se l ec tive , and that people notice 

on l y parti c ular f e atures of s p e cial consequen ce . Therefore , argui n g that 

there i s always only a l imited number o f t hemes--s tandard s against which 

pre sidents a re measured--Iy e nga r a nd Kinder def ined p r i mi n g i n t h e 

foll owing way: "By calling atte ntion to some matters whi le ignoring 

others, te l e vision n ews inf luenc e s the standards by wh ich gove r nments , 

p res i dents, po l icie s, and c andida t es f or publ i c office are j udged . " lJ6 

By i t s patte rns of c overage , t el evi s ion can i n fluenc e voters' 

choic es be tween candidates by e levatin g par t i c u lar standards of 

eva l uation. Wes t f ound tha t t e l evision shows that devo t e e x ten s i ve 

coverage to defens e ma tters can i nc rea se the i mpor t anc e o f defens e 

policy i n vote rs' assessme n t s. Li kewise , n ews accoun t s that dwel l on 
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environmental concerns can raise the s alie nce o f t h o s e matters in v o ting 

choices. 13 ., 

Schleuder, McCombs, and Wanta i n t h e ir expe r i menta l s t udy o f 

evaluated the effect of priming in po l itica l adverti s ing . Studyi n g the 

effect of advertising on t he sub jects ' me mory s t ruc tures the y ha v e f ound 

a significant priming effect, arguing t hat "if a n ind ividual p a y s more 

attention to and better remembers an i s sue, it is mor e li ke l y that t he 

information about tha t issue and semantica lly related in forma tion wil l 

be easily activated in memory just prior to a salience decision.,, 139 

Stressing that priming is really an extension of a genda - s et t i n g , 

Ansolabehere, Behr, and Iyengar underscored its impor t ance fo r polit ical 

advertising. Political campaigns cons tantly strive to focu s t h e v o t e r s ' 

a t tention on selected issues to refle ct the public's most p r e ss ing 

conc erns. I ncumbents emphasize issues and policies that they ca n c la i m 

success, whi l e challengers point out policies that have fail e d. In 1 99 2 

the Bush campaign continual l y attemp t e d to remind voters o f the war in 

t he Pe r s ian Gul f , whil e t h e De mocrat s worke d h a rd to fo c u s a t ten t i on on 

t h e weakne s s in the economy . An s olabe her , Behr , and I y e ngar argued that 

during camp a ign s , pa i d me dia are even mo r e impor t a n t s ources of 

p o li t i c a l in f o rma tion f o r age nda-set tin g t h a n " fr ee " medi a . ll9 

The selec tion of c ampa ign issues i s a l so a f fected by partisansh i p. 

Republican presid ential cand idate s a r e likely to play to t heir streng t hs 

and dwe l l on f o r e ign policy a nd de f e n s e; De mo c ra t s ga i n f r om campai gning 

on domestic i s s u es s uch as e d uca t i o n a n d the env i ronme n t . 140 

Priming r e fers to t h e e f for ts o f t h e medi a to i s olate par ticu l ar 

i ssues , even t s, o r t heme s i n the n ews a s cri te r i a f or e va l uatin g 

pol i ticians. I n t h e c on tex t o f c amp a igns , p r i ming means t hat the i ssues 

tha t r ece ive heavy n ews cov e r a ge or c a mpa ign a dvert i s i ng a re li kely t o 

de t e rmine vo t e r s ' evalua t ions o f the c andi dates . By r e mi nding voters o f 
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some issues, adver t ising can e l e v a te the impor tance o f t h e se issues as a 

c r ite r ion f or choosing between the candidate s . "l 

West has suggested to e x tend pr iming with i t s con cep tual 

counterpart, defusing. Th i s term r efers to effor ts on the part of 

candidates to decrease the importanc e of part i c ular s tandard s o f 

evaluation. Candidates often have p r obl ematic feat ures , s u c h as being 

seen as weak on defense or lacking a c lear v is i on for the fu tur e. It 

obviously is in their interest to defuse the ir shortcomings. They can do 

this either by lowering the overall salience of the topic t o the publi c 

or by shortening the distance between the candidate s to the point where 

the subj ect no longer af fects the vote. 142 

Summary 

Many scholars stressed that poli t i ca l adve r ti sin g on te l e v i s ion 

has become indispensable for any candidate to win of f ice . Ever sin c e the 

f irst appe aranc e of political adverti s ing on t e l evi sion, po l itica l 

comme rc i a l s of each pres idential campa i gn h a ve been stud i ed a n d 

analyzed. Numerou s r e sear ch s tudies have b een done on various asp ects of 

polit i c a l advertis i ng : its e f f ectiv e n ess , p ersuas i v e a ppeals , t arget 

audiences, p roduc t i on techniqu es . Many resear c h s t udi es we r e a t temp t ed 

i n order to di ssect poli tical c omme r c ia l s in terms of whether they were 

t r y i ng to c onvey a message on spec i f i c p ol i c y issues or c r eate an i mage 

of a c a nd i da te. Many r esearc h s tud i es were foc used on t he n egat i ve 

pol i t i ca l a dvert i s i ng a nd on wh ether the negative a d s are more or l ess 

e f f ect i ve than the p osi tive a nd whether n egativ e advertising is 

necessa rily a bad t h ing a t a l l . Some r esearch studi es hav e analyzed 

wh e t h e r pol i tica l a dv ertis i ng was d e c ept ive o r no t . A number of studies 

wer e f ocused o n p o l itica l advertising and the agenda-setting a nd priming 

and defusing . Th e a genda -sett i ng research in the field of pol i t i ca l 

a dv e rti s i ng showed suppor t fo r t he notion tha t the pr i orities of the 



advert i si ng a genda influence t h e priori t y o f i s s u es on t h e publ i c 

agenda. Studi es on priming and de f u s i n g indica t e d t ha t i n cre ase in 

advertising emphasis on some issue s l e d ci ti z e n s t o thi n k more a bout 

these issues . 
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The studies that exami ned t h e con t e n t of pol itica l a dvertisin g 

were proba bly the most numerous . Among those we r e s t u d i es i n which the 

inte rnational aspect of political adverti s ing was e x amined in c o n tex t 

with other content categories . However, ana lys is o f t h e l itera ture 

suggests that the international aspect of p o litical a dve rtis ing has b een 

less explored by researchers than other a s p e cts. No t many s t udi e s , if 

any at all, have examined the international a spe c t of polit i ca l 

a dvertising as a separate issue . A study s p e c i f i c ally f ocused on t h e 

inte rnational aspect of television politica l adv e rt i s i ng t h r oughout the 

history of presidential campaigns seems, t h e r efore , j ust ifi e d a s a n o the r 

c ontr i bution to the body of res e arch that h a s b een don e s o fa r i n the 

field of p o l i tica l advertising . 
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CHAPTER III 

METHODOLOGY 

Genera l 

This study is intended to exp l o r e what niche the i nternat i onal 

aspec ts hav e taken in political advert i sing during the U. S . presiden tial 

campaigns from 19 52 until 1996. It has e xamined t h e tende n c i es a nd 

changes in how the international issues hav e been dealt with in 

presidential campaign commercials during this period. The study has a lso 

examined the t ype s of political comme rcial s- - i ssu e - and image-orient ed 

commercials and positive and negative commercials . Fur t h e rmore , the 

study examined the content of president ial p o l itical commercials that 

specifically focused on international is s ues or menti on e d internationa l 

issues among others. 

Research Method 

To assess how the issues of internationa l policies were reflected 

i n p olitical comme rcial s during the presidentia l e l e ctoral campaign s , a 

content analysi s was performed. According to Bernard Bere l son' s 

defini ti on, conten t analys is is "a research technique for the obj ec t ive , 

systematic , and quantitative description of the mani fest content of 

c ommunicat i on." t Gene rally, c ontent a naly s is ha s bee n used to determi. ne 

the characteristics, forms or styl e s of messa g e content . 2 Content 

analys is has b een one of the most widely u sed research techniques for 

understandi ng and eva lua ting broadcas t messages . \ It has also been used 

by many r esearchers i n politi ca l a dvertising research. Thi s study used 

content a nalysis of poli tical commercials by candidates du r i ng United 

State s presidential campaigns . It is an e x ample of a l ongitudina l trend 

study that provide s i n forma t ion about the changes in t h e same popula tion 

over time. 
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Re s earch Questions and Null Hypotheses 

This study e xami ned the international affairs i ssu e s in t h e 

televised polit ical advert isin g during the Uni t ed States p r es ide n tial 

campaigns. 

The research quest ions we re: 

a . Wha t has been the total number of presidential campaign 

commercials that specifically focused on or ment ioned international 

issues? 

39 

b. What has been the proportion of commerc ials tha t s p eci fic a l ly 

focused on or mentioned inte rnational issues out of the tota l number of 

presidential p o lit i cal commercials? 

c . Wh at has been the tende ncy between t h e years 19 52-1996 ? 

d. What have been t he differences in t h e propo rtion of commercia ls 

that focused or ment i oned international issues bas e d on po li tical party 

(Republi can / Democrati c )? 

e . What has be e n the type o f c ommercial s ' content (i s5u e- and 

i mag e - orien ted commercials? 

f. What has been t h e proportion o f p osi tive and n egativ e 

commercia l s on interna ti onal i ssues ? 

h. Wha t ha s been t he conte nt of campa i gn c ommerc ials that f ocused 

on or menti one d inte rnationa l i ssues ? 

Nul l hypotheses: 

Hal. There is no d iffer e nce i n t h e proportion o f c ommercials that 

fo cused or mentioned int e r na tional issues based on the campaign y ear and 

politica l party. 

Ho2 . There a r e n o differences i n t he type of commerc i al content 

(iss u e - and i mage - oriente d , positive and negative c omme rcia ls ) based on 

the c ampa i gn y ear . 
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Ho3. The r e i s n o d if f erence in t h e content o f commer c ial s t ha t 

focused or mentione d in t ernational issues bas e d on campaign yea r and t h e 

political party. 

Definition of Terms 

The coding design and de finition o f t e rms basical ly came f rom 

Lynda Lee Kaid and Anne Johnston's study on ne gat i ve a nd posi t ive 

political advertising in u.S. presidential c ampaigns. 4 Oth e r po li tica l 

advertising studies, suc h as Joslyn's5 study on appe als o f political 

commercials, Shyle's a n d Wes t' s 6 s tudi e s on issue s in the p o li t i c al 

advertising, also were considered in designing this study. 

Sample Sele c ti on 

The data studied h e re a re containe d in pol itical comme r c i a l s u sed 

by presidential candidates during the 1952-1996 p r e s ide nt ia l c ampaigns . 

To limit the scope of the research, the researcher d e c i de d to e x c lude 

political spots fr om p r i ma ry campa igns. Political adve rti s e me n t s by 

independe nt c a ndida tes o r by t h e candida t e s o f minor po lit ica l pa rt i es 

wer e also excluded . On l y a dver tiseme nts by t h e pres ide n tia l n ominees o f 

the t wo ma jor p o l it i cal p a rt i es- -Re publi c a n a n d De mocra t i c --were 

e x amine d. 

Thi s s t udy e x a mine d 13 99 d i f f erent poli ti c a l commerc i a l s f r om 

twelve presidential c ampa ign s . The s a mp l e wa s ob t a ine d f rom t h e 

Political Commerc ia l Archive i n t he Departme n t o f Commun i c a t i on at t he 

Univers ity o f Ok lahoma . Acc o rding to Ann e Wa d s worth a nd West who also 

us e d t h e co l l ection o f t h e Ar chi v e f or t he ir studies , 7 t he Politic al 

Commerc ia l Ar ch i v e conta ins the l a r g e s t and most complete se t of 

pre sident i a l a ds. Howe v e r, al t hough the advertising c o l l ection e xamined 

in t h is s t u dy wa s a ssume d t o be r e l at i v e ly complete , it should be 

cons i dere d r a ther a convenl enc e samp le tha n a f u lly r ep r esen t at i v e 

sample o f the popu l at i on . 
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Cont ent Ana l ysis 

Unit of Analysis 

The units of analysis in this s tudy are the po l i tical commercials 

themselves. 

Categories of Analysis 

The categories of analysis are: 

1. International and foreign affairs i ssues pre s e nted in the ads. 

2. Type of commercials (issue- and image oriented , pos itive and negative 

commercials) 

Coding 

A coding sheet was developed for this study (see Appe ndix A). The 

format of the coding sheet was derived primarily f rom Kaid and 

Johnston's study on the types of preside ntia l politi cal advertis ing. 8 

However, the design of the coding sheet and the def init ions o f t e rms 

merged several other studies in the field of political adve rtising as 

we l l. 

A pretes t had been conduc ted be f ore t he actual content analy sis 

too k place . All polit ica l commerc ial s o f t he preside ntia l general 

elect i o n s obta inable from the Politi c a l Commerc i a l Archive at the 

Uni vers ity of Ok lahoma we r e reviewed . Only t h e c omme r c ia l s that fo c us e d 

or ment ioned inte rnational i ssues we r e coded . 

Th e comme rcial s were classi fi e d according to t he campa i gn year and 

candidate's p a rty affiliation. Comme rc i a l s were a lso coded according t o 

their (image- o r i ssue -or iente d). The ra tiona l e was that from the Kai d 

a nd John ston' s s t udy which defin e d i ssue commercials as those that 

"emphasi z e s pec ific pu bl ic concern ," a nd image cOITlJTlercials as t hose that 

"stress t h e cand idate 's c haracterist i cs , p ersonality, human qua li ties . ,, 9 

A c ommerc i a l c ould c on t a in both t ypes of information . 1L 

Many researchers have invest i gated the difference in p o s i ti v e a n d 
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negat i v e politic al ads , a n d the strate gy u sed i n negat i ve political 

advertising. ll Thus, the r e searcher i ntended to a ssess the d i rec t i on of 

ads (negative, positive) and strateg i e s u sed i n t h e samp le ads . 

Commercials were coded into c ontent c a t egories on a code s heet 

according to the operational defini tions of c a tegori es i n t h e code book 

(Appendix B). The content analysis took place at the Departme n t of 

Communication at the University of Oklahoma, Norman . 

Statistica l Analysis 

The frequency count of terms in each category i s nomi nal data ; 

therefore, the researcher used simple and comple x Ch i - square a n a lys i s to 

examine differences in internationally oriented pol i tica l commerc i a l s . 

The 95 percent level of confidence was used to d e t e rmine whi c h 

differences were statistically significant . 
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CHAPTER IV 

FIND INGS 

Ge neral 

This thesis i s an attempt t o i nvestigate how i n t e r na t i ona l asp ec t s 

were reflected in pol i tical a d v e r t i sin g d uring preside n t ial c ampa i gn s i n 

the United States. The study has examine d t h e t e nd enc i e s a nd c ha n ges in 

the way in which international issues ha v e b een deal t with i n po l itical 

campaign commercials from 1 952 until 199 6. The study a l s o exami n e d t he 

differences between the two major political parties , De mocratic a nd 

Republican. Specif i cally, the study f ocused on t h e p r oportio n of 

commercials that focused or mentioned inte r na ti onal issue s out o f t he 

total number of political commercials by c andidate s . Furthe rmore , t he 

study explored the differences in the c omme r c ials focusing on or 

mentioning international i s sues based on t he pol i tica l par ty '. 
affiliation, commerc ial type (issue- or image - ori e nte d, positive a nd 

negative commercials), and the conten t of comme rcials . 

Me thodology 

The r e s e a rch meth od o f t h is s t udy was a t e c hnique of content 

a nalysis , known a s "cont inge ncy a n a lysis. " According to thi s t echnique , 

the da ta were coded and sc o r e d d epen d i ng on t h e abs e nce or presence of 

t h e att r i bute wi t h in the un i t of measureme n t . 1 The unit o f measu rement 

i n this study wa s a p o l i tical c ommerc ia l. To reco r d t he da t a , a r aw- data 

matrix was cons truc ted a cc o r d i ng to the generally u sed con tingency 

t echnique with uni ts s erving as r ows a nd t h e c ategor i es a s co l umns . 2 

The data were coll ected f r om the politica l advert i sements by the 

pre s ident i al c a n d i da tes dur i n g U. S . pre sidential campa igns from 1 9 52 

unt i l 199 6. Th e s a mple u sed in th i s study was the c o llec tion o f 

politi ca l adv e rtis emen ts i n t h e Po l i tica l Commercial Archive In the 

44 
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Department of Communicat i on at the Uni vers i ty of Oklahoma . The study 

e xamined only political c ommercials by the presidentia l c andida t es of 

the two major political parties, Democratic and Republicans. In 

addition, the sample was l imited to the advertisement s u sed dur ing the 

presidential general elections. Comme r cials more than five mi nutes l ong 

were also e liminated, since such commerc i a l s usual ly con tain a 

multiplicity of issues. 

Chapte r Outline 

This chapter describes and int erpre t s the re s earch findings of the 

study. The first part contains an analysis of the ov erall number and 

proportion of campaign commercials that spe cifically foc used on or 

mentioned international lssues based on the campaign y ear and the 

political p a rty. In the second part, the data a re analy zed based on t h e 

type of political commercials--issue- and ima ge-ori e n ted, positive and 

negative commercials--and the campaign year. In the third par t, the 

commerc i al s are a nalyze d based on thei r conte nt. The ope ra tional 

de finiti ons c f the variables- -type of comme r cial s ( isslJ e - i mage o riented 

comme rcials, p os i t ive and n e ga tive comme rcials ) and categories o f the 

content analy s i s-- a r e li s t ed in t h e code book, App e ndix B. 

Proportion of the Co~nercia l s tha t Focu s on o r Me nt i on 
I n t erna t i ona l I ssues 

Thi s par t e xamine s the amoun t of commercials that s p eci fi cal ly 

focused on i ntern a tiona l and foreign a ff a irs issues a nd those that 

ment i oned them among other i ss ues i n the presidential advertising 

c ampa igns f rom 1 9 52 un t il 1996 . Thi s par t al s o eva l ua tes the p roport ion 

o f c ommercia l s tha t focused on o r me n tioned i n terna tional a nd f oreign 

af fair s issues out o f the t otal amount of politica l commercials during 

presidential campa i gns . Next, th i s par t e xamines the d if fe r e nce in the 

amount of pol i tical comme rcials that men tioned i nternational a nd f ore i gn 
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a f fairs issues between t he Demo c rat i c and Republ ican p ar t ies. 

Th e numbe r and p ropor tions of t h e p ol i ti c a l te l e vision a d s that 

spe c ifi c a lly focused on o r menti oned internat i on a l i ssu e s durin g t h e 

presiden tial genera l elections are p r es e n ted i n Table I. 

TABLE I 

COMMERCIALS THAT SPECI FICALLY FOCUSED ON INTERNATI ONAL ISSUES 
AND COMMERCIALS THAT MENTIONED THEM AMONG OTHERS 

Campaign year 52 56 60 64 68 72 76 80 84 88 92 96 

Number o f ad s 
speci fi cally 
f ocused o n 
i n te r nationa l 
i ssues 1 1 2 5 1 8 13 9 9 49 14 13 1 0 

Percen t 2 % 6% 2 1% 2 6% 15% 13 % 6% 14 % 10% 7% 1% 0% 

Number of a ds 
me n tioni ng 
inte rnationa l 
amo ng other 
i s sues 

! 
7 6 23 8 14 1 9 12 38 26 1 0 5 0 

Percent 14 % 35% 20% 12% 17% 26% 8% IH 20% 6% 7% 0% 

Total number 
o f ads 
menti oning 
international I 

i ssues 8 7 48 26 27 28 21 87 40 23 6 0 

Percent 16% 41% 4 1% 3 8% 32% 39% 14 % 25% 30% 13% 8% 0 

I 

Total number 49 17 11 7 69 84 72 146 350 135 178 71 111 
of ads 

The data s h ow t ha t 11% o f the po l i tical commercials in the 

Total 

153 

11% 

170 

12% 

321 

23% 

13 9 9 

pres ident i al c ampa i gn s specifical ly f ocused on international and foreign 

af fairs issues . Another 12% o f the c ommercials mentioned some 

i nternationa l issues among o ther. Ov e r al l , about 23% of the commercials 

i n the sample mentioned inter n a tional and foreign affairs issues . 

Sta t istical ly significant differences were found in the proportion 

of the p olitica l c ommercial s that specifically focused on international 
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issues, mentioned international issues among o t h er issue s, and overall 

in the proportion o f c omme rcials t.hat. either f ocused on or me nt.i oned 

int.ernat.ional issues based on the campaign year. The highest. p ercent. of 

ads t.hat. specifical l y target.ed int.ernational or f o re ign affair s issues 

was in the 1960s. The highe st. percent in a part.icular c ampaign was i n 

1964 ( 2 6 %). Beside the 1996 campaign, where no ads on i nt.e rnat.iona l 

issues were found, the lowest. percent of such commercials was in t he 

1992 (1 %) and in 1956 (2%) president.ial campaigns. 

The proportion of commercials that. either specifal l y t a r get.e d or 

ment.ioned international issues combined was rat.he r high from 19 56 un t i l 

t.he 1972 campaign. The highest percent of t.hes e commercials wa s in t he 

1956 and 1960 campaigns (41 %) . A rather low percent. of the se comme rcial s 

was found in the 1952 (16%) , 1976 (14 %), 1988 (14 %), and 1992 (8 %) 

presidential campaigns. Figure 1 illustrates the perce nt of commercial s 

that specifically foc used on in t ernational issue s and t h ose t.hat focus e d 

on or mentioned international issues among others combined by the 

c ampaign y e a r . 

50 

40 -

30 

20 
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56 60 64 
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68 72 
I 

76 
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80 
I 

84 

Focus on international issues 

88 
I 

92 

Total that mention international issues 

96 

Figure 1 . Propor t ion o f co.mmerc ials that spec i fical ly focused o n and 
c omme r cials t hat mention e d internation al issues . 
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Figure 1 indicates that the interna t ional a spect was mos t salie nt 

in the presidential campaign adver ti sing from t h e lat e 1950s unti l t he 

early 1970s with a significant decline in t h e 1 970s followed by a 

relative increase in the 1980s. In the 1992 po l itical campaign i t was 

barely present and totally disapp eare d in t he 1 99 6 campaign a ds . 

The number and proportions of the commercials that e ither 

specifically focused on international issues or me ntioned i nternational 

issues among others for each of the two po l itica l p arties by the 

campaign year and the politcal party are pre sente d in Table II. 

TABLE II 

PROPORTION OF COMMERCIALS THAT FOCOSED ON OR MENTIONED INTERNATIONAL 
ISSUES BY POLITICAL PARTY 

Campaign year 52 56 60 64 68 72 76 80 84 88 92 96 Total 

Numbe r of ads 
me ntioning 
in terna tiona l 
issues by 
Democrats 1 2 1 7 7 8 8 8 48 22 17 0 0 138 

Republicans 7 5 31 19 19 2 0 13 39 18 6 6 0 183 

Percent of ads I 

mentioning i 

international 
concerns by 
Democrats 8% 17% 23% 25 % 26% 20% 14 % 30% 44% 14% 0% 0% 20% 

I 

Republicans 19 % 100 70 % 4 6% 36% 6 2 % 15% 20% 21% 11% 19% 0% 26% 
I 

Total number 
of ads by 
Democrats 13 1 2 7 3 28 3 1 40 5 9 159 50 122 39 69 695 

I 

Republicans 3 6 5 44 41 53 32 87 191 85 56 32 42 704 

Total number 49 17 117 69 8 4 72 146 350 135 178 71 111 1399 
of a ds 

The da t a show tha t 20 % of t h e pol i t i c a l commerc i als by t h e 

Democrat i c p r es ident ial candida tes mentioned internati onal issues . For 

t he Republican preside n tial c andida tes , commerci a ls that mentioned 

interna tional issu es accounted for 26 % of the total of their campa i gn 

.' I 
'.1 

:' I 
" , ttl· . ' .. ~ 
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commercia l s. Statistically signi f i cant d iffere nces were f ound in the 

proportion of the political c ommercials me n t i oni ng internationa l i ssues 

for each political party based on the campa ign y ear. Th e Democrats had 

the highest percent of comme rcials t hat either specif i cally focused on 

or mentioned international i ssues during the 19 84 presiden tia l campaign 

(44 %). The Republicans had the highes t percent of s uch commercia l s 

during the 1956 (100 %). 1960 (70 %). a nd 1972 (62 %) presidential 

campaigns. Statistically significant differences were also found be tween 

the political parties based on the campaign year a nd b e twee n the 

political parties overall. The Republican pres idential campaign 

commercials had overall a higher proport ion of a d s that foc used on or 

mentioned international issues (26% versus 20 % fo r the Democrat s ) . 

Figure 2 illustrates the proportions of the campaign commercials ei ther 

specifically focused on or mentione d international iss ues for e ach 

political party. 
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56 60 64 68 72 76 84 
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Figure 2. Propor ti on of commercial s t hat f ocu sed on or mentioned 
i nternat i ona l issues by political party . 

F i gure 2 indica tes tha t t he Republican presidential campaign 

commercials had a higher proport i on of a d s tha t men tioned i n ternational 

i ssues in the c ampaigns during 195 0s . 19 60s , and early 1 970s . (A high 
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perc ent of i n terna t iona l c ontent in t he Repub l i c a n c ommerc i a l s i n t h e 

1956 campaign can be explained by the smal l number of Republican 

commercials in t h e s ample f o r t his y ear (5) a nd t h e i r len g th--fiv e 

mi nutes . The y f ocused , t he refore, o n a mU l t i p l i c i t y of issu e s with 

international issues among others.) 

The 1 97 6 p resident ia l campaign was chara cter i zed by a n equa l 

proportion o f atten t ion paid by the two p o litica l par t i es to 

international problems wi t h a decline in c ompar iso n with p r e v i ous y ear s 
' .. 

for both parties . This decline was followed by a r e la t ive i n c r ease in 10 . I . '., 

the 19 80s with the Democrats having during thi s p e riod a h igher 

proportion of commercials mentioning internationa l i s sues tha n t he 

Republicans . I n t he 1 992 pres idential campaign , h owe v e r, inte r nat ional 

issues were mentioned only in the Repu blican campa ign a d s , and i n 1 9 96 

were not found in the commercials of the p r e sidential n omi n ees of ei the r 

party . 

Type o f Poli t ica l Co mmerc ials 

This c ha pter e x amines the d iffe r e n c es in the pol i t i ca l campaign 

commerc i a l s t h a t ei t her speci f i c a lly focu sed on or men ti oned 

i n t ernat iona l i ssues b a sed on the comme r cia l t ype- - issu e - versu s i mage -

o r i e nted c ommerc i a ls , and pos itiv e v e r s u s n e g a t i v e comme r c i a l s . The 

issue- ori e n t e d c omme r c ia ls are thos e tha t f ocused o n s pecific poli tica l 

prob l e ms or o n t he cand idate ' s pol i cies or s t a nd o n the issues . I mage 

c omme rci a ls a r e t hose that fo c u sed o n a candida t e ' s quali f i c a t i ons , 

c ha r a c t er or p e r sonal i t y . Some comme r cia l s can f oc u s o n particu l ar 

p o l icy i ssu e s as well a s on c a ndidate qu ali f ica t i o n s o r character 

s i multane ously . Su c h ads are r e f e r r e d t o in this paper as both image -

a nd i s sue - o r i en t e d commerc ia l s . Th e number a nd p r opor t i ons o f issu e - and 

image - oriented commerci als and t h os e t hat comb i n e focus on s pec if i c 

p o l icy i ssue s with t ha t on c andida t e i mage are p r esen ted i n Ta b le III . 
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TABLE III 

NUMBER AND PROPORTION OF IMAGE- AND I SSUE-ORIENTED COMMERCIALS 

Campaign year 52 56 60 64 68 72 76 80 84 88 92 96 Total 

Number of 
issue-oriented 4 3 32 17 17 22 15 21 19 16 0 0 168 
ads 

Image -or i e n ted 2 2 7 4 2 2 4 35 2 5 2 0 68 
I 

Both issue-
and i mage - 2 2 9 5 8 4 2 45 3 2 0 0 85 
oriented ads 

Percent of 
issue -oriented 50% 33 % 66% 65% 62% 79 % 71% 24% 40% 69% 33% 0% 52% ' .. 
ads t, : ... 

Image-oriented 
ads 25 % 33% 15% 16% 7% 7% 19% 40% 5% 22% 0% 0% 22% 

Both issue -
a nd image -
orien t ed a d s 25% 33% 19% 1 9% 30% 14% 10% 36% 8% 9% 67% 0% 26% 

To tal n umber 
of ads 
men tioning 
interna tiona l 
mat ters (l 00% ) 8 7 48 26 27 28 21 87 40 23 6 0 321 

Total number 
o f ads 49 17 117 69 84 72 146 350 135 178 71 111 1399 

Statistica l ly significan t d i ffe r e nce was found between the i ssue - , 

image-o r iented c ommercia l s , a n d b o th is s u e - and image- o r ient e d 

commercials overall. The d a t a s h ow t ha t commercials f ocused on s pecific 

i nternationa l p r oblems , po l icies , or candidate ' s stand wer e used mos t 

(52 %) in t h e president i a l c ampaign advertising . Commercial s t hat f o cused 

on a candidate ' s qualif i ca t ions , charac ter , o r personality in relation 

to some foreign or interna tional c oncerns accounted for 22 % of the total 

of commercials that mentioned international issues . Commercials tha t 

menti on ed speci f ic issues and at the same time emphasi z e d the 

c andidate' s image accounted for 2 6% of the tota l o f c ommercials 

mentioning international is s ues . Th e trend over t he years indicates a 

s i milar p attern throughout all but two presidential campaigns (in the 

19 80 campaign commercials , personal image of candidates was emphasized 
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more than their polic ies a n d in 1 992 mos t o f t h e c omme r cial s ( 67% ) 

emphasized both the cand ida t e 's i mage a n d specific i n t ernat ional i ssues . 

Figure 3 illustrat es the propo r tions o f is s u e - a nd ima ge-or ien ted 

commercials by political par t y (c ommerc i als t h a t a r e b oth issue - and 

image-oriented are omitted) . 
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Fig u r e 3 . Propor t ion of i ssue- and i mage - orient ed commercials by 
political party . 

Fi gu re 3 indicates tha t both the Repulican a n d Democrat i c 

a dvertisin g campaigns d iffered in their empha sis o f either specific 

po li t i ca l i ss ues or candidates ' images based on campaign year . In 1956 , 

1 97 2, 19 84, and 1988 Democratic advertising was primarily focused on 

pol i cy issues whe r eas c andidates ' i mage was more emphasized in the 1964 

and 1 980 campaigns . Republican commercial s were primarily issue - oriented 

in mos t campaign s . However , i n 1 992 Repub lican a d s were mainly f ocused 

on candi da tes' image as related to international and foreign affairs . 

The t wo p ar ties also differed among themselves , particularly , during the 

1964 a n d 1988 campaigns . 

Tab le IV presents the number and p roportions of positive and 
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negat ive commercials and those t ha t c ombine focus on candidate ' s own 

policies and image with at t acks o n t h e polic ies and image of a n 

opponent . 

TABLE I V 

PROPORTION OF POSITIVE AND NEGATIVE COMMERC IALS 

Campaign year 52 56 i 60 64 68 72 76 80 84 88 92 96 Tota l 

Number of 
positive ads 2 5 30 12 14 14 8 35 15 10 6 0 150 

Number of 
nega tive ads 4 0 4 9 8 7 4 29 9 8 0 0 82 

Both positive 
and negative 
ads 2 2 1 4 5 5 7 9 23 16 5 0 0 88 

Total o f ads 
containing 
attac k on the 
opponent 6 2 1 8 14 14 14 13 52 25 1 4 0 0 170 

Percent of 
positive ad s 25% 71 % 63% 46 % 51% 46% 38% 4 o Ii> 37% 43% 100 0% 4.7% 

% 
Percent of 
negative ads 50% 0% 8% 35% 30% 25% 19% 331i> 23% 35% 0% 0% 26% 

Pe r cent of 
both positive 
and negative 
ads 25% 29% 29% 19% 191i> 25% 43% 27% 40% 22% 0% 0% 27% 

Total percent 
of ads 
contain ing 
attack on the 
opponent 75% 29% 37% 54% 49% 50% 62% 60% 63% 57% 0% 0% 53% 

Total number 
of ads 
mentioning 
international 
matters (l00% ) 8 7 48 26 27 28 21 87 40 23 6 0 3:n 

Total number 
of ads 49 17 117 69 84 72 146 350 135 178 71 111 1399 

Stat i stically s ignifican t difference was found in the proport i ons 

of p osi tive c ommercials , negative , and both positive and negat i ve 

comme r c ia l s based by campaign. Comme r c ial s that focused on candidates ' 

policies o r image accounted for 47 % of the c ommercials that mentioned 

international issues versus 27% of commercials focused on criticism of 
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the opponent s' policies or image. Commerc i a l s that e xclus i v e ly a ttack e d 

opponents' policies or image and those t hat combined at t a ck with 

candidates' own positive policies or i mage wer e f oun d to have n e a r ly 

equal proportions (26 % and 27 % accor d i ngly ). No s tatistica l dif ference 

was found b e tween these categories. The data showed t hat o verall atta cks 

on the opponent were found in 53 % of the commerc i a ls t hat mentione d 

international issues. However, in four presiden tial c amp aigns (195 6 , 

1960, 1968, and 1992} most of the comme rcials we r e posit ive (71 %, 63 %, 

51%, and 100% accordingly). Figure 4 i l lustrate s the proportion s of 

positive and negative commercials by politica l p a r t y (comme r cial s that 

are both positive and negative are omitted) . 
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Figure 4 positiv e and nega t ive commercials t hat foc us e d on o r mentioned 
i n terna tiona l is s ues . 

Fi g u re 4 indicat e s d iffer e nces between the Repul i can and Democratic 

p r esidential advertising commercia ls i n thei r emphasis of either 

candida t es ' own poli c i es or i mage , or attack s on the pol i cies or image 

o f opponents b a s e d on c ampaign y ear. Commercials that focused or 
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mentione d international a n d for e ign a ff ai r s by t he De mocratic nomin ees 

were predomin ant ly positive from the 1956 until 1980 p r es i dentia l 

campaigns and predominatly negative during t he 1 952 and 19 8 8 campa i gn s . 

Commerc i als by the Republ ican nominees were pre domin antly p osi t i v e 

during most campa i gns except the 1952 and 19 80 campaign . Democratic 

advertising was primarily f ocu s ed on policy i s sues whereas candidates ' 

image was more emphasized in the 1964 and 1980 c ampa ign s . I n 1988 , 

Republican commerc i als that foc used on or mentioned in tern ation a l and 

foreign affairs were prima.rily positive, whereas thos e by t h e Democra tic 

nominee were primarily negative. Overall, Figure 4 shows t hat 

presidential advertising campaigns used different t actics by plac ing 

more emphasis either on promoting candida t.es' own p o li c i es a nd ima ge o r 

on attacting those of opponents. 

Content of the Commercials that Speci fically Fo c u sed on or 
Mentioned International Issues 

This part examines differences in the conte nt of p o lit ica l 

comme rc i al s that s p e ci f ica lly f ocused on o r me n t ione d int.ernationa l a n d 

fore ign a f f air s issue s . The d iffe r e nces a r e examine d o v erall b e tween the 

conte n t c ategories . Th e content catego r i es are a l so compare d based on 

t he campaign y e ar a nd on t h e pol i tical party . Ne x t , t h e d i ff e r ences 

between t h e p olitical p ar t i es are e xami ned i n mo r e de t a i l in three 

c ont ent cate g ori es that a ccount. e d for more than a third o f c ommerc i als 

that mention internati onal i ssu e s. 

Table V li sts the numbe r and propor t i ons of pre sid ent i a l campaign 

commerc i a ls that focused on o r menti on e d i nternationa l a nd foreign 

affai rs i s s ues i n di f f ere n t conten t categories . The operationa l 

d ef init ions o f t h e c on t.en t c at.egories are f o r mu l ated in t h e cod e book 

(Appe ndix B). Each c ommercial cou l d be code d i n one o r many conten t 

c a t.egri e s dep e nd ing on i ts conten t b u t. only once in e a c h category . 
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TABLE V 

CONTENT OF THE COMMERCIALS THAT MENTIONED INTERNATIONA.L ISSUES 

Campaign 52 56 60 64 68 72 76 80 84 88 92 96 'rota1 

year 
I 

1 War and 
p eace 7 6 15 9 13 21 8 40 25 0 1 0 145 

Pe rcent (%) 88% 86% 31% 36% 48% 75% 38% 46% 63% 0% 17% 0% 45% 

2 Candidate 
qua li fications 2 3 16 9 10 6 6 45 5 5 2 0 109 

Percent (%) 25% 43% 33% 35% 37% 15% 29% 52% 13% 22% 33% 0% 34% 

3 World 
problems, 
position in 
the world 2 2 24 8 4 11 3 32 6 0 3 0 95 

, : 
',' 

Percent (%) 2 5% 43% 50% 31% 1 5% 3 9% 14 % 22% 15% 0% 50% 0% 30% ~" .... 

4 Arms Control 0 0 0 2 4 1 0 14 12 3 0 0 36 

Pe rcen t (% ) 0% 0% 0% 8% 1 5% 4% 0% 16% 30% 13% 0% 0% 11% 

5 Threat to 
America 0 1 4 2 1 0 3 0 5 14 2 0 32 

Percent (%) 0% 1 4% 8% 8% 4% 0% 1 4% 0% 13% 61% 33% 0% 10% 

6 Foreign 
aid/sanctions 0 0 0 2 2 1 3 3 0 6 0 0 17 

Percent (%) 0% 0% 0% 8% 7% 4% 14% 3% 0% 26% 0% 0% 5% 

7 Terrorism 0 0 0 0 0 0 0 8 0 4 0 0 12 

Percent (%) 0% 0% 0% 0% 0% 0% 0% 9% 0% 17% 0% 0% 4% 

8 Economic 
re la tions 0 0 0 0 0 0 3 3 0 2 2 0 10 

Percent (%) 0% 0% 0% 0% 0% 0% 14% 3% 0% 9% 33% 0% 3% 

9 Other 0 0 0 4 2 0 1 0 0 0 0 0 7 

Percent ( % ) 0% 0% 0% 15% 7% 0% 5% 0% 0% 0% 0% 0% 3% 

Total of ads 
in categories 11 12 59 36 36 40 27 145 53 34 10 0 463 

Perc ent (% ) 138 171 123 138 133 143 129 16 7 133 148 167 0% 144% 
% % % % % % % % % % % 

Total of ads 
mentioning 
in ternational 8 7 48 26 27 28 21 87 40 23 6 0 321 
issues (100% ) 

Total of ads 49 17 11 7 69 84 72 146 350 135 178 71 111 1399 

Stati stically significant d ifference was found between the 
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c ontent categories in the politica l commercials mentioning inter nationa l 

issues overall. Commercials mentionin g i ssues o f war and p eace made up 

the largest category (4 5% ). Commercial s that mention e d candi dates 

qualifications as related to int e r nat i on a l a nd foreign af f a irs i ssues 

were the second largest category (3 4% ) . Th e t h ird l arge s t c a tegory was 

ma de up of the commercials that mentioned world problems and Ame r ica ' s 

position in the world (30%). Arms control ranked forth (11 %), followed 

by the external threat category (10 %), f oreign aid/ economic sanction s 

(5 %), international terrorism (4%), and interna ti ona l t rade r e la t i ons 

(3 %). Other international issues mentione d in t he c ommerc ia l s (3 %) we re \ . 

drug trafficking, international environment treati es , r e fug ees, Unit e d 
~ . 

Na tions, poverty and overpopulat ion. 

Statistically significant differenc es we re found in the three 

ma J or content categories- - war and p eace , candidate s ' qualifications , and 

world problems/America's position in the world--bas e d on the campaign 

year. War and peace problems were most salient in the 1 952 (8 8%), 19 56 

(8 6%), 1972 (72 %), and i n the 198 4 ( 63 %) president i a l campaign 

commercials. In other year s t hi s ca t egory accounted f or l ess than 5 0% of 

the commercials ment ioning internat i onal i ssues and in 1988 a nd 1996 n o 

commercial s were coded in thi s c a tegory . Ca nd ida tes ' qualifications as 

r ela ted to i nternational issues we re mos tly the focus o f campaign 

adv e rtising in the 1980 ( 52% ) and i n the 1 9 56 (43% ) pres i dentia l 

campaigns. No commercial s were coded in this category in 19 96. World 

p robl e ms a nd Amer i c a's posit ion in t h e wor ld we r e most emphasi z e d i n t h e 

19 60 (5 0%), 19 56 (43 %), a nd 1972 (39 %) camp a i gns . These i ssues also 

a c c oun ted for 5 0% in t h e 1 992 c ampaign , but the tota l number o f 

comme rci a l s mentionin g i n t ern a tional i ssues in thi s campaign was no t 

s igni fic a nt (8%). No s ta ti s t ical differ enc es were calculated for other 

c onte n t c ategorie s s inc e t h e y do n ot have a ny entr i es in many years . 



TABLE VI 

DI FFERENCES BETWEEN THE POLITICAL PARTIES IN THE CONTENT OF 
COMMERCIALS THAT SPECIFICALLY FOCUSED ON OR MENTIONED 

I NTERNATIONAL ISSUES 

Content categories Democrats Republicans 

1. War and Peace 61 84 
Percent (%) 4 4% 46 % 

2.Candida t es 4 6 63 
Qualifications 33 % 34 % 
Pe rcen t ( %) 

3.World Problems, p osition 
in the World 37 58 
Percent ( %) 2 7% 22 % 

4.Arms Cont rol 29 7 
Percent ( %) 21% 4% 

5.External Threat to 22 10 
Ame rica 1 6 % 5% 
Percent (%) 

6 . Foreign aid/sanctions 13 4 
Percent (%) 9 % 4% 

5. International Terror ism 2 1 0 
Percent ( %) 1 % 5% 

9. I n ternationa l Trade 
Rel a t i on s 7 3 
Percen t ( %) 2 % 2% 

, 

10 . 0ther 2 5 
Pe r cent ( %) 1% 3% 

Total of cate gori e s 2 04 24 4 
Pe r cen t (%) 1 4 8% 13 3% 

To ta l n umbe r o f ads 
me nt ioning inte r nation a l 138 1 83 
mat t e r s 
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S t at i st ical ly s i gni ficant differenc e ~n t h e commerc ia ls me n tioning 

inte rnational i ssues wa s found be tween the conten t ca t egories for each 

o f the politica l parties . Statistically significant difference was found 

b etween t h e polit ica l parties . However , t he t able shows t hat there was 

no d iffere nce between politi c al part ies i n such categories as 

" c a n d idates qu a lificati o ns " and " i n t ernational t rade relations . " Both 
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Democratic and Republ i can campaign conunercia l s p a i d mos t a ttent i on t o 

the war and peace problems and candidate s qualificat ions wi th 

approximately equal share of these c atego r i es fo r bo t h part i es (44% a nd 

46 % in the war and peace category , and 33 % a nd 34 % i n the candida t es 

qualifications category). World problems / Amer i c a' s p os i tion in the wor ld 

was the third ranked category for both parties, wi t h more difference 

b e tween the parties than in the first thre e categori es (27 % a nd 22% 

a.ccordingly). Of other categories, most di f fe r e nce between t h e parti es 

was found in the arms control category with 21 % o f a d s i n this ca t egory 

for Democrats and 4% for Republicans, and in the exte rna l threa t 

category (16 % and 5% accordingly). The Democ rat ic campa ign conunerci al 

placed more emphasis on foreign aid and economic sanc t ions and on 

internat ional trade relati ons than the Republican comme rcial s . The 

Republican ads. howeve r, emphasized international t e rrorism more t han 

the Democratic conunercials. Figure 5 illustrates the proportions of the 

conunercials by the t wo political parties in each of the above content 

categor ies out of t he t o ta l numbe r of campaign commerc i als t ha t 

me n tione d i ntern a ti ona l issues . 

Econom ic relations ~ 
I -s-m International terrorism 

Foreign aid/Sanctions ~ 

External threat -
Arms control -

VVorld problems 

Candidate qualifications 

VVar and peace 

o ~ o 20 3 0 4 0 

Republicans Oem ocrats 

Figu r e 5 . Proportions o f camp aign conunerc i a ls in t he c onten t categor ies . 

Three categori es that a ccounted for most of t he commercia ls-- "wa r and 

• f • 
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peace," "candidate qua l i ficati ons," and "wor l d p r obl ems n were e xami n e d 

in more detail. F igur e 6 i l lus t r a t e s prop o r t i on of commer c i a l s that 

mentioned war and peace i ssues out of the t o t a l n umbe r o f camp a i gn 

commercial s by the presidential candida t es of t h e two p a r ties . 

50 -,-------------------------------------------------------------

40 -+------------------------~~------------------------------

30 -+---7~~~------------~~~~----------------------------

20 -+f-----------~------_r--~~~--------~~~--------------

o -+----,----,----.----,----,-----,----r----r--~~---~--~--~ 
52 56 60 64 68 72 76 80 84 88 92 96 

Democrats Republicans 

Figure 6. Proportion of ads t ha t focused on or mentioned issues o f war 
and p eace out of t h e total nu mber of presidential campaign 

commercials . 

Figure 6 i ndicates tha t i n seven campaigns war and peace issues 

were more sa l ient In t h e campaign commercials o f the Republican 

candidates and in three campaigns by the Democratic candidates. No 

c ommercial s that mentioned i ssues of war and p e a ce were f ound i n the 

1988 and 1996 presidential campaign commerc ials . 

Table VII e xamines t h e d ifferences between in the War and Peace 

category base d by the political party. Th e operational definitions of 

60 

the content subcategories i n the War and Peace category are formulated 

i n the c ode book (Appendix B). Each commercial could be coded in one or 

man y c ontent subcategories depending on its content but only once in 

each ca tegory . 
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TABLE VII 

WAR AND PEAC E CATEGORY BY POL ITICAL PARTY 

Content category Democrats Republicans Both parties 

a. Keep America 1n peace , 26 51 77 
stop war 43 % 6 1% 5 3% 

b . Peace by being strong 7 36 43 
11 % 4 3% 30 % 

c. Opponent may start war 25 8 33 
41 % 10% 2 3 % 

d. Negotiate for peace 2 13 15 
3 % 15 % 10% 

e. Leadership for global 2 12 14 
peace 3% 14% 10% 

f. Mediate 1n wor l d 
I 6 2 8 

conflicts 10% 2% 6% 
I 

h. Other 1 1 2 
2 % 1% 1 % 

Total 69 (113 %) 1 23(146 %) 1 9 2 (132 %) 

Total of ads 1n Peace and 61 (10 0% ) 84 (10 0% ) 145(10 0 ) 
war category 

Stati s tically signi f icant d i fference was found between the 

s ubcategori e s of the commerc i als mentioning issu es of war a nd peac e fo r 

each of the poli tical par ti e s . Statistically s igni ficant di fference was 

also found b etween t h e poli t i cal p a rt ies. Both De mocratic a nd Re p u b l ican 

pres i dential comme rc ial ca tegories e mphasi z e d t he n ecess i ty to keep 

peace or s t op an ongoing war (43 % a nd 61 % a ccord i ngly ) . The n e cessity of 

being strong to ke e p p eac e was mo r e s tressed i n t h e Repub lican 

presidential advert i sing c ampa i gns (4 3 %) than in the Democratic 

advertising campaigns (11 %). The n e c ess ity to negotiate and compromise 

f o r p e a c e was stres s ed mu c h less by both part ies, howev e r, the 

Repu b lican ads al so stressed t he n ecessity to nego tiate and compromise 

for pea ce (15 %) mo r e than the Democratic ads ( 3 %). Concern s that t h e 

oppone n t ma y star t war were more me nti oned i n the commercials by the 
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Democratic candidates ( 41 %) than i n those by t he Republican candi dates 

(10%) . In other subcategories, Republ i c an campaign ads ment i on e d 

American leadership for a globa l p e ace more o ften t h an the Democratic 

(14% and 3 % acco rdingly) , but t he l a t ter ads men tion e d more Amer ica ' s 

role in mediating the local conflicts between t h ird countr i e s (10 % a n d 

2% accordingly). However, due to s ma ll number o f entries in these 

subcategories, the difference may n o t b e r e p r e s e n t at i v e . 

Statistically significant difference wa s found between the 

subcategor i es overall. The necessity t o keep p e a c e or e nd a wa r was 

mentioned in the campaign commercials that accounte d for 53 %, p e ace by 

being strong was mentioned in 30% of commerc i a l s , conc e r n s a bout an 

opponent willing to risk starting a war accounte d for 32 %, a n d the 

necessity t o negotiate for peace and to b e the l e ade r for p eac e i n t h e 

world accounted for 10% of campaign c ommercial s e ach. 

TABLE VI II 

CANDIDATE QUALI FICATI ONS /CHARACTER BY POLI TI CAL PARTY 

Content category Democrats Republicans Both parties 

a .Ca ndidate ' s 12 42 54 
qua lif i cation s in 26% 67% 50% 
fo r eign affairs 

b . Can d ida t e 's 6 12 18 
c harac t e r 13 % 19% 1 7% 

c. Attacks on 4 2 6 
oppone n t 's 9% 3% 6% 
quali f i c at ion s 

d . Attac k s on 33 8 I 41 
opponent' s charac t er 72 % 13 % 38% 

Tota l 55 (1 2 0%) 64 (102%) 119 (109 %) 

To t a l ads 1. n t he 46 (100%) 63 (100 %) 109(100%) 
category . 

Sta tist ica l ly s i gn i ficant difference was found between the 
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political parties, between the subcategor i es for each party , and be t ween 

the subcategories fo r both parties toget h e r. Can didates ' qualifications 

were most emphasi z ed in the commercials by Republican n ominees , and 

overall by both part ies together (67 % and 50% accordi n gly ). Po s it i ve 

candidate chara cter wa s mentioned in 19 % o f a ds by the Repub li c ans a n d 

in 17 % overa ll. Democra t ic ads, however, were f ound t o place mor e s t r ess 

on attacks on the opponent's personality and character (7 2% v s . 13 % by 

the Republicans) than on positive candidate qua l i fi cations (26%) or 

character (13 %) • 

TABLE IX 

WORLD PROBLEMS, AMERICA'S POSITION IN THE WORLD 

Content category Democrats Republicans Both parties 

a. Respect and influence 7 22 29 
I n the wor l d 19 % 38 % 3 1% 

b. Conta in Corrununi s m In 1 0 12 22 
the wor l d 2 7% 21% 23% 

c. Leadership fo r the 7 11 1 8 
globa l p eace 19 % 19% 1 9% 

d . Commitments to all i e s 2 9 11 
5% 1 6% 1 2% 

e . America a s leader o f 5 2 '/ 
free wor ld 1 4% 3% 7 % 

f. Se t up an e x ampl e to 2 9 11 
wo r l d 5% 1 6% 12% 

g . Cho i c e o f Ame r i c an 
pres i dent as important t o 7 1 8 
t he world 19 % 2% 8% 

h . Othe r 11 18 29 I 

3 0% 31% 31% 

To ta l 51 (138 %) 84 (145%) 135 (142 %) 

To ta l ads i n the c a tegory 
37 (100%) 58 (100% ) 95(100 %) 

Sta t i s ti cally sign if icant d i fferenc e was found between the 
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political parties, be tween t he subc a t egori e s f or eac h party , and between 

the subcategories for both par ties together. Respect and i nflu e nce in 

the world was most empha sized by the Republican presiden tial commercial s 

(38 %) and overall by bo t h partie s ( 31%) a nd was the second ran ked 

subcategory in the Democratic commer c ials (19%). Th e n ecess i t y to 

contain Communism in the world was most stressed in the De mocra tic 

commercials (27 %) and was t h e second ranked subcate g o ry in t he I j 
, I, 

Republican commercials (21 %) and overall for two parties ( 23% ). 

Leadership for the wor l d peace was equally menti oned i n comme r cials by 

both parties (19%). Candidates' qua lifications we r e mos t e mphas i zed i n 

the commercials by Republican nominee s , and overa ll by both part i es 

together (67% and 50% accordingly). Positive candidate charac te r was 

mentioned in 19% of ads by the Re publicans and in 17 % ove r a ll. 

Democ ratic ads, however, were found to place more stre ss on attac k s on 

the opponents ' per s onali t y and characte r (72 % vs. 13 % by the 

Republicans} than on positive candida t e qualifica t i ons (2 6%) o r 

chara cte r (1 3 %). The i mportan ce of bei ng s t r ong wa s mos t e mphasized 

(9 %) , with America' s p osition as the l eader of the free wor l d b e ing t h e 

s econd frequ ent category . Commi t ments to pro t ec t a n d help allies ranked 

third . 

I n Conc lus i on 

The purpose of t h e s tudy was to invest i gate how the international 

a s pects wer e r ef l ec t ed i n poli tica l advertising during the U. S . 

pre sidentia l campaigns . The data s h ow t h a t 23 % of t h e commercials in the 

pre sident i al campaigns spec i fical ly f ocus e d on or men tioned some 

i nterna t i ona l issues or concerns . The i nternational aspect was most 

sali e n t i n the president ial campa ign a dvertising from the late 1950s 

un ti l the ear l y 1970s with a decl ine i n t he 19705 fol lowed by a relative 

incre ase in the 19 805 . It to t ally d isapp eared i n the 199 6 campaign ads . 
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The data show sta t istically significant difference in t h e 

proportions of commercials that fo c use d on or mentioned intern a tional 

issues between the Democratic and Republican part i es . The findings also 

indicate that presidential campaign c ommerc i al s that focused on specific 

issues rather than on the candidate ' s image were us ed most by 

presidential candidates in emphasizing inte rnational concerns . More than 

a half of the campaign comme rcials that f ocused on or mention e d 

international issues were focused on positive policies or image of the 

candidate. 

The problems of peace and war were the top p r iority in the 

international ly oriented political advertisements during pres idential 

campaigns. Of the external threat s, Communi s m wa s most fr equ e ntly 

mentioned as the major threat to the wo r l d and America. 
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CHAPTER V 

SUMMARY, CONCLUS IONS AND RECOMMENDAT IONS 

Ge n e ral 

The purpose of this study was to de t e r min e the content and 

strategy differences in the televised poli t ical c ommerc i a ls t hat foc used 

on or mentioned international issues during the U.S. pres i dential 

campaigns. The researcher conducted a c ontent analys i s s t udy t hat 

examined a total of 1399 television political commercials of the 

presidential general election campaigns from 1952 unt i l 199 6 . This 

chapter is a summary of research methodology, a di s cussion of f i ndings , 

and recommendations for future research. 

Me thodology 

This study used content analysis of polit i cal c ommercial s by 

cand idate s during the United States president ial c ampaigns . I t is a n 

e xamp l e of a l ongitudinal t r e nd study to prov ide informa tio n abou t the 

c hanges in the same populati on over time . The data were coll ecte d from 

t h e p o li tical adve rti seme nts by the p res i dentia l candidat es during U. S . 

pres identia l campaigns . The popu l a tion of the study was the tel e vision 

politica l comme rcials by pres ident i a l c a ndidates dur i ng Uni t ed States 

p resident i a l elections . The r e searc h sampl e was t h e co l lec tion of 

p o l i t ica l a dve rti semen ts in the Political Commercia l Arch ive i n t h e 

Department o f Commun ication at t h e University of Ok l ahoma . Th e study was 

limited to t he advert i seme nts used during the genera l election by t he 

candidates of the t wo major polit ica l parties --De mocrat ic a nd 

Repu blican. 

The resea rch ques tions we r e : 

a. What ha s b e e n t he to t a l numbe r of presidentia l campaign 

67 



68 

commercials that s pecif i c a lly focused on or mention e d int ernational 

issues? 

b. What has been the proportion of comme r cial s that specifically 

focused on or mentioned international issues out of t he total n umber of 

presidential political commercials? 

c. What h as been the tendency between the y ears 1952-1996? 

d. What have been the differences in the proport ion o f commercials 

that focused on or mentioned international issue s based on politic al 

party (Republican/Democratic) ? 

e. What has been the type of commerc i als cont ent (i s sue - and 

image-oriented commercials? 

f. What has been the proportion of posi t ive and n egative 

commerc i als on international issues? 

h. What has been the content of campaign commercials that foc used 

on or mentioned interna t ional issues? 

The null hypotheses in the study were : 

Ho1 . There is no di fferenc e i n t h e propor tion o f commerc i als that 

focused or me nti oned international i ssues based on t h e campaign year a nd 

t h e politi ca l party . 

Ho2 . Ther e are n o d i f ferences in the type o f commercia l con ten t 

(i ss ue - a nd image - oriented, pos itive and n egative comme rc ial s ) based on 

the campa i gn year. 

Ho3. Th e r e i s no diff erence in the conte nt o f commerc i a l s t h a t 

focu sed or me n t ione d inte rnational issues based on campaign y ear , 

political party or the i r combinat ion . 

Di s cussion of Findings 

The da t a show t hat 11 % of t he commer c ials in t h e p r es idential 

campaigns s p e ci fica lly f ocused on inter national and foreign affairs 

i ssues or concerns. Ano t her 12% of the c ommercials mentioned 
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international and for e ign a f fa i r s issues among othe rs. Ov e rall, a bou t 

23 % of the c ommerci a l s in the sample were found to me n t i on s ome 

international and foreign affairs i s sue s . St ati s tically s igni f i can t 

difference was found in the propo r tion of commercia ls t hat speci fi c a lly 

focused on intern ational issues as we ll i n those tha t men t i oned 

internat ional issues among other based on the campaign year. 

International aspects were most salient in the pre sidential c amp a i gn 

advertising from 1956 until the 1972 campaign, wi t h a sign if icant 

decline in 1976 followed by a relative increa se in t he 19 80s. In the 

1992 political campaign it was barely prese nt and totally disapp e ared in 

the 1996 campaign ads. 

Statistically significant difference in the proportions of 

internationally oriented commercials was found f or each o f t h e polit i cal 

parties based by the campaign year and betwee n the Democ r a t ic and 

Republican parties. Null hypothesis one was, therefore , not suppo r ted . 

However, the data did not show any distinctive trend. I n s e v en campa ign s 

the international a spe ct was more e mph a si ze d in t he Re p ubl i c a n 

comme rcial s a nd in f our campaig n s in the De mocrati c c ommercial s . Thi s 

differenc e , h owev er , a s we l l a s the ove ral l h igh e r s ha r e of 

internationally o r i ente d c ommercia ls by t h e Re publi c a n s (26 % ve r s u s 20 % 

by the De mocra t s) i s in a ccorda nce wi t h a ge n e ra l p e r ception o f the 

Repub lica n p a rty a s to be s tronger in i n t e rnat iona l a f f airs and f o r e i gn 

relations. 

The da ta a l so showe d tha t is s u e c omme rcia l s , f ocused on spec ific 

probl ems, cand i da te ' s posi tion or s t a n d, o r po lici e s, were used mo r e 

often (52 %) t ha n t hose foc u s ed on c a nd i da t e ' s qua li f ica t i o n s , c ha r acter , 

or personality in r elation wi t h f o r e ign o r int e rna ti onal c oncerns (22 %) 

More t h a n a h a lf of c omme rc ia ls (53 %) t hat f ocus e d on o r mentioned 

inte rna tiona l concer ns contained a ttac k s on t h e opp onen t ' s pol i cies , 
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qualifications, or personality. St a t ist ical ly signif icant differences 

were found between issue- and image-or i ented commercials based on the 

campaign year and between positive and nega t ive commercials base d on the 

campaign year. Null hypothesis two can b e r e jecte d. A dis tinctive 

pattern, however, was found in the issue v s. ima ge category, where in 

all but one campaign (1980) political issue s were more emphasized than 

the candidate's image. A similar patter was also found in the positive 

vs. negative commercials category with the positive ads prevailing in 

all but one (1952) presidential c ampaigns. 

Statistically significant difference was found between the content 

categories of the political commercials tha t mentioned inte rna t ional 

issues. Problems of peace and war were the top priority in the 

internationally oriented political advertisements during pre sidential 

campaigns. The commercials that emphasize d candidates' qualifications or 

character were the second largest category. America's position i n the 

world was the third category. Arms control ranked forth followed by 

external thre at to Ame rica , foreign aid a nd economic sanctions , 

inte rnat iona l terrorism and internat iona l trade problems . St a ti s tically 

si gnifica nt d i ffer e nce wa s also found b e tween t he c onte nt categories 

based on the politica l par ty . Nu l l hypothes is three can be , therefore , 

rejected. 

Limitat ions 

Limitations of the Sa mp le 

The sampl e used in this s tudy was obtained f rom t h e Po liti ca l 

Commercial Archive in the Department of Communications at t h e University 

of Oklahoma. Although t he Archive i s probabl y the largest col l ection of 

the presidential campaign adverti s ement s in the United States , t h is i s a 

conv eni ence sample . It is l e ss complete fo r some campaigns, esp e cially 

the early ones, t han for others . Moreover, it i s di fficult t o as sess the 
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whole population of the political commer cials p roduced fo r the 

pre sidential campaigns as hardly any complete and e xha ustive list of 

them can be found. 

Limitations of the Method 

This study used frequency c oun t and Chi- square stat i stics to 

e s tablish differences in the research findings. Although the sample of 

this study was initially fairly large- - 1 39 9 commerc ials--only 321 of 

them fit into the category of thos e f ocused or re l ated to i nterna tional 

issues. With a wide array of int erna tiona l issue s in the commercials 

and, subsequently, a large number of content categorie s, the numbe r of 

entries in the contingency table would b e t oo s mall to ma k e valid 

statistical computations. Some is s u e c ategori e s we r e emphasiz e d onl y in 

ind ividual or few campaigns and, thus, they would not have any e nt r i es 

many cells of the contingency table at all, The data . t herefore, had to 

b e collapsed into fewer cont e nt categories that r esulte d in a highe r 

degre e of abstraction of the c onte nt o f campaign adver ti sing . Eve n after 

this , only three conte nt categories had enough entr ies to apply 

stati st i ca l procedures in e valua t i n g d ifferences between these 

ca tegor ies a nd their s ubcategor i es, 

Moreover. a s impl e count of ads tha t fa ll in e ach i ssu e c a t e gory 

does not e nable the r e s e a rcher to r evea l different and often oppos ite 

points o f v iew of the candidates on these i ssues . 

Limitation s of t he Procedures 

A large number of commerc ial s used as t h e samp l e i n t hi s s t udy, 

required considerable amount of time to r eview and code them . Thus , on l y 

one coder was used in t hi s s tudy. The f i ndings o f t h e study , therefore , 

may be influe n ced by the cod e r' s s ubj ective judgments, even though the 

coder made an e arnest effort to avo i d any bias or pre j udice when codi ng 
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the adverti sements' content. 

Limi t at i ons o f Approach 

Speaking about the truth and t he power o f appearance i n 

inf luencing people's decisions an d in a s sign i n g t he p r oper va l ue to 

t heir judgements, Socrates sa i d: 

If ... ou r well - being depends up on this, doing a nd choo s i ng l arge 
things, avoiding and not doing the small ones, wha t would seem to 
be our salvation in lif e ? Would it be the ar t of meas ureme nt o r 
the power of appearance? While the powe r of app earan c e ofte n make 
us wander allover the p l ace confu s e d and regr ett ing our act ions 
and choices, both great and small, t he ar t of measureme nt, in 
contrast, would make the appearances l ose their p ower by s h owing 
us the truth, would give us peace of mi nd f i rmly r o o ted i n the 
truth, would save our life. (Plato Prota gor a s 356d ) 

Bearing in mind the importance of measurement undersc o r e d by 

Socrates as the only safe way to establish the truth, the author 

undertook an earnest attempt to measure advertising efforts of 

presidential candidates to shap e an advantageous age nda i n t h e vol a til e 

fortunes of election campaigns. The author counted the comme r cial spots 

o f t h e candida t e s i n e a c h of t h e var iou s cate gories of the i n t e r n a t ional 

doma in and appli e d s t a ti s tical proc e du r e s to t he fi n d i ngs . Howe v e r, the 

author shou l d a dmit tha t quanti ta tive data a nd statistical coe ffic i ents 

cou ld hardly s erve as t he only r ea l measure of s alie nce t hat spec i fic 

in t e r nati ona l p rob l e ms a nd conc e rns had in t h e agend a of e l ec t i on 

campaigns. A qualitative s t udy o f t h e internat i onal as p e ct of poli tica l 

adver t is ing in t he U.S. i s n eeded t o comp lemen t t h is quan titative 

analysis. This study should analy ze the a dve rti s ing efforts of agenda-

s e tting , priming and de fus i n g in t h e cont e xt of particular c ampa i gns . 

Further, the r e is no compl e te a nd v e ri fi a b le r e cord of how ma ny o f 

thes e commerci a ls were actual l y aire d , h ow many t imes they wer e aired , 

and t o what audi ence s. Some o f t h e campa i gn c ommerc ia ls were never aired 

due t o vari ous r e asons --insuff iciency o f c a mpaign funds , ins ign i fi cance 
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of issues they targeted, st r ategi c, o r ethical r easons. Campaigns often 

concentrate their adve r tis ing effo r ts i n f ew states, important for the 

campaign outcome. The advertising, thus, c an b e shaped to appeal t o 

voters in these ke y states ra t her t han t o t he n a t i on as a who l e . And 

final l y, t he adver t isements differ in t hei r i mpac t and effectiveness . 

Just one effective spot by a candidate may, ther efore , influ ence voters ' 

decision more than a score of less effe ctive s po t s by t h e oppon ent on 

the same topic . 

An archive of political commercials is, by itself, rather a 

collection of campaign artifacts than a true mirro r of t h e diversity of 

their agendas . Moreover, political advertising itself not only se t s up a 

public agenda, and the campaign agenda in particular, but i t i s al so a 

reflection of those issues and concerns that are in the pub lic agenda . 

Thus, if Socrates described the way men perceive the world, a s from 

shadows cast across the cave wall before them which a re just distorted 

images of the world outside the wall, l the author, whe n judging abou t 

t he campaign a genda f rom a co llec tion of campaign ads , found h imself i n 

a p os i t ion o f s omeone measu r ing the shadows o f shadows . Ne vertheless , 

with a l l its l imi tations a nd bearing i n mind that n o knowledge can be 

abso lutely compl e te and e xhaus tive , t h e author believes t hat this study 

i s a val uable con tribution to t h e body o f poli t i cal advertising 

r esea r ch, and agenda - set t i n g resea rch in particula r. 

Con c l u sions 

The study s h owed that i nternational and foreign affairs issue s had 

bee n f o r a l most f our decade s a ma jor or t h e mos t i mpor tan t topic of the 

pol i t ica l adve r t i s ing in t he United States . Throughout this period, no 

adv e r t i sing c ampa i gn by a maj or p resi dential can didate did ignore the 

interna t iona l aspects , In t h e 199 2 campaign the proportion of 

adv ert is ements t ha t mention e d international issues in t he total number 
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of advert i sements shrank to 8% and in t h e 1996 s uch comme r c i als were 

totally absent. 

The theoretical foundation of the study was the assumption t hat 

candidates in accordance with the agenda-setting, instrumenta l 

actualization , and priming and defusing theor i e s, wou l d t r y to e mphas ize 

some issues of the campaign advantageous for them t r ying to ma ke them 

salient on the agenda or to show their awareness of them. The y will also 

try to emphasize the issues where their opponent is more vulne rable . 

Alternatively, they would try to defuse and lower in significance those 

matters that may be problematic for them. 

According to agenda-setting theory, by calling attention t o s ome 

matters while ignoring others, campaign advertising can in f lue nce t he 

standards by which political candidates are judged by voters . The 

advertising, however, not only is an attempt to shape voter 's a g enda . 

but is itself influenced by the voters' concerns and the rea l world 

events. 

~ 
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Figure 7. Political adv ertising in camp a ign agenda setting . 

Fig. 7 depict s graphically t h e ro le and pos i tion o f poli t ical 

adverti sing in setting t h e agenda of e l ec toral campaigns . 2 This d iag ram 

un derscore s i nterdep end ence of s ever al key fa c tors of t he process . 
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The underlying postulate of instrumental actua li zation theory i s 

that the more frequently the voters are conf r onted wi t h commerc i als 

supportin g the point of view of one of t h e adversari es , t h e more likely 

they are to adopt that point o f vi ew and t hus s trengthen t hat pos i tion . 

Priming theory is based on the psycho log ical assumptions t hat peop le do 

not pay attention t o everyt hing, t heir attention is highly selective , 

and that people notice only parti cu lar features of specia l consequence . 

Therefore, there is always only a l i mi t e d number of the me s, o r 

standards, against which president i al candidates are me a s ure d . 

Television political advertising by candidates can increas e the 

importance of specifi c issue, policy, or concern and make them impor tan t 

for voting c hoices. 

Priming refers to the efforts of the media to i so lat e particu l ar 

issues, events, or themes in the n ews a s criteria f o r e valua t ing 

politicians. In the context of c ampaigns, priming means that t h e i ssu e s 

that receive more attention in adverti s ing and other media are likely t o 

d e ter mi ne vot e r s ' eva luations of t h e c andidates. A conceptua l 

c ounterp art of pr iming i s de fu sing. Candida t e s who have problematic 

features , such a s b e ing seen a s we a k on some i ssues s h ould find it 

obvious l y i s in t h e ir in t erest to defu s e the ir s hortcomings . The y can do 

this eithe r by l owe ring t h e overall salience of t h e topic to the p ubl ic 

or by sho r ten i n g t he d is tan c e b etween t h e c and idates to the po int where 

the subjec t n o longer af fec ts the v o te . Since al l the above theori es 

imp ly that candida t es shoul d g ive pUblicity t o events wh ich he l p t hei ~ 

own s ide or d amage t he o the r s ide , t h e a u t hor ' s assump t i on was that 

d i ffer e nt amount o f a tten tion t o various i ssues and pro blems and 

d iffe r en t pat t e r ns o f a dve rt ising c on ten t would s i gnify cand ida tes 

attempts t o p rime , defus e , or put on a genda spe c ific is s ues or concerns . 

The study , indeed , showed clear d i stinc ti ons in wha t i ssues and 
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problems were emph asized i n di f f erent campaigns a n d by di ffe r e n t 

candidates. These differences can b e a ttributed to t h e efforts o f 

candidates to shape advantageous a genda s f or the ir e lectora l campa i gn s 

and serve as a confirmation of assumpt i on.s se t up by the agenda-setting, 

instrumental actualization, and priming and de f using theori e s. 

The study has also f ound a d i stinctive change in the international 

content of the political adverting throughout the period studied . It 

seems that the historical perspective traced in thi s study r ef l ected n ot 

only the changes in the real world , but also the changes in i ts 

perception and interpretation by such a specific mediurn of mass 

communication as political advertising. For ins t ance , until the 1970 s it 

was easy to invoke through the media, and political advertising 

campaigns in particular, a sense of national unity, a common loyal t y to 

American values and to the nation. The coll a pse of the Communist s ystem 

in the late 1980s and the demise of the Sovie t e mpire h a s r emove d on e o f 

the major arguments from the po l it ical adve r t isements rhe tori c of t h e 

past deca des : the con f lic t o f t he - free " a n d the "slave" worl d s . At the 

same t ime , hi stori ca l development has also brought some d e lusion in the 

c oncept o f -democracy-as-progress " t ha t for many y e ars ha d been a m jor 

p o int in the rhe t o ri c o f Ameri c a n poli tical advertis ing . Th ere i s nc:> 

l oge r that much con sen sus a bout , or coheren c e to, the organ iz ing 

princ iples o f America ' s forei gn p olicy. ] These cha n g e s have n o doubt 

con t r i buted to the made an imp a ct on importance o f i nterna tional is sues 

on the agenda of poli ti ca l advertising as we ll . 

Recommendations 

To explore t h e agenda- set t ing , i ns trumental actuali za tion . primin g 

and defusing throu gh t he po l itical advertising in the domain o f its 

internation a l content in more detail, a new study is needed which should 

u se a qual i tative approach and examine the advertising conten t in 
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context of particu lar c ampa igns. A c ompa rative study o f international 

lssues in advertising and o t her media -- s uch as, for exampl e , te l ev i sion 

news and newspaper articles- -seems al s o to be of i nteres t. 

Further, this study can provide i nte res t i ng mater i a l f o r s ome 

international comparisons. Although t e l evis ion s p ots h a ve been a 

dominant part of u.s. elec tions for s e vera l decades, "Amer ica n-s t yle " 

t elevision advertising has only rec ently gaine d significance i n the 

political processes of Western Europea n democracies a nd it is just 

emerging in the Eastern European countries. Se veral studies h ave been 

done so far comparing the differences and similar i t i es of pol itical 

advertising in the United States and European c ountries . 4 A c omparati v e 

cross-cultural study, thus, can be sugges ted compa ring the i n t ernati ona l 

issues in the politica l adver t ising a c r os s countries . 
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APPENDIX A 

CODING SHEET 

1. Commercial's number ___________ _ 

2. Campaig n year _____________ _ _ 

3 . Political party ______________________ __ 
(1) Democratic 
(2) Republican 

4. Corrunercial' s length ___________ _ 
(I) 30" or less 
(2) 60' 
(3) From l' to 5' 

5. Focus of the corrunercial ________ _ _ 
(0) Does not mention interna tion a l or fo r e ign a ffa irs i ssues ; 
(1) Focused specifically on inte rnati onal/fo r e ign a ffair s is s u es ; 
(3) Mentions international/foreign affai rs i ssues among othe r s . 

6. Type of commercial's content --issue- or image-ori e nted 
commerci a 1 _ _____ _ 

(1) Issue-oriented comm.ercial; 
(2) Image-oriented commercial; 
(3) Both issue- and image-oriented commercial; 
(4) Cannot determine. 

7 . Type of commercial' s con tent- - positive or negative _____________ __ 
(1 ) pos i ti v e commercial ; 
(2 ) Ne gat i ve c omme rcial; 
(3) Both positive and negative commerc i al ; 
(4) Cannot determine . 

8 . Conten t of t he commercial if i n ternat i onal / fo reign affairs issues 
are ment i on e d 
(1 ) War and p e ace; 
(2 ) Candi date quali f ic a tions ; 
(3) Wor ld probl ems , Amer i ca's posit ion in the world ; 
(4) Arms control, di s armament; 
(5) Ex ternal t h r eat to America ; 
( 6) For e ign aid , s a nc tions ; 
(7) I nter national terrorism ; 
( 8 ) Int ernationa l economic re l ation s ; 
(9) Oth er (s p e cify) _______ __ 

9 . "Wa r a nd Peace" cate gory _________ _ 
(1) Keep peace , stop war ; 
(2) Peace by b e ing stron g ; 
(3) Opponent may s tart war ; 
(4) Negot ia te fo r peace ; 
( 5 ) Leadership f o r globa l peace ; 
(6) Mediate i n wor ld conflic ts ; 
(7) Other (s pecify) __________ _ 



1 0 . "Cand i date qua lif ica t ions / personal ity" ____________ _ 
(1 ) Candida t e 's qualificat ions; 
( 2) Candi date 's character ; 
(3) Opponent ' s qualifi c ations; 
(4) Opponen t ' s character; 
(5) Canno t de t e r mine. 

11. "Wor l d p roble ms / Ame r ica's posi ti on in the world " 
( ll Respect and inf luence in t he world; 
(2 ) Contain Communism in the world; 
(3) Leadership f or the global peace ; 
(4) Commi t ments to alli es ; 
(5) Set up an example to the world; 
(6) Choice of America's president as impor tant t o the wor l d ; 
(7) Other (specify) __________________________ __ 
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APPENDIX B 

CODE BOOK 

1. Commercia l 's number: the number o f the commerc ial on the l ist o f ads . 

2. Campaign yea r . 

3. Political party: specify the party affiliation of the candidate 
(1) Democratic; 
(2) Republ ican. 

4. Commercial's length (commercials more than five minutes long are not 
included in this study) 

(1) 30" or less; 
(2) 60"; 
(3) From l' to 5'. 

5. Focus of the commercial: based on the audio and visual content of t h e 
commercial, spec i fy the following 

(0) Commercial that does not menti on any i nterna tional or fo r eign 
affairs issues or c andidates' personal ity as r ela t e d to 
fo re ign or internat i onal issue s; 

(1) Commercial that is specifically focused on 
international/foreign affairs issues or on candidates ' 
qua lificat i ons as related to foreign or interna ti on a l i ssues 
without mentioning others; 

(2) Commercial that ment ions international/foreign affairs issues 
among othe r issues or as additional arguments. 

6 . Type o f commercia l 's content-- issue- /image- ori e n t e d commerci a l: 
commercia l t ha t primary stress the following: 
(1) Policy issues , probl e ms , o r the candidate ' s concern or 

awaren ess of them ; 
(2) Qualifications or candidate ' s (opponen t ' s ) c harac ter , 

p e rsonali t y, human qual ities as relate d to i n ternatio nal or 
for e ign affairs ; 

(3) Commercia l t h at combi nes b oth of the a b ov e ; 
( 4 ) Cann o t deter mi n e . 

7. Type o f c ommerc ial' s content -- positive o r n e gative : commercial which 
primary goal is 
(1) To promo t e or emphasize candidate ' s pol i cies , s t and on i ssues , 

qualificat ions , o r personality, or any combinati on o f the 
above ; 

(2 ) To attack o r c r iticize oppone nt' s p o lic ies , stan d on i ssues or 
awareness of them. Qualif i cations , p ersonali t y , or any 
combination of t he above ; 

(3 ) To present a comparison or juxtapos e c a ndida te ' s and 
opponent ' s pol icies or ima g e s; 
( 4 ) Cannot d e t ermine . 

8 . Con ten t of commercia l t hat mention s or focuse s international issues 
(one commercial can b e coded in many c ate gori es if a pp licab le , bu t 
only once in e ach category ) 
(1) Any comme r ci a l t hat d eals wi t h probl e ms o f war and peace , 

e i t her global or l ocal; 
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(2) Any commerc ial that emphasi zes candidate ' s (opponent ' s ) 
qualifications o r cha racter, personal i ty , human qualities as 
related t o international or foreign affa i rs ; 

(3) Any commercial tha t e mphas i zes world probl e ms as be ing o f 
concern or Ame r i ca ' s p os ition , i nf l uence , or respect in t h e 
world; 

(4) Any commerc i al that emphas izes issues of arms c on trol, arms 
non-proli ferat ion, or d isarmament; 

(5) Any commercial that emphas ize s e x tern a l t h reat to Amer i ca 
either military o r non-military ( i d eolog i ca l, e con omic, 
etc. ) ; 

(6) Any commercial that deals wi th i ssu es o f economi c aid t o other 
countries or economic s anctions a ga inst o t her coun t ries ; 

(7) Any commercial that d e als wi th t he problems of interna t iona l 
terrorism: 

(8) Any commercial that deals wi t h inte rnati onal economi c o r trade 
relations (does not include policies o f e xport/import , trade 
deficit, taxa tion, capital flow, a inve stme nts un l ess 
clearly resulting from inte rna tion a l agreements , treaties or 
negotiations) ; 

(9) Others (specify) ______________________________ __ 

9. "War and Peace" category (for t h e comme r cials cod e d (1) in t he 
previous paragraph). One c ommerc i al can b e coded in many 
subcategories if app l icable , but only once i n e ach subca t egor y. 
(1) Any commercial tha t emphasizes the n eed t o kee p p e ac e , prevent 

or stop an ongoing war or milit.ary involvement; 
(2) Any commercial t hat s t resses the n ecessity to b e strong to 

keep peace; 
(3) Any commercial that emphasiz es that the opponent i s ri s ky to 

start a war, mi li tar y i nterve n t ion, or send t roops for 
military missions oversees ; 

(4) Any commerc ial t hat emphasi zes t h e need to n e gotiate o r 
c ompromi se for p eace ; 

(5 ) Any c omme rcial t hat stresses Amer ica ' s l eadersh ip , 
r e spons ibility, or ques t for g loba l p e a ce ; 
(6 ) Any commercial t h at deals wi t h brin g ing peace to l ocal 
confl i c t s i n whi c h Ame rica ' s r o l e or c andidate ' s (oppone nt's ) 

r ole i s e mphas i zed ; 
( "7 ) 0 t h e r s ( s p e c i f y ) ________________________ _ 

1 0 . "Candidate quali fic a tions / personal i ty " ( for comme r cial s coded (2 ) in 
the p ara g raph 8 ). One comme rcial can b e c oded in many 
subcategor ies i f appl icable , bu t only once in each subcategory . 
(1 ) Any c ommer c ial t h a t e mphas izes cand idate 's qualifications , 

c ompe ten c e , skil l s , ef f ectiveness , or e x perienc e in wor l d or 
foreign affairs ; 

(2 ) Any c omme r c ial tha t emp hasi zes candid ate ' s c haracter , personal 
c hara c teris ti c s, p ers onali ty t raits , r esponsi bility, 
i n teg r ity , o r t rustfu l ness a s r e l ated t o fo r eign and 
internationa l affairs ; 

(3 ) Any c ommer cial that e mp hasizes o r attacks opponent ' s 
qualif i cations , c ompe tence , skills , effec t iveness , or 
e xper i e nce i n world or international affairs ; 

(4 ) Any commercial t hat emp hasi zes o r attacks opponent ' s 
c haracter , pe r sona l cha racteristi c s , personal i ty traits , 
responsibi l ity , i ntegr i ty , or trustfulness as related t o 
foreign or inter nat ional affairs ; 

~' , 



(5) Canno t determine. 

11 . "Wor ld p r oblems / Ame rica' s posi t i on in t he world" ( for the 
commercials coded (3) in paragraph 8 ) . On e comme r cia l can be c oded 

in many subcategor i es if applicabl e , bu t only once in e ach 
subcategory. 
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(1) Any commercial that dea l s wi t h Ameri ca 's p os i tion, inf l u e nce, 
l eadership, or respect i n t h e world ; 

(2) Any commercial that emphasi zes t h e need to cont a in Communism 
in the world either peaceful l y or by force o r s t r esses t h e 
threat of Communism t o t h e wo r l d (this category doe s not 
i nclude issues of domest i c Communi s m); 

(3) Any commercial that stre sses America ' s role, l eadersh ip , or 
initiative to achieve or k e ep glob a l peace ; 

(4) Any commercial that empha size s the n eed to pro tect, h e lp , o r 
not to betray America's allies; 

(5) Any commercial that emphasizes the need to se t up an e x amp l e 
to the world to follow in economy, d e mocracy, f reedoms a n d 
civil rights, or other fields: 

(6) Any commercial that stresses the importance of Amer i can 
presidency or the choice of America's p r e sident to t h e 
world; 

(7) Others (specify) __________________ __ 
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