INTERNATIONAL ASPECTS IN THE TELEVISION
POLITICAL ADVERTISING IN THE UNITED

STATES PRESIDENTIAL CAMPAIGNS

By
VLADIMIR VOITSEEKH
Bachelor of Arts in French Philology
Simferopol University
Simferopol, Ukraine

1982

Submitted to the Faculty of the
Graduate College of the
Oklahoma State University
in partial fulfillment of

the requirements for
the Degree of
MASTER OF SCIENCE
May, 1997



INTERNATIONAL ASPECTS IN THE TELEVISION

POLITICAL ADVERTISING IN THE UNITED

STATES PRESIDENTIAL CAMPAIGNS

Thesis Approved:

Dean of the Graduate College



ACKNOWLEDGMENTS

I wish to express my sincere appreciation and deep gratitude to my
advisor, Dr. Maureen Nemecek, for her intelligent supervision, guidance,
assistance, and encouragement.

I also wish to express my sincere appreciation and gratitude to my
other committee members, Dr. Charles Fleming and Dr. Steven Smethers,
whose advice, assistance and friendship are invaluable.

I would also like to thank Mr. Charles E. Rand, Curator of the
Political Commercial Archive at the University of Oklahoma for his
assistance in this study.

Finally, I gratefully acknowledge the International Research and
Exchange Board (IREX), whose financial support made possible the

research and writing of this thesis.

i



TABLE OF CONTENTS

Chapter

I. INTRODUCTION

BaclGrountl; 5 oo s ek 000 500 05 585 68 55 Rl va ve s ol i ies e s wemeis v st

=

Statement of the Problem..................
Purpose of the StV ... ws ces e an s v s vew o
Research Objectives
Methodology. ..o vi ettt ittt e it e e e
SIgnIFICANCE: won £3 Svwss U adle h 20 % o 5
LAMIEAETONS cx vas o wvwnes s 5399 0% werm o2 o4 Sovi
Organization of the Thesis................

LITERATURE REVIEW........ L VR NN TR SN Buousm s
THEFOAMEE IO« vonis os waisies os oo o s o 65 W o
Historical Perspective...............ouuu.
Issues in Television Political Advertising
Theoretical Approach: Agenda-Setting,
Instrumental Actualization, Priming and

B DR o T

Sample Selection. . oot ittt e e s
Content AnalysSis. . ... e e nnneens
Statistical Analysis

PINDINGS . s s o svmominie sus svesais o #/60E S @wm ws s
GENETXal . . it e e e e e et e e e e e e
MetliodologV v sn suven @5 Sl sm va o747 e B8R 50 i
Chaptey Outling: c..us sw wamen 25 Ges s 5aE ow o
Proportion of Commercials that Focus on or

Mention Internationally Issues...........
Type of Political Commercials.............
Content of Commercials that Specifically

Focus on or Mention Internatiecnal Issues.
T8 CONCIUSTON o s sn simea 658 G moy S wee ¥ S

SUMMARY, CONCLUSIONS AND RECOMMENDATIONS....
General o i: 5a3 55 v on 63 sn 55 B95 0 §5 5 86 B W
Discussion of Findings: ciw cu vow ie s om o o

N BB W W W

o

\o D

26
30

3R

38
38
39
40
41
42

44






Table

IT.

TIL.

Iv.

VI.

VIL:

VEEL.

IX.

LIST OF TABLES

Commercials that Specifically Focused on
International Issues and Commercials that

MénhEionad! EHel ANone BEABTS . . wwncs s wies ais ot v s W0 e 6% w5 #e

Proportion of Commercials that Focused on or
Mentioned International Issues by Political

Number and Proportion of Issue- and Image-
Oriented Commercials. .........' i unenneann..

Proportion of Positive and Negative
CommercialS. ... it it e e e e

Content of the Commercials that Mentioned
International ISSUES. ... ' iverevsvnonneneranns

Differences between the Political Parties
in the Content of Commercials that
Specifically Focused on or Mentioned
International TS8UeS. ... cu e ce s i s sare w5 sieies

War and Peace Category by Political Party......

Candidate Qualifications/Character by
POlitical Party. .. v v v eeann e smnnnneennas

World Problems, America's Position in the World

Vi

Page

48

51

53

56

58

61

62

63




LIST OF FIGURES

Figure Page
1. Proportion of Commercials That Specifically

Focused on and Commercials That Mentioned

IRCEFTAE1IONAT TRENBS .u s i svws son s @mios o s 5008 510 F@E 658 9 s 5 e wews &7
2. Proportion of Commercials That Focused on

or Mentioned International Issues by

POLEtICE] PAVEN:« sis wmwcims cn coms i0e wndetie 6% i wiaye (i W G 608 e R SEe 49

3. Proportion of Issue- and Image-Oriented Commercials
by Politbieal Parbw: iwy s s son o8 Dubed i o5 o6 o8 oo o5 o8 dwv sl &3 dei 52

4. Positive and Negative Commercials That Focused on
or Mentioned Internatliona ISSUES. ... ..ottt ot nneesnene e 54

5. Proportions of Campaign Commercials in
the Conbtent CAbBGOTLEER .« v soos son wames s sreisin sis Ewi o6 e Soeis a0 sie g 59

6. Proportion of Ads That Focused on or Mentioned Issues of War and
Peace out of the Total Number of Campaign Commercials.......... 60

7. Political Advertising in Campaign Agenda-Setting................. 74

v1i



CHAPTER 1I

INTRODUCTION

General

Politics and media have long been closely related and although
electoral campaigns continue to use newspapers, radio, and other
traditional campaign media and adopted the Internet in the 1996
campaign, it is television that has become in the recent decades the
dominant medium in an effort to win any pelitical campaign and the
presidential race in particular. Television is commonly considered basic
to contemporary American politics. A common stereotype in presidential
elections is that the key to winning office is an appealing and
convincing television advertising. An analysis of campaign spending
shows that the most significant part of a candidate's expenditures goes
to produce and air television commercials.' Many researchers have
demonstrated that such advertisements have significant voter effect.’ A
great number of research studies that have been done in the field of
political advertising show that televised political advertisements can
be a serious vehicle for setting the agenda of the electoral campaigns.’

There is little reason, if any, to argue that political
advertising has, indeed, become a major means by which candidates for
the presidency communicate their messages to voters. Unlike television
news or political programs, advertising can be controlled by candidates
themselves and enable them to frame the questions they view as central
to a particular election campaign and expose their personal qualities
and agenda for the future in a favorable light. Moreover, political
advertising campaigns on television have brought forth a totally new
format of journalism called journalist adwatches. Adwatch journalism has

become a substantial and ever growing part of presidential campaigns
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coverage in both print and broadcast media and has attracted interest of
many scholars.”

Televised political commercials in the presidential campaigns date
back to 1952 when Republican candidate Dwight Eisenhower appeared in a
series of advertisements called “Eisenhower Answers America." Ever since
the first appearance of political advertising on TV, international
issues, along with domestic ones, have become a substantial part of the
television advertising campaigns of presidential candidates. In fact,
Eisenhower himself became known and popular first of all due to his
outstanding role in the World War II--a major world conflict. It seems
of interest, therefore, to explore what place international or foreign
affairs issues have occupied in the television political advertising
during presidential campaigns in the U.S. starting from the 1952

presidential election up until the last one in 1996.

Background
Although political advertising has been accused of the selling of
candidates like soap, the creation of candidates' images which bear no
relation to reality and the destruction of the political system by

emphasizing personalities over issues,’

some researchers also argued
that political advertising is vitally important for the democratic
process as a whole. John Hale, Jeffrey Fox, and Rick Farmer, for
example, praised political advertising as a “dialogue of televised
democracy,” and “the political discourse most widely disseminated to the
public during campaigns.” Hale, Fox and Farmer stressed the importance
of studies of political advertising arguing that its gquality and content
“says something about the quality and health of modern democracy
itself.””

Richard Joslyn called political advertising “one of the most

important vehicles for transmitting campaign information.”’ Political



advertisements have become a means to communicate with a large
proportion of most large audiences. They may be targeted to particular
groups of voters and they are one of the few forms of communication over

which the candidate has almost complete control.

Statement of the Problem

An impressive amount of research that has been done in the field
shows that there is probably not much novelty in the idea of conducting
another research study on political advertising. However, since
political advertising campaigns bring always some new stuff to consider,
the issue can hardly be exhausted. Moreover, the international aspect of
U.S. political advertising has been less explored by researchers than
other aspects. Therefore, it seems to be interesting to examine the way
in which international issues have been dealt with in political campaign

commercials.

Purpose of the Studv

This study is intended to explore what niche the international
aspects have taken in the television political advertising during the US
presidential campaigns from 1952 until 1996. The study also examines the
tendencies and changes in the way in which the international issues have
been dealt with in television political commercials over these years.
Further, the study dwells on mass communication theories that could be
applied in analysis of the political commercials targeting international

issues.

Research Objectives

There are several research objectives in this thesis: (1) The
study will evaluate the number and the proportion of the campaign
commercials that focused or mentioned international issues in the total

amount of televised political ads during the United States 1952-1996




presidential campaigns. (2) It will examine what the tendency has been
over forty-four years. (3) The study will try to establish the
differences in the presidential campaign commercials that mentioned
international issues based on political party and type of the
commercials. (4) Furthermore, the study will explore the content of
commercials that mentioned international issues and the differences in

the commercials content based on campaign year and political party.

Methodoloagy

Videorecordings of political advertisements are available at the
Political Commercial Archive in the Department of Communication at the
University of Oklahoma in Norman. The archive claims to be the largest
and most complete set of presidential television advertisements in the
United States from the very first ones in the 1950s to the most recent
one in 1996.

This study uses a guantitative content analysis of political
commercials by candidates during the United States presidential
campaigns. It is a longitudinal trend study to provide information about
the changes in the same population with time. The units of analysis in
this study are the political advertisements themselves. To limit the
scope of the research, only advertisements by the presidential nominees
of the two major political parties--Republican and Democratic--are
examined.

Campaign commercials are examined according to the following
categories: campaign year, political party, type of commercials (image-
and issue-oriented commercials, positive and negative commercials), and
the commercials’ content (particular issues emphasized in the
commercials) .

Significance

Although political advertising overall and of each presidential




election in particular has been carefully studied and analyzed, the
international aspect of political advertising has not been studied as a
separate issue and was only examined in context with other content
categories. This study focuses specifically on the international aspect
of television political advertising threoughout the history of televised
presidential campaigns up until the 1996 election.

The results of this study can be of interest to political
candidates, campaign consultants, political analysts, scholars, and
students. The significance of this study is also in that it can provide
an interesting material for international comparisons. Although
television spots have been a dominant part of U.S. elections for several
decades, "“American-style” television advertising has only recently
gained significance in the political processes of Western European
democracies and it is just emerging in the Eastern European countries.
Several studies have been done so far comparing the differences and
similarities of political advertising in the United States and other
countries.'” An international aspect of political advertising may be an
easier topic for comparison here bearing in mind the international
background of the researcher and the fact that most global issues faced

by different countries are the same.

Limitations

The data for this study are the advertisements obtained from the
Political Commercial Archive at the University of Oklahoma. Although the
archive has a vast collection of the presidential campaign commercials,
this collection is rather a convenience sample than a fully
representative sample of the population. This is an obvious limitation
of generalizability to all presidential campaign commercials.

Many researchers have emphasized that the analysis of televised

political advertisements has inherent limitations. Some issue references
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may be difficult to code and, depending on interpretations of the
commercials audio and video content, could be reasonably coded into
different categories by different coders. However, the methods used in
this study replicate those used to assess political-issue content in a

number of other research studies.

Organization of the Thesis

Chapter II, the literature review, briefly describes the
development of television political advertising as political campaign
medium. It alsc discusses relevant mass communication theories and gives
an overview of the dominant doctrines of the United States international
policy over the years.

Chapter III explains the research methodology of the study.

Chapter IV reports the findings and the results of statistical
analysis.

Chapter V is the summary of the study and also contains
conclusions and recommendations for further studies.

Appendixes contain coding sheet and code book which provide

operational definitions of the variables of this research.
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CHAPTER II

LITERATURE REVIEW

Introduction

This chapter contains three sections. The first part is a brief
summary of television political advertising during the presidential
election campaigns in the United States from 1952 until 1996. This part
also describes varied advertising and campaign methods used by the
candidates in the television advertising campaigns in the presidential
elections. The second part gives an account of research studies that
examined the content and strategies of television political advertising.
The third part gives an overview of the relevant mass communication
theories--agenda-setting, instrumental actualization, and priming and

defusing.

Historical Perspective

Although there is some disagreement about when the first
television pelitical ad was aired,' the 1952 Eisenhower-Stevenson
campaign was the first one where television was broadly implemented in a
presidential election campaign.’ A substantial number of the households
owning sets by 1952--over 18 million or about 39% of the total American
homes--justified a television advertising campaign.' The decision to use
television was influenced by the hope that television spot commercials
would deliver more listeners for less money than any other form of
advertising.’

Eisenhower’s advertising campaign was focused on a limited number
of issues--the war in Korea, corruption in Washington, inflation, and
taxes.” This decision resulted from the first use of research to
determine scientifically a political campaign strategy. The format of

the Eisenhower Answers America spots was consistent throughout. People--
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individuals or couples--looking off camera then asked a question to
which Eisenhower responded. All the advertisements underscored the case
that it was time for a change.®

The Republican advertising was concentrated in spot commercials
that should be run in the middle of the most popular television
programs. The Democrats formulated an advertising strategy that was more
suited to the radio age. They produced into eighteen half-hour segments
for speeches for Stevenson, Truman, and other prominent Democrats.’ The
Republicans, on the contrary, largely used thirty- and sixty-second
commercials.

Darrell West remarked that the commercials by both Republicans and
Democrats did not contain any specific policies by the candidates on
domestic or ilnternational matters. Instead, a problem was the just
mentioned with no specific proposals to deal with it.® Although
Eisenhower’s commercials have been characterized as "simplistic,
innocuous, and even demagogic, "’ according to many scholars, they
transformed the way Americans elected their presidents.'’ In 1952,
television arrived as an effective tool in political campaigning.

As Kathleen Jamieson noted, by 1956 politicians became convinced
that "the presence of advertising for a candidate legitimized the
candidacy and the absence of advertising undercut it."" The 1956
campaign by and large repeated the formula of the 1952 campaign.'” The
major innovation of the 1956 campaign was 1ts increased reliance on the
five minute spots. The Republican campaign designers thought they would
be effective when running between popular programs.''

The Democrats also switched to shorter political programs than
they broadcast in 1952 campaign.' The main emphasis in their short

commercials was that the promises on which Eisenhower had been elected

had not been met by his performance. Edwin Diamond and Stephen Bates
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argue that the Democrats proved to be more innovative in their
advertising. They introduced the negative commercial as a form, creating
styles that would be repeated in years to come. Negative political
advertising may achieve its intended effects, but it may also produce
boomerang effects. An attack on an opponent, if perceived by the
audience as untruthful, undocumented, or unjustified may create more
negative feelings toward the candidate, rather than toward the target of
the attack.' Another innovation, which became a standard in subsequent
campaigns, was to use film of the opponent’s advertisements to attack
the opponent.!®

By 1960, nine out of ten American homes had television sets.'’
Unlike during the previous two campaigns, the Democrats this time made a
better use of television than the Republicans.!® They produced about two
hundred commercials.'’ Moreover, they suggested a new form of political
television campaigning, the Kennedy-Nixon debates.” and, subsequently,
used footage from the first Kennedy-Nixon television debates for their
campaign commercials.”

A major innovation of the Democratic campaign ads was the use of
local shooting. A series of spots showed Kennedy holding a microphone
like a news reporter and talking with Americans.’’ Another innovation
largely used in the Kennedy campaign commercials was endorsements by
former president Truman and other prominent politicians and public
figures. Experimental research showed, by the way, that a former,
retired politician or a person not directly associated with politics are
perceived as more trustworthy source than a current office holder or
candidate.’’ Democrats also used some commercials that targeted specific
groups of American society--older people, Hispanics, and blacks.®
Negative ads were questioning Nixon's qualifications, experience and his

importance in the Eisenhower administration.®’




Nixon viewed his experience in foreign affairs as the mark
differentiating him from Kennedy. As Jamieson remarked, “Nixon's
broadcast ads translated questions of domestic peolicy into questions of
foreign policy.”’" Nixon's advertisements repeated the form of the
Eisenhower Answers America series.’ The candidate was answering
guestions posed by an announcer off screen. The Republicans also used
longer five-minute programs.

Overall, the Republican television advertising campaign was
characterized as weaker than that of the Democrats. Kennedy won although
by the smallest margin in the American history largely due to his
effective television campaign. Kennedy was hailed as the "first
television president."?® He himself underscored the importance the
impact of television on politics: "Television gives people a chance to
look at their candidate close up and close to the bone,"” Kennedy told
his advertising campaign manager Rowland Evans. "For the first time
since the Greek city-states practiced their form of democracy, it brings
us within reach of that ideal where every voter has a chance to measure
the candidate himself." Diamond and Bates noted that the 1960 campaign
“demonstrated that television had arrived as a significant force in
American political life."? As Patrick Devlin pointed it out, television
became so important for the political image building that "almost no
politician dared to be without."

The 1964 presidential advertising campaigns had a number of
characteristic features that distinguished them from the previous
campaigns. Jamieson remarked that this was "a campaign in which one
candidate sought to win the election while the other was more interested
in winning the point." Republican candidate, Barry Goldwater, whose
position reflected that of the right wing of his party, attempted to

"move the vast majority in the middle to where he stood rather than
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attempting to present his philosophy in terms palatable to the moderate
middle.”*!

The Democratic ads were trying to show the Republican nominee as
unreasonable and imprudent. Emphasizing the importance of presidency,
they tried to convey the message that the presidency is a serious job
that cannot be entrusted to a candidate like Barry Goldwater.’’ A number
of commercials presented efforts to magnify public fear about
Goldwater's possible use of nuclear weapons were successful.’
Characteristic of this campaign was an extensive use of negative
advertising by the Democrats. Charles Thomson argued that the Democratic
political advertising substantially lowered the tone of the campaign as
a whole.™

An anti-Goldwater Democratic spot called “Daisy” aired in 1964 was
called the most controversial ad aired in the history of political
broadcasting.’ It never mentioned either Goldwater's name or any
statement he made about anything. The ad was aired only once, but then
it was used in its entirety on the newscasts on all three networks.
Although Democrats were accused of unfair campaign practices, the
commercial was considered as highly effective.'" Theodore H. White
claimed that this one, and another spot featuring a social security card
torn apart were “masterpieces of political advertising.”' Gina
Garramone called it “the prototypical 'negative' political ad”.' This
and a number of other ads focused on Goldwater's opposition to the
treaty to ban nuclear tests. Lyndon Johnson's 1964 advertising was
widely touted as a textboock campaign on how to elect a president.”

Joe McGinniss in The Selling of the President argued that, in a
presidential race, advertising is sufficiently powerful to create
important public perceptions of candidates that are fundamentally

different from the candidates themselves. The book also implied that
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1968 was the first year of “widespread efforts to transmit a preplanned
image of a presidential candidate.”'’ McGinniss quoted Nixon saying to
his team at the beginning of the campaign: "We're going to build this
whole campaign around television. You fellows just tell me what you want
me to do and I'll do it."*®

The main issues in the 1968 campaign were “Vietnam,” and “crime
and lawlessness.”' The Republican strategy was to construct spots with
still photos rather than film. Dramatic music which had been seldom used
in political spots before 1968, became a major part of the production.®
Jamieson remarked that in the 1968 campaign advertising, “argument by
visual association reached a new level of complexity and potential
duplicity when patterns of i1mages were created and repeated by the
Republicans using still photos."* Still photos of the war in Vietnam,
of poverty in America, and of the riots in the streets were rapidly
intercut with pictures of Democratic nominee Hubert Humphrey. The images
in the ads moved with a speed that allowed voters little or no
reflection.” Almost all the commercials ran sixty seconds.®

Characteristic of the 1972 presidential campaign was an attempt to
build positive images of the candidates. Creating a favorable impression
of the candidate's personal and leadership qualities was one of the
purposes of the advertising efforts of both Nixon and McGovern.®'
According to the advertising strategy that had been put together to
reelect Richard Nixon, he was shown as a man above opposition. His
television commercials were mostly be about him and not by him, where
the president appeared only in a “presidential stance,” never as a
candidate “attacking” his opponent.'’ The advertising placed much
emphasis on Nixon's foreign policy leadership. The McGovern campaign's
advertising focused on domestic policy and on perscnal qualities of the

candidates.”
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The Republican tactic was to produce the newslike, documentary

style ads. This tactic was based on the research findings that

“television news and documentaries and other specials were by far the b
most important media influences on the split-ticket voter.”" Devlin ]
argued that this technique was not too effective.”’ However, research
confirmed that Nixon's ads heightened their credibility with voters by
using such documentary techniques that locked like a neutral
reportage.

Democratic tactic was to use television ads that placed their
candidate McGovern in the midst of a group of citizens in a non-studio
environment. These ads were generally done in “cinema-verite” style,
using footage of unstaged conversations.’ The Democrats aired a number
of negative ads. These ads were using crawls--the words of the
announcer's script moving across the screen.” This unemotional,
“*factual” presentation of materials quickly became popular in political
advertising and has been widely used since.” Overall, however,
McGovern's advertising campaign for the presidency was widely
characterized as “inept.”"® Thomas Patterson and Robert McClure
characterized crawls and face-to-camera techniques as dull and visually
uninteresting. However, when a candidate wants to reason with voters
these technigques have a place.’’

Timothy O'Keefe and Kenneth Scheinkopf argue that in the 1972
election, “‘imageering’ by politicians and their advertising agencies
reached such a level of sophistication, that voters were conditioned to
reacting to images rather than issues."' Since the Watergate scandal
shattered the trust in the honesty of the American political elite, the
campaign advertising had to find a way first of all to communicate the
trustworthiness of the candidates.’” The stress in 1976 was, therefore,

on the personal character and integrity of the two candidates. Carefully
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scripted and professionally produced commercials in which the candidates
themselves often neither appear nor spoke, could not be effective in a
year in which the prime message of both campaigns was that their
candidate was a person of integrity, leadership, and competence.®’ The
result was that in 1976, advertising by both Jimmy Carter and Gerald
Ford returned to “direct, old-fashioned, personal appeals and the
emergence of persons-in-the-street giving personal testimony and low-
key, factual, neutral reporter ads as prime vehicles of attack.”"

Carter's ads were trying to present him as the “anti-Washington
outsider who had not been a part of the mess in Washington.”® His
“cinema verite” commercials depicted him as an average citizen, a
“common man,” and a “man of the people."® Carter's commercials
presented him shaking hands and talking with voters in unstaged
situations in a way as 1if the television audience were seeing Carter in
person. Ford's campaign commercials presented him in a presidential
stance working in the White House, signing bills or making major
announcements before the television cameras."

In 1980, advertising efforts by the Republicans and Democrats
differed most significantly in their willingness to use research and
testing. Reagan advertising largely used testing select markets or small
focus groups of voters.”™ By contrast, the Democrats employed no focus
group tests of their ads and conducted only small-scale market
testing.’ The first full-scale testing of political advertising had
occurred eight years earlier in 1972 in when alternative slogans,
alternative designs, and concepts for ads as well as completed ads were
pretested by Republicans before airing.”

In the 1980 campaign, Democrats tried to the personal character of
the Republican nominee one of the main issues of the campaign

commercials. The Democratic ads depicted Reagan as dangerous,
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unpredictable, and lacking in compassion. Other major issue concerns of

Carter's commercials were the national well-being, national security,

and foreign policy. In Reagan's commercials, federalism and national
security were predominant.® i

The 1980 campaign was the first one when a large number of
television commercials were produced by Independent Political Action
Committees, such as Americans for Change, National Conservative
Political Action Committee, Americans for an Effective Presidency and
other.” Individuals also produced and aired television ads in support
or against the candidates. These ads were often more sharp and harsh
than the candidates themselves could allow without fearing a possible
backlash. Experimental research indicated that independently-sponsored
negative advertising attacking a tarcgeted candidate resulted in a more
negative perception of that candidate's image than negative ads
sponsored by the opposing candidate.®’

Another factor decisively shaped the Republican presidential
advertising. Reagan's strategists were confident in his abilities as the
"great communicator."’ As a result of this strategy, in 1980 voters saw
more ads showing Reagan speaking directly to the camera than they had
seen of any presidential candidate since the 1960 race.’' This tactic
proved to be successful and Ronald Reagan clearly demonstrated that how
a president communicates with the public is an important element to win
an election.’”

More than in previous campaigns, in 1980 the press acted as a
watchdog over the nationally telecast advertising. The ads were
scrutinized by the New York Times. Additionally, The Los Angeles Times
and CBS Evening News program documented the falsity of many claims

contained in the campaign advertisements by both the Republican and

Democratic candidates.’””
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As Jamieson put it, the 1984 election was “reminiscent of the 1956
campaign when a popular incumbent parlayed peace and prosperity into =
election.”’ The Democratic tactic was to induce discomfort among voters
about the looming economic catastrophes, unprecedented deficit, about ﬁ
the absence of arms control talks with the Soviet Union, and about the
lowered standard of living for many Americans under the Reagan =
administration. Overall, the Democrats produced only half as many
advertising commercials as Republicans. Their advertising campaign was
criticized as inconsistent and lacking continuity and a core.’ The
research study by West, however, showed that in spite of the common view
that commercials for Reagan were effective, some Mondale's commercials
were much more effective than Reagan's on the same issues.’

The Republican television advertising strategy in the 1988
campalgn was built in a symbolic juxtaposition of two worlds: the
Republican ads portrayed their world as “communal, filled with adoring
women and children” whereas the Democratic world was depicted as “alien
and alienating, uninhabited by any with whom we could identify.”"
Emphatic and emotional visual symbols were combined with narrative
forms. Attack commercials by the Republicans in 1988 used dark colors,
threatening sounds, and scary symbols to imply the message that the
Democrat candidate seemingly cared more for criminals than for good
citizens.’® Some scholars consider George Bush's 1988 crime ads as the
most effective commercials of recent campaigns.’

Because the Bush campaign provided for the media more visually
evocative pictures than did the Democrats, Bush's message was more often
reinforced in news than that of Dukakis. Taken together the ads created
a coherent narrative. Moreover, their messages in ads, news events, and
debates were consistent. Some scholars stressed that the most successful

political campaigns are those where advertising is "consonant" with
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other sources of information, and in particular television news, calling
it the “resonance model of campaign advertising.” On the other hand,
advertising that is not synchronized with other media and public agenda
results in what has been called the “information clutter.*’ The
evidence of the success of this tactic in 1988 was the fact that
Democratic candidate Dukakis spent much of the campaign arguing on
Bush’s terms.? But Dukakis’ “"talking head” commercials could not
counterbalance the wvisual impact of the more sophisticated Republican
ads.® Although the Bush advertising campaign was successful, it was
widely criticized for its negative and even deceptive attacks on the
opponent .®* A research survey found that the 1988 campaign was largely
perceived by voters as more negative than past presidential campaigns.™
Despite that George Bush's approval ratings reached 90% in the
wake of the victory in the Gulf War, he could not use much of the legacy
of his achievements in the foreign politics to his advantage.® By 1992,
the economic recession became number one issue on the public agenda.®
Although the Bush administration could claim successes in the realm of
foreign policy--most notably, its invasion of Irag and the end of the
Cold War signaled by the dissolution of the Soviet empire--domestic
issues became decisive for the voters' choice.” Clinton's strategy was
to focus campaign advertising on the dismal results of Bush's economic,
environmental, and educational policies.” Advertising by both
candidates also devoted a great deal of attention to personal
characteristics, such as leadership, trustworthiness, and experience.”
The Clinton campaign consistently ran at least one positive
message a day in the targeted states. This tactic was supposed to shield
Clinton from the charge that he was running a “negative” advertising
campaign. The Democratic attack commercials also benefited from the

ways in which they used Bush's own words. Those commercials used his
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words, excerpts from his statements, clips of his television appearances
interspersed with title cards with contradictory statistics of
unemployment, higher taxes, and other things happening to the economy.
Surveys showed that these spots were effective.”

Jamieson noted that the Bush 1992 campaign used proportionately
more negative commercials than any prior campaign in the history of the
American presidency.’” However, the Republican campaign had failed to
persuade voters that Bush knew how to restore the economy.” In a
campaign where the main issues were domestic policy and economy, this
became a decisive factor.

The 1996 presidential campaign advertising was widely criticized
in the media as soulless, mechanical, dry, and extremely negative by
both Republican and Democratic candidates.” According to many
publications in the press, the 1996 campaign advertising was dismal and
disappointing. Political commercials lacked any sort of new creative
ideas, instead relying on the well-worn theory of attacking opponents.”
However, voters' disappointment and media “adwatches” made purely
negative attack commercials a less appealing approach in the
presidential race. Therefore, both the Clinton and Dole presidential
campalgns somewhat toned down the negative ads by the end of the
campaign.”

Advertising by both candidates was primarily focused on issues of
crime, drugs, taxes, and Medicare. Republican advertising was also
focused on “moral crisis” and Clinton's credibility. Personal morals and

97

values were in focused of both candidate’s ads.’ An aggressive
commercial by the Republicans on Clinton’s experimentation with
marijuana was broadcast more widely than any in the campaign.’ However,

the campaign advertising by the Democrats and Republicans had also some

distinctive differences. The advertising style reflected the
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presidential candidates’ distinct experience and their vision of
America. For instance, in a move to reach young voters “where they
live,” the Clinton campaign created ads that were selling the president
and his issues in bursts of music and computer-generated clips.? Both
Clinton and Dole were using each the other’s words against him
concerning their differing approaches to drug policy and other issues
trying to depict the opponent as untruthful.!”” Overall, negative
advertising that became a of the 1996 presidential campaign was stressed
in the media as a strong possibility for explaining the lowest voter
turnout since many decades, as voters were turned off by the negative

campaign.'’

Issues in Television Political Advertising

Television political commercials are designed to give voters solid
reasons why they should support one candidate instead of the other. Most
of these reasons come through issue appeals. As Thomas Patterson and
Robert McClure put it out, in commercials, political candidates attempt
to link themselves with issue positions that they feel will win them
voters and try to associate their opponents with issue positions that
will cost them voters.'”” In their book, The Unseeing Eye, Patterson and
McClure, looking at both content and effects of political ads, sought to
dispel the concerns of the public and journalists regarding political
commercials. They examined whether television ads enabled voters to
learn more about the policy views or personal qualities of campaigners.
Basically, they found that voters learned more from the candidates' ads
than from the news, because ads addressed some issues whereas news was
dominated by coverage of the "horse race"--who is ahead at a given
time.'™

Much work has been done examining the content of political ads and

their influence on issue-based voting during elections. Darrell West,
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pointing out that policy matters are central to democratic elections,
argued that in spite of popular beliefs, most of the research found that
ads presented more substantive information than viewers and journalists
generally believe. West argues that “even mentioning issues allows
voters to incorporate broader notions of accountability into their
choices. "' Although most commercials are not very specific, the ads can
serve as agenda-setting or a priming function. Mentioning some issue in
the ads may increase its importance in voters' priorities or in campaign
coverage by the media.'®

According to Richard Joslyn, the content of political commercials
reveals the nature of the American electoral process. The researcher
believed that one can learn about the nature of electoral choices by
studying the appeals made in commercials. Based con a sample of 506
televised political ads, Joslyn found that in spite of the common belief
that commercials are mainly used to create an image of candidates sixty
percent of ads contained policy appeals.!” In another study using the
content of 156 televised commercials from presidential, gubernatorial,
senatorial, and congressional campaigns, Joslyn found that 76% of ads
were issue oriented, although only 20% contained specific issue
positions.!”

The potential of political commercials for setting agenda and
transmitting issue information to the electorate has been documented by
many researchers. In many of the content analysis studies, researchers
have found the issue content of political commercials to be quite high.
A study conducted by Charles Atkin and Gary Heald showed that political
commercials increase voters' knowledge about both candidates and issues
and set issue agenda for a campaign.'’ Lynda Kaid stated that political

commercials contain substantial issue information that can overcome

selective exposure. She established that ads had a considerable effect
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in increasing knowledge about candidates and issues.'"

McClure and Patterson found that political ads in the 1972
presidential campaign contained more issue information than did
television news. The researchers concluded that political ads rather
than news were primary source of information about election issues for
American voters. However, McClure and Patterson discovered that
political advertising had its strongest impact on issue awareness for
voters who had a low exposure to newspapers and television news

programs . '’

Patterson and McClure reported that 42% of the 1972 election
commercials were primarily issue commercials, while another 28%
contained substantial issue material. Others have reached similar
conclusions. Richard Hofstetter and Cliff Zukin found that 85% of their
sample of political ads contained some information about issues.''

In a study of 1988 presidential commercials, Kaid and Johnson
compared the difference in content between positive and negative
commercials. The researchers found that both positive and negative ads
relied heavily on emotional appeals. However, they found that negative
ads contained more issue information than did positive ads, and both
negative and positive ads were equal in the content of candidates' image
information. "

Anne Wadsworth examining presidential political ads from 1952 to
1984 found that in general presidential political commercials were
designed to evoke voters' emotional reaction and to make voters feel
about an issue rather than to learn something about it.''' Hofstetter and
Zukin discovered in their analysis of the 1972 presidential race that
about 85% of the candidates' ads included some reference to issues.''
Likewise, Patterson and McClure demonstrated, in a content analysis of
the 1972 race, that issues received more frequent coverage in

commercials than in network news coverage.''
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Several researchers have mentioned international/foreign affairs
issues among other categories in their content analysis studies. West in
his study of “prominent” (mentioned by Jamieson in her Packaging of the
Presidency) and “typical” commercials in the presidential advertising
campaigns from 1952 to 1992 found that 8% of “prominent” ads focused on
foreign affairs whereas 4% were focused on specific foreign policy, 11%
of “typical” ads targeted international affairs and 7% specific foreign
policy.!® “Prominent” ads for Republicans were more much likely to
emphasize international affairs (13%) than “prominent” ads for Democrats
(4%) . West argued that the greater attenticon paid by Republicans to
international affairs and by Democrats to domestic areas “helps to
explain why Democrats are viewed as weak on foreign policy and
Republicans are seen as inattentive to domestic matters.”''

West’s analysis showed that war and peace issues rose during the
Vietnam period. Fifteen percent of “prominent” ads in 1964 and 25
percent in 1968 discussed war and peace topics. The total of
international affairs accounted for 19% and 37%, respectively, with an
average 13% of commercials focused on international affairs during the
1952-1992 campaigns.''® International relations were emphasized in
“prominent” ads at about the same levels in the nominating contests and
general election but were mentioned much more often in the nominating
process among “typical” ads.'" The most critical “prominent” commercials
during the period from 1952 to 1992 appeared on foreign policy B6% of
which were negative) with the international affairs ranking third (56%)
after domestic policy (67%).'%"

Patterson and McClure analyzed the coverage of campaign issues by
political spots during the 1972 presidential general election. They

established that Nixon's policies on Vietnam accounted for 14% of the

total number of issue mentions in the ads (all references to these
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issues in televised political spots shown between September 18 and
November 6, 1972) and for more than 10% of the advertising time. Nixon's
policies on China accounted for 11% of issue mentions and for 17% of the
air time. Policies on Russia accounted for 11% of the number of issue
mentions and more than 9% of the air time and policies on foreign
commitments for 3% of issue mentions and 5% of air time. McGovern'’s
policies on Vietnam withdrawal accounted for 5% of the total issue
mentions in the campaign ads and for nearly 6% of the total air time.
Overall, during the period from September 18 to November 6, 1972,
Nixon's foreign policies--Vietnam, China, Russia, and his commitments to
America's allies--received more than 65 minutes of broadcast time in
advertising (41%) and were mentioned in the commercials 120 times
(39%) .1

Patterson and McClure also established that Nixon's positive spots
were strongly oriented toward foreign policy--emphasizing the
administration's accomplishments and its commitment to an active role
fro the United States in world affairs. Nixon's negative spots
criticized McGovern's military defense policy and his welfare proposals.
McGovern's positive ads stressed Vietnam disengagement and domestic
policies.'#

Leonard Shyles in his study discerned the issues of the 1980
presidential primary campaigns from a content analysis of the issues
presented in televised political spot advertisements created for nine
presidential primary candidates.'’ Proportions of issue mentions on
foreign policy was 11.9% for the total population, 14.5% for Democratic
nominees and 9.9% for Republican. Foreign policy/foreign relations
shared the third-forth rank with the energy category among other nine
issue categories (Military defense was included in the national security

category 10%). For individual candidates (nine candidates), the
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proportion of foreign policy issue mentions in their commercials varied
from 3.7% to 26.6%.'%

Montague Kern in his study of 30-second spots aired in the final
ten days of the 1984 election on four varied market areas in Indiana,
California, North Carolina, and Georgia (in minutes) of issues in ads
for federal office (Presidential, Senatorial, Congressional, and
National Republican Congressional Committee generic party spots)
reported that few foreign policy issues were elaborated. Counting the
total broadcast time of these commercials, Kern found that little
airtime was devoted to such issues as arms control, Central American
policy, hostages, or defense spending. '

Theoretical Approach: Agenda-Setting, Instrumental Actualization,
Priming and Defusing

The idea of agenda-setting is that the public's social or
political priorities and concerns--their beliefs about what is a
significant issue or event--are determined by the amount of news
coverage accorded various issues and events. Significantly for this
study, the concept was initially proposed by analysts pursuing the
connections between public opinion and the course of American foreign
policy. In his book The American Public and Foreign Policy, Bernard
Cohen outlined the agenda-setting hypothesis as follows: "The press is
significantly more than a purveyor of information and opinion. It may
not be successful in telling its readers what to think, but it is
stunningly successful in telling what to think about....” **

Agenda-setting research that deals with the media's ability to set
the public's issue agenda has most often focused the content of
television news programs. lIyengar and Kinder in their study of the
television news impact on public opinion defined the agenda setting

hypothesis as follows: “those problems that receive prominent attention
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on the national news become the problems the viewing public regards as
the nation's most important.”'"’ West pointed out that agenda-setting
*refers to the process by which issues evolve from specific grievances
into prominent causes worthy of government consideration.”!?®

Although much research has been done on agenda-setting and
television news, until recently, there has been little extension of this
work to political advertising. Several studies, however, were done in
the 1930s that used an agenda-setting model to determine whether
political advertising influences citizens' policy priorities.

West, in his comprehensive study of political commercials, has
found that in advertising campaigns, agenda setting is potentially very
important. Candidates often use advertising to dramatize issues that
previously were not high on the public agenda or to show their awareness
of issues that are. They also try to deemphasize matters that may be
problematic for themselves.!'*” West’'s analysis of the 1988 presidential
campalign established that Bush's strategy clearly involved a
redefinition of the agenda away from certain aspects of Reagan's record
and toward Dukakis's wvulnerable areas in an effort to move the campaign
debate onto terms more advantageous for Republicans.

Stressing that “setting the agenda allows candidates to define the
terms of debate and to dictate the dynamics of the campaign, ' West
argues that political advertising “should be assessed to gauge its
ability to change citizens' perceptions of what is important and how the
campaigns are run.“"

Having studied the impact of agenda-setting on voters’ behavior,
Roberts reported that her findings suggested that political advertising
"shares the agenda-setting function with general editorial content in
its ability to transfer issue salience to the public mind."”***

Hans-Bernd Brosius and Hans Mathias Kepplinger complemented the
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agenda-setting theory with a theory of instrumental actualization. Their
argument was that in a political campaign “the decisive point is not
whether an event does in fact speak in favor of or against a candidate,
but how the general public perceive it.” Therefore, as Brosius and
Kepplinger put it, the objective of the candidates and their media
campaigns is “to give publicity to events which help one's own side or
damage the other side. This i1s described as instrumental
actualization.”'” The researchers argued that “the more frequently the
recipients are confronted with events supporting the point of view of
cne of the adversaries, the more likely they are to adopt that point of
view and thus strengthen that position.”'

Priming is a new theoretical model that builds on this way of
thinking about political information. Developed in regard to the evening
news, the priming model proposes that people use readily available
material to evaluate candidates and that in the media age one of the
most accessible sources is television.'” This theory is based on the
psychological assumptions that people do not pay attention to
everything, their attention is highly selective, and that people notice
only particular features of special consequence. Therefore, arguing that
there is always only a limited number of themes--standards against which
presidents are measured--Iyengar and Kinder defined priming in the
following way: “By calling attention to some matters while ignoring
others, television news influences the standards by which governments,
presidents, policies, and candidates for public office are judged.”''

By its patterns of coverage, television can influence voters'
choices between candidates by elevating particular standards of
evaluation. West found that television shows that devote extensive
coverage to defense matters can increase the importance of defense

policy in voters' assessments. Likewise, news accounts that dwell on
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environmental concerns can raise the salience of those matters in voting
choices. "

Schleuder, McCombs, and Wanta in their experimental study of
evaluated the effect of priming in political advertising. Studying the
effect of advertising on the subjects’ memory structures they have found
a significant priming effect, arguing that "if an individual pays more
attention to and better remembers an issue, it is more likely that the
information about that issue and semantically related information will
be easily activated in memory just prior to a salience decision.”''®

Stressing that priming is really an extension of agenda-setting,
Ansolabehere, Behr, and Iyengar underscored its importance for political
advertising. Political campaigns constantly strive to focus the voters'
attention on selected issues to reflect the public's most pressing
concerns. Incumbents emphasize issues and policies that they can claim
success, while challengers point out policies that have failed. In 1992
the Bush campaign continually attempted to remind voters of the war in
the Persian Gulf, while the Democrats worked hard to focus attention on
the weakness in the economy. Ansolabeher, Behr, and Iyengar argued thatl
during campaigns, paid media are even more important sources of
political information for agenda-setting than “free” media.'”

The selection of campaign issues is also affected by partisanship.
Republican presidential candidates are likely to play to their strengths
and dwell on foreign policy and defense; Democrats gain from campaigning
on domestic issues such as education and the environment.'*’

Priming refers to the efforts of the media to isolate particular
issues, events, or themes in the news as criteria for evaluating
politicians. In the context of campaigns, priming means that the issues
that receive heavy news coverage or campaign advertising are likely to

determine voters' evaluations of the candidates. By reminding voters of
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some issues, advertising can elevate the importance of these issues as a
criterion for choosing between the candidates.'®

West has suggested to extend priming with its conceptual
counterpart, defusing. This term refers to efforts on the part of
candidates to decrease the importance of particular standards of
evaluation. Candidates often have problematic features, such as being
seen as weak on defense or lacking a clear vision for the future. It
obviously is in their interest to defuse their shortcomings. They can do
this either by lowering the overall salience cof the topic to the public
or by shortening the distance between the candidates to the point where

the subject no longer affects the vote.'#

Summary

Many scholars stressed that political advertising on television
has become indispensable for any candidate to win office. Ever since the
first appearance of political advertising on television, political
commercials of each presidential campaign have been studied and
analyzed. Numerous research studies have been done on various aspects of
political advertising: its effectiveness, persuasive appeals, targel
audiences, production techniques. Many research studies were attempted
in order to dissect political commercials in terms of whether they were
trying to convey a message on specific policy issues or create an image
of a candidate. Many research studies were focused on the negative
pelitical advertising and on whether the negative ads are more or less
effective than the positive and whether negative advertising is
necessarily a bad thing at all. Some research studies have analyzed
whether political advertising was deceptive or not. A number of studies
were focused on political advertising and the agenda-setting and priming
and defusing. The agenda-setting research in the field of political

advertising showed support for the notion that the priorities of the
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advertising agenda influence the priority of issues on the public
agenda. Studies on priming and defusing indicated that increase in
advertising emphasis on some issues led citizens to think more about
these issues.

The studies that examined the content of political advertising
were probably the most numerous. Among those were studies in which the =
international aspect of political advertising was examined in context
with other content categories. However, analysis of the literature
suggests that the international aspect of political advertising has been
less explored by researchers than other aspects. Not many studies, if
any at all, have examined the international aspect of political
advertising as a separate issue. A study specifically focused on the
international aspect of television political advertising throughout the
history of presidential campaigns seems, therefore, justified as another
contribution to the body of research that has been done so far in the

field of political advertising.
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CHAPTER III

METHODOLOGY

This study is intended to explore what niche the international
aspects have taken in pelitical advertising during the U.S. presidential
campaigns from 1952 until 1996. It has examined the tendencies and
changes in how the international issues have been dealt with in
presidential campaign commercials during this period. The study has also
examined the types of political commercials--issue- and image-oriented
commercials and positive and negative commercials. Furthermore, the
study examined the content of presidential political commercials that
specifically focused on international issues or mentioned international

issues among others.

Research Method

To assess how the issues of international policies were reflected
in political commercials during the presidential electoral campaigns, a
content analysis was performed. According to Bernard Berelson's
definition, content analysis is “a research technique for the objective,
systematic, and quantitative description of the manifest content of
communication.”! Generally, content analysis has been used to determine
the characteristics, forms or styles of message content.?’ Content
analysis has been one of the most widely used research techniques for
understanding and evaluating broadcast messages.' It has also been used
by many researchers in political advertising research. This study used
content analysis of political commercials by candidates during United
States presidential campaigns. It is an example of a longitudinal trend
study that provides information about the changes in the same population

over time.
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Research esti ull h

This study examined the international affairs issues in the
televised political advertising during the United States presidential
campaligns.

The research questions were:

a. What has been the total number of presidential campaign
commercials that specifically focused on or mentioned international
issues?

b. What has been the proportion of commercials that specifically
focused on or mentioned international issues out of the total number of
presidential political commercials?

c. What has been the tendency between the years 1952-1996?

d. What have been the differences in the proportion of commercials
that focused or mentioned international issues based on political party
(Republican/Democratic) ?

e. What has been the type of commercials' content (issue- and
image-oriented commercials?

f. What has been the proportion of positive and negative
commercials on international issues?

h. What has been the content of campaign commercials that focused
on or mentioned international issues?

Null hypotheses:

H,1. There is no difference in the proportion of commercials that
focused or mentioned international issues based on the campaign year and
political party.

H.2. There are no differences in the type of commercial content
(issue- and image-oriented, positive and negative commercials) based on

the campaign year.
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H,3. There is no difference in the content of commercials that
focused or mentioned international issues based on campaign year and the
political party.

Definition of Terms

The coding design and definition of terms basically came from
Lynda Lee Kaid and Anne Johnston’s study on negative and positive
political advertising in U.S. presidential campaigns.’ Other political
advertising studies, such as Joslyn’s® study on appeals of political
commercials, Shyle’s and West’s® studies on issues in the political

advertising, also were considered in designing this study.

Sam Selection

The data studied here are contained in political commercials used
by presidential candidates during the 1952-1996 presidential campaigns.
To limit the scope of the research, the researcher decided to exclude
political spots from primary campaigns. Political advertisements by
independent candidates or by the candidates of minor political parties
were also excluded. Only advertisements by the presidential nominees of
the two major political parties--Republican and Democratic--were
examined.

This study examined 1399 different political commercials from
twelve presidential campaigns. The sample was obtained from the
Political Commercial Archive in the Department of Communication at the
University of Oklahoma. According to Anne Wadsworth and West who also
used the collection of the Archive for their studies,’ the Political
Commercial Archive contains the largest and most complete set of
presidential ads. However, although the advertising collection examined
in this study was assumed to be relatively complete, it should be
considered rather a convenience sample than a fully representative

sample of the population.
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Content Analvsis
Unit of Analvsis
The units of analysis in this study are the political commercials
themselves.
Categories of Analysis
The categories of analysis are:
1. International and foreign affairs issues presented in the ads.
2. Type of commercials (issue- and image oriented, positive and negative
commercials) .
Coding

A coding sheet was developed for this study (see Appendix A). The
format of the coding sheet was derived primarily from Kaid and
Johnston’s study on the types of presidential political advertising.®
However, the design of the coding sheet and the definitions of terms
merged several other studies in the field of political advertising as
well.

A pretest had been conducted before the actual content analysis
took place. All political commercials of the presidential general
elections obtainable from the Political Commercial Archive at the
University of Oklahoma were reviewed. Only the commercials that focused
or mentioned international issues were coded.

The commercials were classified according to the campaign year and
candidate’'s party affiliation. Commercials were also coded according to
their (image- or issue-oriented). The rationale was that from the Kaid
and Johnston’s study which defined issue commercials as those that
“emphasize specific public concern,” and image commercials as those that
“stress the candidate’s characteristics, personality, human qualities.”’
A commercial could contain both types of information.

Many researchers have investigated the difference in positive and
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negative political ads, and the strategy used in negative political
advertising.'' Thus, the researcher intended to assess the direction of
ads (negative, positive) and strategies used in the sample ads.
Commercials were coded into content categories on a code sheet
according to the operational definitions of categories in the code book
(Appendix B). The content analysis took place at the Department of

Communication at the University of Oklahoma, Norman.

Statistical Analvsis
The frequency count of terms in each category is nominal data;
therefore, the researcher used simple and complex Chi-sguare analysis to
examine differences in internationally oriented political commercials.
The 95 percent level of confidence was used to determine which

differences were statistically significant.
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CHAPTER IV

FINDINGS

General

This thesis is an attempt to investigate how international aspects
were reflected in political advertising during presidential campaigns in
the United States. The study has examined the tendencies and changes in
the way in which international issues have been dealt with in political
campaign commercials from 1952 until 1996. The study also examined the
differences between the two major political parties, Democratic and
Republican. Specifically, the study focused on the proportion of
commercials that focused or mentioned international issues out of the
total number of political commercials by candidates. Furthermore, the
study explored the differences in the commercials focusing on or
mentioning international issues based on the political party
affiliation, commercial type (issue- or image-oriented, positive and

negative commercials), and the content of commercials.

Methodology

The research method of this study was a technique of content
analysis, known as "contingency analysis." According to this technique,
the data were coded and scored depending on the absence or presence of
the attribute within the unit of measurement.' The unit of measurement
in this study was a political commercial. To record the data, a raw-data
matrix was constructed according to the generally used contingency
technique with units serving as rows and the categories as columns.’

The data were collected from the political advertisements by the
presidential candidates during U.S. presidential campaigns from 1952
until 1996. The sample used in this study was the collection of

political advertisements in the Political Commercial Archive in the
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Department of Communication at the University of Oklahoma. The study
examined only political commercials by the presidential candidates of
the two major political parties, Democratic and Republicans. In
addition, the sample was limited to the advertisements used during the
presidential general elections. Commercials more than five minutes long
were also eliminated, since such commercials usually contain a

multiplicity of issues.

Chapter Qutline

This chapter describes and interprets the research findings of the
study. The first part contains an analysis of the overall number and
proportion of campaign commercials that specifically focused on or
mentioned international issues based on the campaign year and the
political party. In the second part, the data are analyzed based on the
type of political commercials--issue- and image-oriented, positive and
negative commercials--and the campaign year. In the third part, the
commercials are analyzed based on their content. The operational
definitions cf the variables--type of commercials (issue- image oriented
commercials, positive and negative commercials) and categories of the

content analysis--are listed in the code book, Appendix B.

Proportion of the Commercials that Focus on or Mention
International Issues

This part examines the amount of commercials that specifically
focused on international and foreign affairs issues and those that
mentioned them among other issues in the presidential advertising
campaigns from 1952 until 1996. This part also evaluates the proportion
of commercials that focused on or mentioned international and foreign
affairs issues out of the total amount of political commercials during
presidential campaigns. Next, this part examines the difference in the

amount of political commercials that mentioned international and foreign
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affairs issues between the Democratic and Republican parties.
The number and proportions of the political television ads that
specifically focused on or mentioned international issues during the

presidential general elections are presented in Table I.

TABLE I

COMMERCIALS THAT SPECIFICALLY FOCUSED ON INTERNATIONAL ISSUES
AND COMMERCIALS THAT MENTIONED THEM AMONG OTHERS

Campaign year 52 56 60 64 68 72 76 BO 84 B8 92 96 Total

Number of ads
specifically
focused on

international
issues 1 1 25 18 13 9 9 49 14 13 5L 0 153

Percent 2% 6% 21% | 26% 15% | 13% 6% 14% | 10% 7% 1% 0% 11%

Number of ads
mentioning

international

among other

issues 7 6 23 8 14 19 12 38 26 10 5 0 170
Percent 14% 35% 20% 12% 17% 26% B% 11% 20% 6% 7% 0% 12%

Total number
of ads
mentioning
international

issues 8 7 48 26 27 28 21 87 40 23 6 0 321
Percent 16% 41% 41% 38% 32% 39% 14% 25% 30% 13% A% 0 23%
Total number 49 17 117 69 B4 72 146 350 135 178 71 111 1399
of ads

The data show that 11% of the political commercials in the
presidential campaigns specifically focused on internatiocnal and foreign
affairs issues. Another 12% of the commercials mentioned some
international issues among other. Overall, about 23% of the commercials
in the sample mentioned international and foreign affairs issues.

Statistically significant differences were found in the proportion

of the political commercials that specifically focused on international
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issues, mentioned international issues among other issues, and overall
in the proportion of commercials that either focused on or mentioned
international issues based on the campaign year. The highest percent of
ads that specifically targeted international or foreign affalrs issues
was in the 1960s. The highest percent in a particular campaign was in
1964 (26%). Beside the 1996 campaign, where no ads on international
issues were found, the lowest percent of such commercials was in the
1992 (1%) and in 1956 (2%) presidential campaigns.

The proportion of commercials that either specifally targeted or
mentioned international issues combined was rather high from 1956 until
the 1972 campaign. The highest percent of these commercials was in the
1956 and 1960 campaigns (41%). A rather low percent of these commercials
was found in the 1952 (16%), 1976 (14%), 1988 (14%), and 1992 (8%)
presidential campaigns. Figure 1 illustrates the percent of commercials
that specifically focused on international issues and those that focused

on or mentioned international issues among others combined by the

campaign year.

50
40
30
20 ¢

10

52 56 60 64 68 2 76 80O 84 88 o2 a6

Focus on international issues

Total that mention international issues

Figure 1. Proportion of commercials that specifically focused on and
commercials that mentioned international issues.
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Figure 1 indicates that the international aspect was most salient
in the presidential campaign advertising from the late 1950s until the
early 1970s with a significant decline in the 1970s followed by a
relative increase in the 1980s. In the 1992 political campaign it was
barely present and totally disappeared in the 1996 campaign ads.

The number and proportions of the commercials that either
specifically focused on international issues or mentioned international
issues among others for each of the two political parties by the

campaign year and the politcal party are presented in Table II.

TABLE II

PROPORTION OF COMMERCIALS THAT FOCUSED ON OR MENTIONED INTERNATIONAL
ISSUES BY POLITICAL PARTY

Campaign year 52| 56| 60| 64| 68| 72 76| 80| 84| BB | 92| 96 | Tt

Number of ads
mentioning
international
issues by
Democrats h 2 17 7 8 8 B 48 22 17 0 0 138

Republicans 7 5 31 | 19| 19| 20 ) 13| 39| 18 6 6 0 183

Percent of ads

mentioning

internaticonal

concerns by

Democrats B% 17% 23% 25% 26% 20% 14% 0% q44% 14% 0% 0% 20%
Republicans 19% 100 T70% 46% 36% b2% 15% 20% 21% 11% 19% 0% 26%
Total number

of ads by

Democrats 13 12 73 28 31 40 59 159 50 122 39 69 695
Republicans 36 5 44 41 53 32 87 191 a5 56 32 42 704
Total number 49 4B 117 69 B4 72 146 350 135 178 71 111 | 1399
of ads

The data show that 20% of the political commercials by the
Democratic presidential candidates mentioned international issues. For
the Republican presidential candidates, commercials that mentioned

international issues accounted for 26% of the total of their campaign
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commercials. Statistically significant differences were found in the
proportion of the political commercials mentioning international issues
for each political party based on the campaign year. The Democrats had
the highest percent of commercials that either specifically focused on
or mentioned international issues during the 1984 presidential campaign
(44%) . The Republicans had the highest percent of such commercials
during the 1956 (100%), 1960 (70%), and 1972 (62%) presidential
campaigns. Statistically significant differences were also found between
the political parties based on the campaign year and between the
political parties overall. The Republican presidential campaign
commercials had overall a higher proportion of ads that focused on or
mentioned international issues (26% versus 20% for the Democrats).
Figure 2 illustrates the proportions of the campaign commercials either
specifically focused on or mentioned international issues for each

political party.

100

52 56 60 64 68 72 76 84 88 a2 96

Democrats (%)
—li— Republicans (%)

Figure 2. Proportion of commercials that focused on or mentioned
international issues by political party.
Figure 2 indicates that the Republican presidential campaign
commercials had a higher proportion of ads that mentioned international

issues in the campaigns during 1950s, 1960s, and early 1970s. (A high
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50

percent of international content in the Republican commercials in the
1956 campaign can be explained by the small number of Republican
commercials in the sample for this year (5) and their length--five
minutes. They focused, therefore, on a multiplicity of issues with

international issues among others.)

The 1976 presidential campaign was characterized by an equal ‘u

Tl

proportion of attention paid by the two political parties to i
1

I

international problems with a decline in comparison with previous years
for both parties. This decline was followed by a relative increase in

the 1980s with the Democcrats having during this period a higher N

proportion of commercials mentioning international issues than the W
B

Republicans. In the 1992 presidential campaign, however, international Ei
=

issues were mentioned only in the Republican campaign ads, and in 1996 E=
-

were not found in the commercials of the presidential nominees of either \;
=,

party. §;

Type of Political Commercials

This chapter examines the differences in the political campaign
commercials that either specifically focused on or mentioned
international issues based on the commercial type--issue- versus image-
oriented commercials, and positive versus negative commercials. The
issue-oriented commercials are those that focused on specific political
problems or on the candidate’s policies or stand on the issues. Image
commercials are those that focused on a candidate’s qualifications,
character or personality. Some commercials can focus on particular
policy issues as well as on candidate qualifications or character
simultaneously. Such ads are referred to in this paper as both image-
and issue-oriented commercials. The number and propertions of issue- and
image-oriented commercials and those that combine focus on specific

policy issues with that on candidate image are presented in Table III.




TABLE III

NUMBER AND PROPORTION OF IMAGE- AND ISSUE-ORIENTED COMMERCIALS

Campaign year 52 {56 | 60 | 64 | 68 [ 72 | 76 | B0O | B4 | 88 | 92 | 96 | ot

Number of

issue-oriented 4 3 32 17 17 22 15 21 19 16 0 0 168
ads
Image-oriented 2 2 7 4 2 2 4 35 2 5 2 0 68

Both issue-
and image- 2 2 9 5 8 4 2 45 3 2 0 0 85 |
oriented ads "

Percent of
issue-oriented 50% 33% 66% 65% 62% T9% T71% 24% 40% 69% 33% 0% 52%
ads

Image-oriented ¥

ads 25% 33% 15% 16% 7% 7% 19% 40% 5% 22% 0% 0% 22% G
Both issue- ':;
and image- 2y
oriented ads 25% | 33% | 19% | 19% | 30% | 14% | 108 | 36% | 8% | 9% | &7% | 0% | 26% __‘:

NE
Total number bl
of ads n
mentioning 3
international L |
matters {(100%) 8 7 48 26 27 28 P B 87 40 23 6 0 321 "~

bJ]
Total number -
of ads 49 17 117 69 a4 72 146 350 135 178 71 111 1339

Statistically significant difference was found between the issue-,
image-oriented commercials, and both issue- and image-oriented
commercials overall. The data show that commercials focused on specific
international problems, policies, or candidate's stand were used most
{52%) in the presidential campaign advertising. Commercials that focused
on a candidate's qualifications, character, or personality in relation
to some foreign or international concerns accounted for 22% of the total
of commercials that mentioned international issues. Commercials that
mentioned specific issues and at the same time emphasized the
candidate's image accounted for 26% of the total of commercials
mentioning international issues. The trend over the years indicates a
similar pattern throughout all but two presidential campaigns (in the

1980 campaign commercials, personal image of candidates was emphasized




52
more than their policies and in 1992 most of the commercials (67%)
emphasized both the candidate’s image and specific international issues.
Figure 3 illustrates the proportions of issue- and image-oriented

commercials by political party (commercials that are both issue- and

image-oriented are omitted).

52 56 60 64 68 72 76 80 84 88 92 o6

Issue-oriented/Democrats
Image-oriented/Democrats
Issue-oriented/Republicans
Image-oriented/Republicans

Figure 3. Proportion of issue- and image-oriented commercials by
political party.

Figure 3 indicates that both the Repulican and Demccratic
advertising campaigns differed in their emphasis of either specific
political issues or candidates' images based on campaign year. In 1956,
1972, 1984, and 1988 Democratic advertising was primarily focused on
policy issues whereas candidates’ image was more emphasized in the 1964
and 1980 campaigns. Republican commercials were primarily issue-oriented
in most campaigns. However, in 1992 Republican ads were mainly focused
on candidates’ image as related to international and foreign affairs.
The two parties also differed among themselves, particularly, during the

1964 and 1988 campaigns.

Table IV presents the number and proportions of positive and




negative commercials and those that combine focus on candidate’s own

policies and image with attacks on the policies and image of an

opponent.

TABLE

Iv

PROPORTION OF POSITIVE AND NEGATIVE COMMERCIALS

Campaign year

52

56

60

64

68

72

76

80

84

82

96

Total

Number of
positive ads

Number of
negative ads

Both positive
and negative
ads

Total of ads
containing
attack on the
opponent

30

14

18

14

14

14

14

14

13

35

29

23

15

16

25

10

14

150

B2

170

Percent of
positive ads

Percent of
negative ads

Percent of
both positive
and negative
ads

Total percent
of ads
containing
attack on the
opponent

25%

50%

75%

71%

0%

29%

29%

63%

8%

29%

37%

46%

35%

51%

46%

25%

S50%

3B8%

19%

62%

27%

60%

37%

40%

43%

22%

100

0%

0%

0%

0%

0%

0%

0%

47%

26%

27%

53%

Total number
of ads
mentioning
international
matters (100%

48

26

28

21

B7

40

321

Total number
of ads

49

[y
[
~J

84

72

146

150

135

178

1399

Statistically significant difference was found in the proportions

of positive
commercials

policies or

international

commercials,

based by campaign.

negative,

and both positive and negative

Commercials that focused on candidates'

image accounted for 47% of the commercials that mentioned

issues versus 27% of commercials focused on criticism of
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the opponents' peolicies or image. Commercials that exclusively attacked

opponents' policies or image and those that combined attack with

candidates’ own positive policies or image were found to have nearly
equal proportions (26% and 27% accordingly). No statistical difference
was found between these categories. The data showed that overall attacks

on the opponent were found in 53% of the commercials that mentioned

international issues. However, in four presidential campaigns (1956,

1960, 1968, and 1992) most of the commercials were positive (71%,63%,

51%, and 100% accordingly). Figure 4 illustrates the proportions of

positive and negative commercials by political party (commercials that

are both positive and negative are omitted).

I I | I I I I I

52 56 60 64 68 72 76 80 84 B8B8 92

Positive /Democrats
Negative/Democrats
Positive/Republicans
Negative/Republicans

Figure 4 Positive and negative commercials that focused on or menticned
international issues.

Figure 4 indicates differences between the Repulican and Democratic
presidential advertising commercials in their emphasis of either

candidates’ own policies or image, or attacks on the policies or image

of opponents based on campaign year. Commercials that focused or

i

ol

wl

il

IR BT i88 8 b

AR AC DA AN FINRED ELE




55
mentioned international and foreign affairs by the Democratic nominees
were predominantly positive from the 1956 until 1980 presidential
campaigns and predominatly negative during the 1952 and 1988 campaigns.
Commercials by the Republican nominees were predominantly positive
during most campaigns except the 1952 and 1980 campaign. Democratic
advertising was primarily focused on policy issues whereas candidates’
image was more emphasized in the 1964 and 1980 campaigns. In 1988,
Republican commercials that focused on or mentioned international and
foreign affairs were primarily positive, whereas those by the Democratic
nominee were primarily negative. Overall, Figure 4 shows that
presidential advertising campaigns used different tactics by placing
more emphasis either on promoting candidates’ own policies and image or
on attacting those of opponents.

Content of the Commercials that Specifically Focused on or
Mentioned International Issues

This part examines differences in the content of political
commercials that specifically focused on or mentioned international and
foreign affairs issues. The differences are examined overall between the
content categories. The content categories are also compared based on
the campaign year and on the political party. Next, the differences
between the political parties are examined in more detail in three
content categories that accounted for more than a third of commercials
that mention international issues.

Table V lists the number and proportions of presidential campaign
commercials that focused on or mentioned international and foreign
affairs issues in different content categories. The operational
definitions of the content categories are formulated in the code book
(Appendix B). Each commercial could be coded in one or many content

categries depending on its content but only once in each category.
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CONTENT OF THE COMMERCIALS

TAEBLE V

THAT MENTIONED INTERNATIONAL ISSUES

56

Campaign 52 (|56 |60 |64 |68 |72 |76 |80 [ B4 |88 |92 | 96 | Torsl

Year

1 War and

peace = 6 15 9 13 21 8 40 25 ] 1 0 145

Percent (%) BE% 86% 31% 36% 4B% 15% 38% 46% 63% 0% 17% 0% 45%

2 Candidate

qualifications 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 (%) 25% | 43% 50% 31% 15% 39% 14% 22% 15% 0% 50% 0% 30%

4 Arms Control 0 0 0 2 4 1 1] 14 12 3 0 D 36

Percent (%) 0% 0% 0% 8% 15% 4% 0% 16% 30% 13% 0% 0% 11%

5 Threat to

America 0 3 4 4 2 1 1] 3 0 5 14 2 0 32

Percent (%) 0% 14% B% 8% 4% 0% 14% 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% BY% T% a% 14% 3% 0% 26% 0% 0% 5%

7 Terrorism 0 0 0 0 0 0 0 8 0 4 V] [v] 12

Percent (%) 0% 0% 0% 0% 0% 0% 0% 9% 0% 17% 0% 0% 4%

8 Economic

relations 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 4 2 0 1 0 0 0 0 0 7

Percent (%) 0% 0% 0% 15% T% 0% 5% 0% 0% 0% 0% 0% 3%

Total of ads

in categories 11 12 59 36 38 40 27 145 53 34 10 463

Percent (%) 138 | 171 {123 | 138 | 133 | 143 | 129 | 167 | 133 | 148 | 187 | 0% 144%

% % % % % % % % % %

Total of ads

mentioning

international 8 7 48 26 27 28 21 87 40 23 6 0 321

issues (100%)

Total of ads 49 17 117 69 84 72 146 350 135 178 71 111 1399
Statistically significant difference was found between the
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content categories in the political commercials mentioning international
issues overall. Commercials mentioning issues of war and peace made up
the largest category (45%). Commercials that mentioned candidates
qualifications as related to international and foreign affairs issues
were the second largest category (34%). The third largest category was
made up of the commercials that mentioned world problems and America'’s
position in the world (30%). Arms control ranked forth (11%), followed
by the external threat category (10%), foreign aid/economic sanctions
(5%), international terrorism (4%), and international trade relations
(3%) . Other international issues mentioned in the commercials (3%) were
drug trafficking, international environment treaties, refugees, United
Nations, poverty and overpopulation.

Statistically significant differences were found in the three
major content categories--war and peace, candidates' qualifications, and
world problems/America’s position in the world--based on the campaign
year. War and peace problems were most salient in the 1952 (88%), 1956
(86%), 1972 (72%), and in the 1984 (63%) presidential campaign
commercials. In other years this category accounted for less than 50% of
the commercials mentioning international issues and in 1988 and 1996 no
commercials were coded in this category. Candidates' qualifications as
related to international issues were mostly the focus of campaign
advertising in the 1980 (52%) and in the 1956 (43%) presidential
campaigns. No commercials were coded in this category in 1996. World
problems and America‘s position in the world were most emphasized in the
1960 (50%), 1956 (43%), and 1972 (39%) campaigns. These issues also
accounted for 50% in the 1992 campaign, but the total number of
commercials mentioning international issues in this campaign was not
significant (8%). No statistical differences were calculated for other

content categories since they do not have any entries in many years.
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TABLE VI

DIFFERENCES BETWEEN THE POLITICAL PARTIES IN THE CONTENT OF
COMMERCIALS THAT SPECIFICALLY FOCUSED ON OR MENTIONED
INTERNATIONAL ISSUES

Content categories Democrats Republicans

1. War and Peace 61 84

Percent (%) 44% 46%

2.Candidates 46 63 ;
Qualifications 33% 34% 1l

Percent (%)

3.World Problems, Position

in the World 37 58

Percent (%) 27% 22%

4 Arms Control 29 ¥

Percent (%) 21% 4% b

5.External Threat to 22 10 -;

America 16% 5% ol

Percent (%) “ﬁ
il“!

6.Foreign aid/sanctions 13 4 4

Percent (%) 9% 4% .
P

5.International Terrorism 2 10 i

Percent (%) 1% 5%

9.International Trade

Relations 7 3

Percent (%) 2% 2%

10.0ther 2 5

Percent (%) 1% 3%

Total of categories 204 244

Percent (%) 148% 133%

Total number of ads

mentioning international 138 183

matters

Statistically significant difference in the commercials mentioning
international issues was found between the content categories for each
of the political parties. Statistically significant difference was found
between the political parties. However, the table shows that there was
no difference between political parties in such categories as

*candidates qualifications” and "“international trade relations.” Both
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Democratic and Republican campaign commercials paid most attention to
the war and peace problems and candidates qualifications with
approximately equal share of these categories for both parties (44% and
46% in the war and peace category, and 33% and 34% in the candidates
qualifications category). World problems/America’s position in the world
was the third ranked category for both parties, with more difference
between the parties than in the first three categories (27% and 22%
accordingly). Of other categories, most difference between the parties
was found in the arms control category with 21% of ads in this category
for Democrats and 4% for Republicans, and in the external threat
category (16% and 5% accordingly). The Democratic campaign commercial
placed more emphasis on foreign aid and economic sanctions and on
international trade relations than the Republican commercials. The
Republican ads, however, emphasized international terrorism more than
the Democratic commercials. Figure 5 illustrates the proportions of the
commercials by the two political parties in each of the above content
categories out of the total number of campaign commercials that

mentioned international issues.

Economic relations
International terrorism
Foreign aid/Sanctions

Extarnal threat
Arms control

World problems

Candidate qualifications

VWar and peace

" S——— e e e’ {

o 10 20 30 40 S0

- Republicans Democrats

Figure 5. Proportions of campaign commercials in the content categories.

Three categories that accounted for most of the commercials--"war and
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peace,” “candidate qualifications,” and “world problems” were examined
in more detail. Figure 6 illustrates proportion of commercials that
mentioned war and peace issues out of the total number of campaign

commercials by the presidential candidates of the two parties.
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Figure 6. Proportion of ads that focused on or mentioned issues of war
and peace out of the total number of presidential campaign

commercials.

Figure 6 indicates that in seven campaigns war and peace issues
were more salient in the campaign commercials of the Republican
candidates and in three campaigns by the Democratic candidates. No
commercials that mentioned issues of war and peace were found in the
1988 and 1996 presidential campaign commercials.

Table VII examines the differences between in the War and Peace
category based by the political party. The operational definitions of
the content subcategories in the War and Peace category are formulated
in the code book (Appendix B). Each commercial could be coded in one or

many content subcategories depending on its content but only once in

each category.
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TABLE VII

WAR AND PEACE CATEGORY BY POLITICAL PARTY

Content category Democrats Republicans | Both parties
a. Keep America in peace, 26 51 77
stop war 43% 61% 53%
b. Peace by being strong 7 36 43
11% 43% 30%
c. Oppconent may start war 25 8 33
41% 10% 23%
d. Negotiate for peace 2 13 15
3% 15% 10%
e. Leadership for global 2 12 14
peace 3% 14% 10%
f. Mediate in world 6 2 8
conflicts 10% 2% 6%
h. Other 1 1 2
2% 1% 1%
Total 69(113%) 123 (146%) 192 (132%)
Total of ads in Peace and 61 (100%) 84 (100%) 145(100)
war category

Statistically significant difference was found between the
subcategories of the commercials mentioning issues of war and peace for
each of the political parties. Statistically significant difference was
also found between the political parties. Both Democratic and Republican
presidential commercial categories emphasized the necessity to keep
peace or stop an ongoing war (43% and 61% accordingly). The necessity of
being strong to keep peace was more stressed in the Republican
presidential advertising campaigns (43%) than in the Democratic
advertising campaigns (11%). The necessity to negotiate and compromise
for peace was stressed much less by both parties, however, the
Republican ads also stressed the necessity to negotiate and compromise
for peace (15%) more than the Democratic ads (3%). Concerns that the

opponent may start war were more mentioned in the commercials by the
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Democratic candidates (41%)than in those by the Republican candidates
(10%). In other subcategories, Republican campaign ads mentioned

American leadership for a global peace more often than the Democratic
(14% and 3% accordingly), but the latter ads mentioned more America’s

role in mediating the local conflicts between third countries (10% and

2% accordingly). However, due to small number of entries in these

subcategories, the difference may not be representative.

Statistically significant difference was found between the

subcategories overall. The necessity to keep peace or end a war was

mentioned in the campaign commercials that accounted for 53%, peace by

being strong was mentioned in 30% of commercials,

opponent willing to risk starting a war accounted for 32%,

concerns about an

and the

necessity to negotiate for peace and to be the leader for peace in the

world accounted for 10% of campaign commercials each.

TABLE VIII

CANDIDATE QUALIFICATIONS/CHARACTER BY POLITICAL PARTY

Content category Democrats Republicans Both parties
a.Candidate’s 12 42 54
gualifications in 26% 67% 50%
foreign affairs

b.Candidate's 6 12 18
character 13% 19% 17%
c.Attacks on 4 2 6
oppenent’s 9% 3% 6%
qualifications

d.Attacks on 33 8 41
opponent’'s character 72% 13% 38%
Total 55(120%) 64 (102%) 119(109%)
Total ads in the 46 (100%) 63 (100%) 109(100%)
category.

Statistically significant difference

was found between the



63

political parties, between the subcategories for each party, and between
the subcategories for both parties together. Candidates’ qualifications
were most emphasized in the commercials by Republican nominees, and
overall by both parties together (67% and 50% accordingly). Positive
candidate character was mentioned in 19% of ads by the Republicans and
in 17% overall. Democratic ads, however, were found to place more stress
on attacks on the opponent's personality and character (72% vs. 13% by
the Republicans) than on positive candidate qualifications (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
in the world 19% 38% 31%
b. Contain Communism in 10 12 22
the world 27% 21% 23%
c. Leadership for the 7 11 18
global peace 19% 19% 19%
d. Commitments to allies 2 9 11
5% 16% 12%
e. America as leader of 5 2 7
free world 14% 3% 7%
f. Set up an example to 2 9 11
world 5% 16% 12%
g. Choice of American
president as important to 7 1 8
the world 19% 2% 8%
h. Other 11 18 29
30% 31% 31%
Total 51 (138%) 84 (145%) 135(142%)

Total ads in the category

37 (100%) 58 (100%) 95(100%)

Statistically significant difference was found between the
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political parties, between the subcategories for each party, and between
the subcategories for both parties together. Respect and influence in
the world was most emphasized by the Republican presidential commercials
(38%) and overall by both parties (31%) and was the second ranked
subcategory in the Democratic commercials (19%). The necessity to
contain Communism in the world was most stressed in the Democratic
commercials (27%) and was the second ranked subcategory in the
Republican commercials (21%) and overall for two parties (23%).
Leadership for the world peace was egually mentioned in commercials by
both parties (19%). Candidates’ qualifications were most emphasized in
the commercials by Republican nominees, and overall by both parties
together (67% and 50% accordingly). Positive candidate character was
mentioned in 19% of ads by the Republicans and in 17% overall.
Democratic ads, however, were found to place more stress on attacks on
the opponents’ personality and character (72% vs. 13% by the
Republicans)} than on positive candidate qualifications (26%) or
character (13%). The importance of being strong was most emphasized
(9%), with America's position as the leader of the free world being the
second frequent category. Commitments to protect and help allies ranked

third.

In Conclusion

The purpose of the study was to investigate how the international
aspects were reflected in political advertising during the U.S.
presidential campaigns. The data show that 23% of the commercials in the
presidential campaigns specifically focused on or mentioned some
international issues or concerns. The international aspect was most
salient in the presidential campaign advertising from the late 1950s
until the early 1970s with a decline in the 1970s followed by a relative

increase in the 1980s. It totally disappeared in the 1996 campaign ads.
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The data show statistically significant difference in the
proportions of commercials that focused on or mentioned international
issues between the Democratic and Republican parties. The findings also
indicate that presidential campaign commercials that focused on specific
issues rather than on the candidate’s image were used most by
presidential candidates in emphasizing international concerns. More than
a half of the campaign commercials that focused on or mentioned
international issues were focused on positive policies or image of the
candidate.

The problems of peace and war were the top priority in the
internationally oriented political advertisements during presidential
campaigns. 0f the external threats, Communism was most frequently

mentioned as the major threat to the world and America.
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CHAPTER V

SUMMARY, CONCLUSIONS AND RECOMMENDATIONS

General

The purpose of this study was to determine the content and
strategy differences in the televised political commercials that focused
on or mentioned international issues during the U.S. presidential
campaigns. The researcher conducted a content analysis study that
examined a total of 1399 television political commercials of the
presidential general election campaigns from 1952 until 1996. This
chapter is a summary of research methodology, a discussion of findings,

and recommendations for future research.

Methodology

This study used content analysis of political commercials by
candidates during the United States presidential campaigns. It is an
example of a longitudinal trend study to provide information about the
changes in the same population over time. The data were collected from
the political advertisements by the presidential candidates during U.S.
presidential campaigns. The population of the study was the television
political commercials by presidential candidates during United States
presidential elections. The research sample was the collection of
political advertisements in the Political Commercial Archive in the
Department of Communication at the University of Oklahoma. The study was
limited to the advertisements used during the general election by the
candidates of the two major political parties--Democratic and
Republican.
The research questions were:

a. What has been the total number of presidential campaign
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commercials that specifically focused on or mentioned international
issues?

b. What has been the proportion of commercials that specifically
focused on or mentioned international issues out of the total number of
presidential political commercials?

c. What has been the tendency between the years 1952-19967?

d. What have been the differences in the proportion of commercials
that focused on or mentioned international issues based on political
party (Republican/Democratic)?

e. What has been the type of commercials content (issue- and
image-oriented commercials?

f. What has been the proportion of positive and negative

commercials on international issues?

h. What has been the content of campaign commercials that focused
on or mentioned international issues?
The null hypotheses in the study were:

H,1. There is no difference in the proportion of commercials that
focused or mentioned international issues based on the campaign year and
the political party.

H,2. There are no differences in the type of commercial content

(issue- and image-oriented, positive and negative commercials) based on

the campaign year.

H,3. There is no difference in the content of commercials that
focused or mentioned international issues based on campaign year,

political party or their combination.

Discussion of Findings

The data show that 11% of the commercials in the presidential
campaigns specifically focused on international and foreign affairs

issues or concerns. Another 12% of the commercials mentiocned

i ——

+ B



69

international and foreign affairs issues among others. Overall, about
23% of the commercials in the sample were found to mention some
international and foreign affairs issues. Statistically significant
difference was found in the proportion of commercials that specifically
focused on international issues as well in those that mentioned
international issues among other based on the campaign year.
International aspects were most salient in the presidential campaign
advertising from 1956 until the 1972 campaign, with a significant
decline in 1976 followed by a relative increase in the 1980s. In the
1992 political campaign it was barely present and totally disappeared in
the 1996 campaign ads.

Statistically significant difference in the proportions of
internationally oriented commercials was found for each of the political
parties based by the campaign year and between the Democratic and
Republican parties. Null hypothesis one was, therefore, not supported.
However, the data did not show any distinctive trend. In seven campaigns
the international aspect was more emphasized in the Republican
commercials and in four campaigns in the Democratic commercials. This
difference, however, as well as the overall higher share of
internationally oriented commercials by the Republicans (26% versus 20%
by the Democrats) is in accordance with a general perception of the
Republican party as to be stronger in international affairs and foreign
relations.

The data also showed that issue commercials, focused on specific
problems, candidate's position or stand, or policies, were used more

often (52%) than those focused on candidate's qualifications, character,

or personality in relation with foreign or international concerns (22%).

More than a half of commercials (53%) that focused on or mentioned

international concerns contained attacks on the opponent'’s policies,
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qualifications, or personality. Statistically significant differences
were found between issue- and image-oriented commercials based on the
campaign year and between positive and negative commercials based on the
campaign year. Null hypothesis two can be rejected. A distinctive
pattern, however, was found in the issue vs. image category, where in
all but one campaign (1980) political issues were more emphasized than
the candidate’s image. A similar patter was also found in the pesitive
vS. negative commercials category with the positive ads prevailing in
all but one (1952) presidential campaigns.

Statistically significant difference was found between the content
categories of the political commercials that mentioned international
issues. Problems of peace and war were the top priority in the
internationally oriented political advertisements during presidential
campaigns. The commercials that emphasized candidates' qualifications or
character were the second largest category. America's position in the
world was the third category. Arms control ranked forth followed by
external threat to America, foreign aid and economic sanctions,
international terrorism and international trade problems. Statistically
significant difference was also found between the content categories
based on the political party. Null hypothesis three can be, therefore,
rejected.

Limitations
Limitations of the Sample

The sample used in this study was obtained from the Political
Commercial Arxchive in the Department of Communications at the University
of Oklahoma. Although the Archive is probably the largest collection of
the presidential campaign advertisements in the United States, this is a
convenience sample. It is less complete for some campaigns, especially

the early ones, than for others. Moreover, it is difficult to assess the
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whole population of the political commercials produced for the
presidential campaigns as hardly any complete and exhaustive list of

them can be found.

Limitations of the Method

This study used frequency count and Chi-square statistics to
establish differences in the research findings. Although the sample of
this study was initially fairly large--1399 commercials--only 321 of
them fit into the category of those focused or related to international
issues. With a wide array of international issues in the commercials
and, subsequently, a large number of content categories, the number of
entries in the contingency table would be too small to make valid
statistical computations. Some issue categories were emphasized only in
individual or few campaigns and, thus, they would not have any entries
many cells of the contingency table at all. The data, therefore, had to

be collapsed into fewer content categories that resulted in a higher

degree of abstraction of the content of campaign advertising. Even after

this, only three content categories had enough entries to apply
statistical procedures in evaluating differences between these
categories and their subcategories.

Moreover, a simple count of ads that fall in each issue category
does not enable the researcher to reveal different and often opposite

points of view of the candidates on these issues.

Limitations of the Procedures

A large number of commercials used as the sample in this study,

required considerable amount of time to review and code them. Thus, only

one coder was used in this study. The findings of the study, therefore,
may be influenced by the coder's subjective judgments, even though the

coder made an earnest effort to avoid any bias or prejudice when coding
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the advertisements' content.

Limitations of Approach

Speaking about the truth and the power of appearance in
influencing people's decisions and in assigning the proper value to
their judgements, Socrates said:

If... our well-being depends upon this, doing and choosing large

things, avoiding and not doing the small ones, what would seem to

be our salvation in life? Would it be the art of measurement or
the power of appearance? While the power of appearance often make
us wander all over the place confused and regretting our actions
and choices, both great and small, the art of measurement, in
contrast, would make the appearances lose their power by showing
us the truth, would give us peace of mind firmly rooted in the
truth, would save our life. (Plato Protagoras 356d)

Bearing in mind the importance of measurement underscored 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 shape an advantageous agenda in the volatile
fortunes of election campaigns. The author counted the commercial spots
of the candidates in each of the various categories of the international
domain and applied statistical procedures to the findings. However, the
author should admit that quantitative data and statistical coefficients
could hardly serve as the only real measure of salience that specific
international problems and concerns had in the agenda of election
campaigns. A qualitative study of the international aspect of political
advertising in the U.S. is needed to complement this quantitative
analysis. This study should analyze the advertising efforts of agenda-
setting, priming and defusing in the context of particular campaigns.

Further, there is no complete and verifiable record of how many of
these commercials were actually aired, how many times they were aired,

and to what audiences. Some of the campaign commercials were never aired

due to various reasons--insufficiency of campaign funds, insignificance
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of issues they targeted, strategic, or ethical reasons. Campaigns often
concentrate their advertising efforts in few states, important for the
campaign outcome. The advertising, thus, can be shaped to appeal to
voters in these key states rather than to the nation as a whole. And
finally, the advertisements differ in their impact and effectiveness.
Just one effective spot by a candidate may, therefore, influence voters'
decision more than a score of less effective spots by the opponent on
the same topic.

An archive of political commercials is, by itself, rather a
collection of campaign artifacts than a true mirror of the diversity of
their agendas. Moreover, political advertising itself not only sets up a
public agenda, and the campaign agenda in particular, but it is also a
reflection of those issues and concerns that are in the public agenda.
Thus, if Socrates described the way men perceive the world, as from
shadows cast across the cave wall before them which are just distorted
images of the world outside the wall,' the author, when judging about
the campaign agenda from a collection of campaign ads, found himself in
a position of someone measuring the shadows of shadows. Nevertheless,
with all its limitations and bearing in mind that no knowledge can be
absolutely complete and exhaustive, the author believes that this study
is a valuable contribution to the body of political advertising

research, and agenda-setting research in particular.

Conclusions

The study showed that international and foreign affairs issues had
been for almost four decades a major or the most important topic of the
political advertising in the United States. Throughout this period, no
advertising campaign by a major presidential candidate did ignore the
international aspects. In the 1992 campaign the proportion of

advertisements that mentioned international issues in the total number
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of advertisements shrank to 8% and in the 1996 such commercials were

totally absent.

The theoretical foundation of the study was the assumption that
candidates in accordance with the agenda-setting, instrumental
actualization, and priming and defusing theories, would try to emphasize
some issues of the campaign advantageous for them trying to make them
salient on the agenda or to show their awareness of them. They will also

try to emphasize the issues where their opponent is more vulnerable.

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 to some
matters while ignoring others, campaign advertising can influence the
standards by which political candidates are judged by voters. The

advertising, however, not only is an attempt to shape voter's agenda,

but is itself influenced by the voters' concerns and the real world

events.

» LEvcnts
YAY

A M A
Political Advertising » Voters » Behavior

Candidates W Issues v Ay
A

AY A4 4

2 Other Other
Media Factors

Figure 7. Political advertising in campaign agenda setting.

Fig. 7 depicts graphically the role and position of political
advertising in setting the agenda of electoral campaigns.® This diagram

underscores interdependence of several key factors of the process.
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The underlying postulate of instrumental actualization theory is
that the more frequently the voters are confronted with commercials
supporting the point of view of one of the adversaries, the more likely
they are to adopt that point of view and thus strengthen that position.
Priming theory is based on the psychological assumptions that people do
not pay attention to everything, their attention is highly selective,
and that people notice only particular features of special consequence.
Therefore, there is always only a limited number of themes, or
standards, against which presidential candidates are measured.
Television political advertising by candidates can increase the
importance of specific issue, policy, or concern and make them important
for voting choices.

Priming refers to the efforts of the media to isoclate particular
issues, events, or themes in the news as criteria for evaluating
politicians. In the context of campaigns, priming means that the issues
that receive more attention in advertising and other media are likely to
determine voters' evaluations of the candidates. A conceptual
counterpart of priming is defusing. Candidates who have problematic
features, such as being seen as weak on some issues should find it
obviously is in their interest to defuse their shortcomings. They can do
this either by lowering the overall salience of the topic to the public
or by shortening the distance between the candidates to the point where
the subject no longer affects the vote. Since all the above theories
imply that candidates should give publicity to events which help their
own side or damage the other side, the author’s assumption was that
different amount of attention to various issues and problems and
different patterns of advertising content would signify candidates
attempts to prime, defuse, or put on agenda specific issues or concerns.

The study, indeed, showed clear distinctions in what issues and
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problems were emphasized in different campaigns and by different
candidates. These differences can be attributed to the efforts of
candidates to shape advantageous agendas for their electoral campaigns
and serve as a confirmation of assumptions set up by the agenda-setting,
instrumental actualization, and priming and defusing theories.

The study has also found a distinctive change in the international
content of the political adverting throughout the period studied. It
seems that the historical perspective traced in this study reflected not
only the changes in the real world, but also the changes in its
perception and interpretation by such a specific medium of mass
communication as political advertising. For instance, until the 1970s it
was easy to invoke through the media, and political advertising
campaigns in particular, a sense of national unity, a common loyalty to
American values and to the nation. The collapse of the Communist system
in the late 1980s and the demise of the Soviet empire has removed one of
the major arguments from the political advertisements rhetoric of the
past decades: the conflict of the “free” and the “slave” worlds. At the
same time, historical development has also brought some delusion in the
concept of “democracy-as-progress* that for many years had been a major
point in the rhetoric of American political advertising. There is no
loger that much consensus about, or coherence to, the organizing
principles of America's foreign policy.’' These changes have no doubt
contributed to the made an impact on importance of international issues

on the agenda of political advertising as well.

Recommendations

To explore the agenda-setting, instrumental actualization, priming
and defusing through the political advertising in the domain of its
international content in more detail, a new study is needed which should

use a gualitative approach and examine the advertising content in
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context of particular campaigns. A comparative study of international
issues in advertising and other media--such as, for example, television
news and newspaper articles--seems also to be of interest.

Further, this study can provide interesting material for some
international comparisons. Although television spots have been a
dominant part of U.S. elections for several decades, "American-style"
television advertising has only recently gained significance in the
political processes of Western European democracies and it is just
emerging in the Eastern European countries. Several studies have been
done so far comparing the differences and similarities of political
advertising in the United States and European countries.’ A comparative
cross-cultural study, thus, can be suggested comparing the international

issues in the political advertising across countries.
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ENDNOTES

‘Plato The Republic 7.514.

‘Some basic elements of this scheme come from Shaw and Martin's
study of group influence and media agenda setting. Donald L. Shaw and
Shannon E. Martin, "The Function of Mass Media Agenda Setting,"
Journalism Quarterly 69, no. 4 (Winter 1992): 902-920.

‘John Mueller, "Policy Principles for Unthreatened Wealth-
Seekers," Foreign Peolicy no. 102 (Spring 1996): 22.

‘Lynda Lee Kaid and Christina Holtz-Bacha, ed., Political
Advertising in Western Democracies: Parties and Candidates on Television
(Thousand Oaks, CA: Sage, 1995); Tinyoung Tak, “A Cross-Cultural
Comparative Study on Political Advertising between America and Korea: A
Content Analysis of Presidential Campaign Ads from 1963 to 1992." Ph.D.
diss., University of Oklahoma, 19%93.
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APPENDIX A

CODING SHEET

1. Commercial’s number

2. Campaign year

3. Political party
{1l) Democratic
(2) Republican

4. Commercial‘’s length
(1) 30" or less
(2) 60'
(3) From 1' to 5°

5. Focus of the commercial

(0) Does not mention international or foreign affairs issues;
(1) Focused specifically on international/foreign affairs issues;
(3) Mentions international/foreign affairs issues among others.

6. Type of commercial’s content--issue- or image-oriented

commercial
(1) Issue-oriented commercial;
(2) Image-oriented commercial;
(3) Both issue- and image-oriented commercial;
(4) Cannot determine.

7. Type of commercial’s content--positive or negative

(1) Positive commercial;

(2) Negative commercial;

{3) Both positive and negative commercial;
{4) Cannot determine.

8. Content of the commercial if international/foreign affairs

are mentioned
(1) War and peace;
(2) Candidate qualifications;

{(3) World problems, America’‘s position in the world;

(4) Arms control, disarmament;

(5) External threat to America;

(6) Foreign aid, sanctions;

(7) International terrorism;

(8) International economic relations;
(9) Other (specify)

9. “War and Peace” category
(1) Keep peace, stop war;
(2) Peace by being strong;
(3) Opponent may start war;
{(4) Negotiate for peace;
(5) Leadership for global peace;
(6) Mediate in world conflicts;
(7) Other (specify)

issues



10. “Candidate qualifications/personality”

(1)
(2)
(3)
(4)
(5)

Candidate'’'s gualifications;
Candidate’'s character;
Opponent’'s qualifications;
Opponent ‘s character;
Cannot determine.

11. “World problems/America‘s position in the world*

(1)
(2)
(3)
(4)
5]
(6)
(7)

Respect and influence in the world;

Contain Communism in the world;

Leadership for the global peace;

Commitments to allies;

Set up an example to the world;

Choice of America’'s president as important to the world;
Other (specify)
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APPENDIX B

CODE BOOK

1. Commercial’s number: the number of the commercial on the list of ads.

2. Campaign year.

3. Political party: specify the party affiliation of the candidate
(1) Democratic;

(2) Republican.

4. Commercial's length (commercials more than five minutes long are not
included in this study):

(1) 30" or less;
(2) 60";
(3) From 1' to 5°'.

5. Focus of the commercial: based on the audio and visual content of the
commercial, specify the following

(0) Commercial that does not mention any international or foreign
affairs issues or candidates’ personality as related to
foreign or international issues;

(1) Commercial that is specifically focused on
international/foreign affairs issues or on candidates’
qualifications as related to foreign or international issues
without mentioning others;

(2) Commercial that mentions international/foreign affairs issues
among other issues or as additional arguments.

6. Type of commercial’s content--issue-/image-oriented commercial:
commercial that primary stress the following:
(1) Policy issues, problems, or the candidate's concern or
awareness of them;
(2) Qualifications or candidate’s (opponent’s) character,

personality, human qualities as related to international or
foreign affairs;

(3) Commercial that combines both of the above;
(4) Cannot determine.

7. Type of commercial’s content--positive or negative: commercial which
primary goal is

(1) To promote or emphasize candidate’s policies, stand on issues,
qualifications, or personality, or any combination of the
above;

(2) To attack or criticize opponent’s policies, stand on issues or
awareness of them. Qualifications, personality, or any
combination of the above;

(3) To present a comparison or juxtapose candidate’s and

opponent ‘s policies or images;

(4) Cannot determine.

8. Content of commercial that mentions or focuses international issues
(one commercial can be coded in many categories if applicable, but
only once in each category)

(1) Any commercial that deals with problems of war and peace,
either global or local;
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(2) Any commercial that emphasizes candidate'’s (opponent’s)
qualifications or character, personality, human qualities as
related to international or foreign affairs;

(3) Any commercial that emphasizes world problems as being of
concern or America’s position, influence, or respect in the
world;

(4) Any commercial that emphasizes issues of arms control, arms
non-proliferation, or disarmament;

(S) Any commercial that emphasizes external threat to America
either military or non-military (ideological, economic,
etc.);

(6) Any ccmmercial that deals with issues of economic aid to other
countries cor economic sanctions against other countries;

(7) Any commercial that deals with the problems of international
terrorism:

(8) Any commercial that deals with international economic or trade
relations {does not include policies of export/import, trade
deficit, taxation, capital flow, a investments unless
clearly resulting from international agreements, treaties or
negotiations);

{(9) Others (specify)

9. "War and Peace" category (for the commercials coded (1) in the
previous paragraph). One commercial can be coded in many
subcategories if applicable, but only once in each subcategory.

(1) Any commercial that emphasizes the need to keep peace, prevent
or stop an ongoing war or military involvement;

(2) Any commercial that stresses the necessity to be strong to
keep peace;

(3) Any commercial that emphasizes that the oppconent is risky to
start a war, military intervention, or send troops for
military missions oversees;

(4) Any commercial that emphasizes the need to negotiate or
compromise for peace;

(5} Any commercial that stresses America’'s leadership,

responsibility, or quest for global peace;

(6) Any commercial that deals with bringing peace to local

conflicts in which America’s role or candidate’s (opponent’s)
role is emphasized;

(7) Others (specify)

10. “Candidate gqualifications/personality” (for commercials coded (2) in
the paragraph 8). One commercial can be coded in many
subcategories if applicable, but only once in each subcategory.

(1) Any commercial that emphasizes candidate’s qualifications,
competence, skills, effectiveness, or experience in world or
foreign affairs;

(2) Any commercial that emphasizes candidate’s character, personal
characteristics, personality traits, responsibility,
integrity, or trustfulness as related to foreign and
international affairs;

(3) Any commercial that emphasizes or attacks opponent’s
qualifications, competence, skills, effectiveness, or
experience in world or international affairs;

(4) Any commercial that emphasizes or attacks opponent’s
character, personal characteristics, personality traits,
responsibility, integrity, or trustfulness as related to
foreign or international affairs;
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{(5) Cannot determine.

11. "World problems/America’s position in the world” (for the
commercials coded (3) in paragraph 8). One commercial can be coded

in many subcategories if applicable, but only once in each
subcategory.

(1) Any commercial that deals with America’s position,
leadership, or respect in the world;

{2) Any commercial that emphasizes the need to contain Communism
in the world either peacefully or by force or stresses the
threat of Communism to the world (this category does not
include issues of domestic Communism) ;

(3) Any commercial that stresses America’‘s role,
initiative to achieve or keep global peace;

(4) Any commercial that emphasizes the need to protect, help,
not to betray America’s allies;

(5) Any commercial that emphasizes the need to set up an example
to the world to follow in economy, democracy,
civil rights, or other fields:

(6) Any commercial that stresses the importance of American

presidency or the choice of America's president to the
world;

(7) Others (specify)

influence,

leadership, or

or

freedoms and
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