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What  Drives  Elections?	




What  Drives  Elections?	


Source:	
  h*p://scienceblogs.com/pharyngula/2008/11/07/purple-­‐america/	
  



What  Drives  Elections?	


Source:	
  Bryan	
  Denton	
  for	
  The	
  New	
  York	
  Times,	
  
h*p://www.nyCmes.com/2012/09/26/world/asia/in-­‐afghanistan-­‐us-­‐advisers-­‐train-­‐allies-­‐with-­‐cauCon.html?
pagewanted=all	
  	
  



Effect  of  Campaigns  &  Advertising?	








Citizens  United  &  Wes  Media  Project	


•  Unlimited  corp./union  investment	

•  FEC  reporting  incomplete  (FCC  developments)	

•  End  of  Wisconsin  Advertising  Project	


•  Our  goals:  	

–  Develop  definitive  database	

–  Enhance  transparency	




Brought  to  you  by:	




Kantar/CMAG  Frequency  Data	




Online  Coding  Tool	






Data  We  Collect	

•  Tone  (promote,  aTack,  contrast)	

•  Issue  themes,  personal  traits/adjectives  &  policy  
vs.  personality  balance  of  spot	


•  Major  politician  mentions  &  tone	

•  Mentions  of  party  affiliation,  magic  words,  etc	

•  Emotional  appeals,  music,  voiceovers	


•  Historical  context  (2000  –  2008,  WiscAds)	






	

TRENDS  IN  VOLUME  AND  SPONSORSHIP	




2010:  Record  Breaking  Year  for  Ads	
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2012:  Record  Pulverizing!	




2008:  Obama  takes  a  nat’l  strategy	




2012:  Much  more  highly  concentrated	




Obama  Dominating  Key  BaTleground  
Markets  for  5  Weeks  Ending  9/30/12	




Interest  Group  Activity  Skyrockets	




Money  Isn’t  Everything	
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Connection  to  Polls	

•  Ad  advantages  lend  opportunities  to  persuade	

•  Frequently  correlated  with  poll  movement	

•  Dem  advantage  is  dissipating…expect  
tightening	








	

TRENDS  IN  TONE	




Tone  of  2010  Campaign	




2012  Continues  Uptick  in  Negativity	
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Outside  Groups  vs.  Candidate  Ads	
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Parties,  Groups  More  Negative	
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Candidates  Also  ATacking  More	


0	
  

0.2	
  

0.4	
  

0.6	
  

0.8	
  

1	
  

2008	
   2012	
   2008	
   2012	
  

Candidate	
   Interest	
  Group	
  

Pe
rc
en

t	
  	
  
Pu

re
	
  A
*a

ck
	
  



Concerns  Over  Negativity?	

•  No  large  suppression  and  maybe  slight  
mobilization  effect  on  turnout  (Lau  et  al.  2007)	


•  Compared  to  positive  ads,  negative  spots  are  	

– more  memorable  (Brians  and  WaTenberg  1996)	

– more  substantive  than  positive  ones  (Geer  2006)	




Candidates  &  IGs  Policy  Focused	
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Concerns  Over  Negativity?	

•  No  large  suppression  and  maybe  slight  
mobilization  effect  on  turnout  (Lau  et  al.  2007)	


•  Compared  to  positive  ads,  negative  spots  are  	

– more  memorable  (Brians  and  WaTenberg  1996)	

– more  substantive  than  positive  ones  (Geer  2006)	

–  stimulate  higher  interest  in  campaign  (Bartels  2000)  
and  more  information-­‐‑seeking  (Brader  2005)	


•  LiTle  evidence  that  they  corrode  trust  (Brooks  &  
Geer  2007,  Geer  2006;  Jackson  et  al.  2009)	
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