Campaigning to a Changing
American Electorate

Ha'spmu'cs are d'a'ﬁrf'rf'ut to communicate ta . . . the Ha'spmu'c commum’ty is
not homogenous. . .. They ave complex in their own and unique ways, less
partisan, more independent. . . . I don’t pretend to understand .. . but Ido
know f'uougﬁ fo hire PEGPFE who do.*

—Bill Knapp, 2000 Gore campaign media strategist

IN THE SPRING OF 2000, the leaders of the Democratic Party faced a crisls that
would have serlous repercussions for the upcoming presidentlal electlon.
The issue Involved a boy by the name of Ellan Gonhzalez who had illegally
crossed the Florlda stralts along with his mother and others from Cuba,
Ellan’s mother dled in the crossing, and the U.S. government was faced with
a declslon—send Ellan back to his father in Cuba or grant him permanent
resldency In the US so he could reside with his relatlves In Florlda. Vice
President and Democratic presidentlal candidate Al Gore split with the ad-
ministratlon and supported a congressional bill that would provide the boy
with permanent resldency. Gore adopted this position with the hope of secur-
Ing the support of Florida’s cruclal voting bloc of Latinos, composed mostly
of Cuban Amerlcans but also of Central and South Americans. The Clinton
administration, however, declded to go In the opposite directlon. On April 13,
2000, the Department of Justice sent elght fully armed agents from the Immi-
gration ahd Naturalizatlon Service (INS) to forclbly remove Gonzalez from
his great-uncle’s house and return him to his father in Cuba. The handling
of the Ellan Gonzalez case proved to be disastrous for Gore’s support amehg
Florida Latinos.? It infurlated the Cuban community and, as scholars Kevin
Hill and Darlo Moreno (2005) note, Cuban voters used the 2000 presidentlal
electlon as a referendum on the Clinton-Gore administration’s handling of
the affalr. In light of the fallout from this incldent, the Gore campalgh sut-
rendered any hope of winning the Latino vote 1n Miaml and minimized its
Spanish-lahguage outreach efforts. This was halled as a cruclal mistake, as
noted by Paulo [zqulerdo, cne of the consultants 1n charge of Gore’s Spanish-
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language campalgh: “With a true 20-20 hindsight, I'm sure 1t would have
made a blg difference . . . We think that if we had been stronger in Miami we
would have won Florida, We could have plcked up those thousand votes very
easlly” (Oberfield and Segal 2008, 297).

Undoubtedly, as this sequence of events reveals, the Latlho electorate and
Latlno outreach efforts play a critlcal role in the electoral success of any presl-
dentlal hopeful Bill Knapp'’s sentiments, however, llustrate that what to say
to the Latinos and how to say it cah be a challenge, particularly in the high-
stakes game of presidentlal campalgns. The Latlno populatlon, as defined by
the U.S. Cenhsus Bureau, encompasses ah ethnically and culturally diverse
group of Individuals from Mexico and Latin America* People of Latlno
origin also vary tremendously In their historles and backgrounds. Whereas
much of the southwestern portion of the U.S. once belonged to Mexico, many
Cubans Immigrated to Florlda seeking political asylum from the Castro re-
glme, Puerto Ricans, meanwhlile, area unlque case because, as Amerlcan citl-
zens, they can come and go as they please.” Individuals of Latino orlgin can
be fifth- or sixth-generatlon Americans, recent Immlgrants, o sommewhete 1n
between, Although these are Just a few of the features that contribute to the
heterogenelty of the Latlne population, they exemplify some of the difficul-
tles that peliticlans face 1n courting this group of voters,

Latinos’ rising prominence in Amerlcan politics can primarlly be attrib-
uted to thelr rapld demographic growth over the past three decades. Con-
slder, for 1nstance, the followlng realitles—Latlnes 1n 2009 make up 15 pet-
cent (44.3 milllon) of the total U.S. populatlon, but by 2050, the U5, Census
projects that Latihos will constitute a quarter of the populatlon. From 1g9g0
to 2000, the Latino population increased by s7.9 percent, from 22.4 milllon
to 35.3 milllon, while the rest of the U.S. population grew by only 13.2 percent
during this same perlod (Guzman 2001). The rapld growth of the TS, Latino
population cah be attributed to two factors: demographics and Immigration
trends. With a medlan age of 26.9, the Latlno population 1s younger, on aver-
age, than the rest of the U.S. population, which has a median age of 40.1 (1S,
Census Bureau 2007). Because they tend to be younger, Latlnes also tend to
have higher fertility rates than the population as a whole. A steady stream of
Immlgrants from Mexlco ahd Central and South Amerlca over the past four
decades has also contributed to the Latlno boom. In 1g70, only 19.9 percent
of the U.5. Latino population was forelgh born, by 2000, almost half of the
Latlno population (45.5 percent) was born outside of the U.S. (Campbell and
Lennhoh 1ggg).
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These demographlc changes have Important implications for the current
and future state of Ametican polltics. Flrst, Latinos are still pelitically “up for
grabs”—they have yet to exhlbit stable politlcal and partisan preferences to
the same degree as Afrlcan Americans (Frymer 1999).* Although estimates
of the Latino electorate’s support for the Democratic presidentlal candidate
have generally hovered around 6o percent for the past thirty years (Schmal
2004), mahy more Latinos thah Anglos report belng independents or un-
certaln about thelr partisan preferences (Hajnal and Lee 2008). Forty-seven
percent of Latine respondents In the 1993-94 Multl-Clty Survey of Urban In-
equality refused to answer the party Identification question, responded that
they “didn’t know” which party they supported, or indicated that they had
no preference for elther of the two maln political partles. The 2006 Latlno
Natlonal Survey simllatly found that 16.6 percent of Latinos report belng
Independent, 163 percent “don’t care” about thelr party ldentification, and
20.1 percent don't know or do hot conslder themselves to be affillated with a
polltlcal party (Abrajaho and Alvarez, forthcoming).

Recent elections have also revealed Latinos’ lack of partisan rooted ness. In
the 1998 midterm elections, Republican candidates were able to secure more
than one-third (36,3 percent) of the Latlno electorate. And in the 2004 presi-
dentlal electlon, the Natlonal Electlon Pocl estimates that s3.3 percent of La-
tinos supported the Democratlc candidate, John Kerry, while 44 percent cast
their ballots for the Republican incumbent, George W. Bush. This marked the
first time that Republicans captured 40 percent or mote of the Latiho vote
in a presidential or midterm electlon” Republicans Interpreted this level of
support as a slgn that Latinos’ political preferences are changlhg, whereas the
result convinced Democrats that they cannot assume Latines will automati-
cally support thelr candidates.

Much of the Latino population is also geographically concentrated 1n bat-
tleground states and those with a large number of electoral college votes. In
each of the five states of Callfornia, Texas, Florida, Illinols, and New York, La-
tlnos cohstltute between 20 anhd 35 percent of the statewlde population; these
five states alone account for 168 total electoral college votes, which 1s more
than half of the votes needed for victory 1n a presidentlal electlon. Latinos
similarly make up a slzable segment of the statewlde population in battle-
ground states such as Arlzona, Colorade, Nevada, and New Mexico. And
1n the pelitically Important southern reglon of the Unlted States, the Latino
population Is growlng faster than in ahy other reglon of the country (Koch-
har et al 200s). For Instance, Mecklenburg County, North Carollna, which
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Includes the clty of Charlotte, experienced a soo percent Increase In the size
of its Latino population from 1990 to 2000 (Kochhar et al 200s). Latihos are
Important political players, then, not only in the states in which they have
traditionally settled (primarily in the southwestern United States) but also
1n nontraditlonal settlement areas across the natlon. The geographlc concen-
tration of Latinos 1n key states, along with the instability of thelr political
orlentation, helghtens thelr attractiveness to cahdidates and political partles.
For these reasons, the Latino electorate has been consldered the critical swing
group and the “sleeping glant” of Amerlcan politics.

But as Bill Knapps chapter-opening quote suggests, the Latiho popula-
tlon, when consldered as a pool of potentlal voters, 1s substantlally different
from the natlonal population as a whole. Primarily because forty percent of
the Latlho population is born outside the US. (U.S. Census Bureau 2007),
their famillarity with American pelltics Is not the same as 1t 1s for the natlve-
born population. How these Immigrants conce ptuallze baslc political terms,
such as liberal and comservative or Democrats and Republicans, 1s likely
to vary from hative-born Americans, glven that these terms are unique to
the U S, political system. This unfamillarity s reflected in survey responses
from the 2006 Latlno Naticnal Survey (Fraga et al 2006), 1n which neatly
one-third (31.6 percent] of Latlnos did not consider themselves liberal, med-
erate, or conservatlve, In additlon, the concept of multlparty politlcs Is rela-
tively hew to some Latlhos (Kaslnitz et al 2008). Take, for example, the case
of Latinos of Mexlcan heritage: a ohe-party system led by the Institutlonal
Revolutionary Party (PRI) ruled the country from 1929 to 2000 (Cothran
1994). The children of IInmigrants ate also affected by this lack of familiar-
1ty because children learn about politics and acquire partisanship mainly
through thelr parents (Valllancourt 1973). The Latlno population also dif-
fers from the rest of the US. populatlon on indicaters pertalning to soclo-
ecohomlc well belng, According to U.S. Census estlmates, Latlhos’ medlan
household Income 1s lower than that of Anglos, Aslans, and African Amerl-
cahs, ahd only about 6o percent of Latines graduate from high school—the
lowest graduation rate of any raclal or ethnic group in the country (U.S.
Census Bureau 2007). Approximately cne out of five Latinos llves in poverty,
and almost one out of three (32.7 percent) lack health ihsurance (U.S. Census
Bureau 2007).

In light of the fact that socloeconomics and famillarity with politics are
strong predictors of political participation (Verba et al 1gg9s), Latines have
yet to reach thelr full political potential. While thelr total share of the TS,
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population stahds at 15 percent (U.S. Cehsus Bureau 2007}, Latinos make up 6
percent of the total Amerlcan electorate. In 2004, about 9.3 milllon Latinos—
less than a quarter of the total US. Latino populatlon—reglstered to vote,
with 7.6 milllon having reported voting, As a point of compatlson, almost 16
million Afrlcan Americans were reglstered Ih 2004, ahd 14 milllon reported
voting (Abrajano and Alvarez, forthcoming). Thus, although Latinos constl-
tute a larger share of the total U.S. population than do Afrlcan Amerlcans,
they make up a smaller percentage of voters, This difference 1s partly because
a slgnificant numnber of Latinos face another hurdle before registering to
vote—that of obtalning cltizenship. The Current Population Survey estimates
that only 63 percent of Latinhos of votlng age are cltlzens (U S. Census Bureau
2009).°

Still, the growlng size and Influence of the Latiho electorate presents a
compelllng opportunity for peliticlans to win over new voters and, 1deally,
lock 1n the alleglance of this group in the hope of future returns. Yet the par-
ticular demographlc and pelitical characteristics of the Latino electorate offer
challenges to politiclahs as well, because 1t 1s hot yet clear which strategles
of campalgning ave likely to win these voters over, and it Is unclear whether
Latlno voters will behave ke other, well-understood segments of the elec-
torate. Conventlonal wisdom helds that candidates will advertise differently
to ethnle and ractal groups than they will to Anglos, because candidates are
targeting a speclfic group of voters who presumably share something in com-
mon (Erle 1990; Popkin 1994; DeFrancesco Soto and Merolla 2008; Shea and
Burton 2006). Among Latines, that commonality 15 based on a shared lan-
guage and, lh some cases, a cominon cultural herltage. One can concelve of
a group Ih much the same way that Bishin’s work oh subconstituency politics
does, as “a constellation of people, elther organized or hot, who share a soclal
ldentlty owlhg to a commoeh experlence that leads to shared concerns and
preferences” (2009, 5). Appealing to individuals based on culture is a power-
ful and relatively easy way to show voters that candidates understand and can
relate to them (Popkin 1994). Indeed, politiclans used ethnic campalghs on
European Immligrants who atrived in the U.S. in the late 1800s (Etle 1990,
McNickle 1993). Preswmably, then, these campalghs work, because politiclans
have been using them for decades. So we should expect hothing less of aspir-
Ing politiclans today, when campalghing to our natlon’s largest Immigrant
group, they too should adopt a distinct ethnlc political campalgn.

The alm of this book Is twofold. My first goal 1s to determine whether
ethnlc political campalghs are successful at winhing ethnlc minotlty votes. I
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challenge the conventional wisdom that all minorities will react to these cam-
palgh appeals 1n a positive way. The responsivehess of a glven ethnic minotity
group to these political messages will vary based on the extent to which they
have incorporated into American political life. My second goal is to examine
the consequences, if any, that ethnlc political campalghs have on the political
health and well belng of a segment of the ethnlc group belng targeted.

In addressing these lssues, this book focuses specifically en the Spanish-
and English-language televised pelitical ads created for the 2000-2004 elec-
tlon cycles and examines the effects of the ads on Latino pelitical behavior.
Does exposute to these political ads influence who they vote for, whether or
not they vote, and thelr knowledge of the candidates? Indeed, variations are
likely to existin the content of Spanish- and English-language ads, so that ads
produced in Spanish may emphasize personal and non-pelicy-based appeals
to a greater extent than do English-language ads. The reason for these distine-
tlons, which serves as the basis for the theory of information based-advertls-
Ing, 1s due to candidates’ perceptions of Latlnos’ orlentatlon to politics and
to candidates’ bellefs about the Importance of ethnlc Identity as a factor In
Latlneos’ pelitical declslon making. In general, because a large portlon of the
Latlno populatlon 1s relatively new to Amerlcan political life, the campalgh
messages used to target this group of voters 1s falrly simple and symbolic in
nature, focusing more on cultural cues and references than on candidates’
policles and lssue posltlons. The effectiveness of these campalgh messages
valles based on a Latine’s famillarity with and knowledge of American pall-
tles and on the sallence of ethnlc 1dentlty In one’s political behavior.

The research endeavor undertaken for this book Is important for the well
belng of our hatlon’s latest hewcomets. First, if candidates are Indeed adwver-
tlsing 1n the manner just described, It ralses the possibllity that the partles
and candidates are actihg In ways that systematically disadvantage some seg-
ments of the populatlon 1n becoming informed partlcipants 1n the palitical
process. Because televised political ads ald in cltlzen learning by Increasing
one’s knowledge of politics (Jackmanh and Vavreck 2009; Geer 2006; Patterson
and McClure 1976; Brlans and Wattenberg 1996}, ads that mostly emphasize
personal or cultural appeals make it difficult for Individuals to learn anything
about the candidates’ policy positlons. Adopting this type of advertlsing
strategy also weakens the ability of certaln communlitles to participate in
polltles the same way that others do, and, In turn, to have thelr volces heard.
Finally, a blas in advertlsing could serve to undermine a baslc principle of de-
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mocracy—that all people are treated equally under the government. Several
of these consequences are Investigated in this book

The Power of Televised Political Advertising

[n attempting to communlcate with ahd win over voters, pollticlans have in-
numerable tools at thelr disposal, Including campalgn appearances, direct
mallings, websltes, televised debates and speeches, and door-te-doer canvass-
Ing, to hame Just a few. But in the era of “hew style” campalgning (Agraneff
19732), televised political advertlsements have become the primary means by
which candldates communicate with voters. This 1s cleatly reflected in the
way candldates allocate campalgn funds. In the 2000 electlon cycle, approxi-
mately 85 percent of candldates’ advertlsing budgets went to broadcast “spot”
televislon advertlsements (Segal 2002). The amount of mohey spent onh ad-
veltlsing Is staggering: In 2000, presidential candidate George W, Bush spent
$75.3 milllon on televised campalgn ads, while hls opponent, Al Gore, allo-
cated $77.1 million.

It 1s also by means of televised advertisements that candidates have most
notably adjusted thelr behavlor to take advantage of the growing Influence of
Latlno voters. [n the 2000 electlon cycle, both George W. Bush and Al Gore
devoted approximately $4 million to Spanish-lahguage televislon commer-
clals, This spending marked the largest amount ever allocated by presidential
cahdidates to Spanish-language advertlsing, and the millions of dollars de-
voted to appeals 1n Spanish has steadily Increased since (Segal 2002).

That candidates spend such vast sums on television commerclals Is an ac-
knowledgment of these advertisements’ power to Influence voters. The advent
of televised pelitical advertlsing in the presidential electlon of 1948 initially
ralsed great concern about thls power among scholars, the media, and the
general public. This fear led to popular clalms that political ads were decelt-
ful and ovetly perscnalistlc and lacked substantive materlal (West 2001, 44,
46). Scholars and the general public belleved that, In advertlsements, “the
cahdidate’s personality, Image, ahd symbollc appeals [take] precedence over
specific 1ssue positlons” (Atkinet al. 1973, 210). Berelson and colleagues (1954)
alleviated some of these concerns; thelr research concluded that short-term
effects, such as campalghs, had a minimal influence on voter declslon mak-
Ing. Berelson and his colleagues argued that pelitical campalghs did net pro-
vide new Informatlon to voters but Instead triggered voters’ previous bellefs
and oplhlons. These findings led many scholars to support the “minimal ef-
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fects hypothesls,” which contends that campalghs have little or no Impact on
a votel's declslon-maklng process.

Decades of research following Berelson’s seminal work, along with tech-
nologlcal advancements In measuring advertlsing exposure, leave little doubt
that television ads influence voters’ oplnlons and attltudes in presidentlal
electlons and nonpresidentlal elections altke (Brader 2006; Geer 2006; West
2001, Mendelberg 2001; Just et al 1996; Herrnson anhd Patterson 2000; Kahn
and Kenney 1999). As onhe might expect, more frequent advertising posltively
affects a candidate’s vote share (Clinton and Laplnskl 2004, Freedman and
Goldsteln 1999, Nagler and Lelghley 1992, Shaw 199g). Uslng aggregate state-
level data on votlhg from the 1988-1996 presidentlal elections, Shaw (1ggg)
found a posltive correlatlon between the amoumnt of advertlsing candidates
purchased and the share of the vote they won. Nagler and Lelghley (1992) un-
covered a similar relatlonship, inding that an increase in campalgh advertls-
Ing spending posltively correlated with a candidate’s share of the vote,

A televised political ad contalns several distinct elements, all of which
cah affect the way voters assess cahdldates. Onhe element of ah ad is the tone,
which refers to the way the message Is crafted and Is generally categorized
as positive, hegatlve, of compatative (Jamleson 1gg2; Shea and Burton 2006).
The tone of political ads has recelved considerable attention from political
sclentlsts (Brader 2006, Geer 2006, Clinton and Lapinskl 2004; Freedman
and Goldstelh 1999; Lau and Sigelman 2000; Kahn and Kenhey 1999; Anso-
labehere et al. 1994; Ansolabehere and Iyengar 199s). For example, whereas
the extensive studles conducted by Ansolabahere and Iyengar find that attack
advertlslng depresses turnout, Geer (2006) argues that negative ads tend to be
mote informative and substantive in thelr content than do positive ads.

In additlon to the overall tone of an advertlsement, how Its message Is pre-
sented—what political sclentlsts call “framing”—can Influence individuals’
oplnlons ahd attltudes toward the particular issue under discussion (Nir and
Druckman 2008; Winter 2008, Druckman 2004; Jacoby 2000; Iyengar 1991,
Iyengar and Kinder 1987; Nelson et al. 1997, Entman 1993). A frame can be
thought of as the polnt of view that a message takes (Popkin 1994; Tversky
and Kahneman 1981). Framing 1s important because polnt of view determines
which types of Information and which consideratlons the message brings to
mind for voters. As such, the standards by which an individual evaluates a
calmpalgn message may change depending on the frame being used In the
advertisement. One way that Issues cah be framed s from a “group-centric”



Campaigning to a Changing American Electorate 9

perspectlve. This approach 1s advanhtageous when an issue, such as ctime,
Immlgration, or welfare, specifically deals with or 1s identified with a par-
tleular group. Nelson and Kinder (1996) found that frames that focus on the
groups assoclated with an 1ssue (for example, Afrlcan Amerlcans and afhr-
matlve action), lead individuals to think about thelr attitudes toward the par-
tleular group ratherthan about the actual pollcy being addressed. Candidates
may therefore be motivated to frame certaln Issues 1n a group-centrlc man-
nel, elther positively or hegatively, to appeal to particular voters; a candidate
mlight frame a commerclal about Immigration reform In a way that evokes
Latlno voters’ positlve feellngs about economlc opportunity in the Unlted
States of, alternatlvely, 1n a way that amplifies Anglo voters’ negative feelings
about Latine Immligrants. In a related work, Winter (2008) offers evidence
demonstrating how the discoutse oh welfare reform and Soclal Security over
the past twenty years has been framed largely along raclal lines. Thus, Anglo
Americans’ oplnlons on these Issues have been shaped, to some degree, by
raclal bias,

Advertlsements also attempt to prime wvoters to respohd ln particular
ways. Priming is a concept drawn from the psychology literature on decislon
making (Kahneman et al 1979). It refers to the 1dea that Individuals will use
the informatlon that Is most readily avallable and accessible to them when
making declslons. Thus, a person’s declslon-making process Is Influenced to
solne extent by clrcumstance: the toplcs anhd themes of political ads viewed in
the days leading up to the electlon are likely to affect how that person votes.
Although priming does not overtly alter Individuals’ oplnlons and bellefs, 1t
has the potentlal to Influence the issues voters consider to be most Impor-
tant (Iyehgar and Kinder 1987). Priming has also been found to be effective at
actlvating voters’ raclal blases. When political advertlsements contaln subtle
raclal cues or hegatlve stereotypes about raclal and ethnlc minerities, they
cah cause ah 1ndividual’s raclal attitudes to also become more negative (Men-
delberg 2001, Valentine et al. 2o002).

The experlmental work cohducted by Mendelberg (2001) and Valentine
and his colleagues (2002) found, however, that activating an individual’s ra-
clal attitudes 1s effectlve only when the raclal message 1s both visually and
verbally implicit. Take, for example, the Infamous Willle Horton ad, which
criticized Democratic hominee Michael Dukalds for supporting weekend
furlough programs in Massachusetts. Horton, an Afrlcan Amerlcan con-
vict serving a life sentence for murder, committed armed robbery and rape
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while on futlough from prison. The effectiveness of this ad was attributed to
the fact that, although 1t contalned visual images of Herton, ho mentloh was
made of “raclal houns or adlectlves to endorse white prerogatives, express
antl-black sentlment, represent raclal stereotypes, or portray a threat from
Afrlcan-Americans” (Mendelberg 2001, 8). The Willle Horton ad was framed
1n a way that encouraged voters to assoclate negatlve feelings about race with
Dukakls’s presidentlal bid or with the weekend furlough program, and it did
so without explicltly mentioning race. The frames used 1n such pelitical ads
can prime voters’ evaluatlons of the candidates featured in the ads and the
policles that they discuss (Iyengar and Kinder 1987; Iyengar 1991}, just as the
Horton ad primed voters to carry prejudicial feelings with them to thelr pall-
Ing places.

Finally, agenda-setting refers to the order in which political messages are
discussed 1n an advertisement. If, for example, a candidate consistently em-
phasized education as his most important campalgn lssue, voters might per-
celve education as the lssue most sallent In thelr declslon about which can-
didate to vote for Extensive work by Iyengar and Kinder (1987) In this area
finds that “those problems that receive prominent attention on the natlonal
news become the problems the viewlng public regards as the natlon’s most
Important” (16). Both experlmental work and survey data provide strong sup-
port for the argument that the 1ssues a political ad emphasizes can Influence
which issues and policies individuals consider important (Herrnson and Pat-
tersoh 2000).

All of these means of Influencing voters help to make televised political
advertlsing mote effectlve than other tools at the candidates’ disposal. More-
ovel, the content of political advertlsing 1s valuable 1n voter education. Po-
litlcal advertising can serve to reduce voters’ misperceptlons and uhcertality
(Lupla and McCubblns 1998, Popkin 1994, Lupla 1994; Bartels 19g93; Cohover
and Feldman 198g) as well as to provide cues that asslst voters 1n thelr decl-
slon making (Lau and Redlawsk 2006; Popkin 1994; Lupla 1994). Information
1s costly to attaln and thus provides voters with little incentive to gather i,
but information shortcuts, or heurlstics, can help reduce these costs (Kahne-
man et al 1982). Such heurlstics can take the form of rellance on campalgn
Inessages, oh experlences from individuals’ dally lives, or on using informa-
tlon experts, such as political commentators, as soutces of khowledge (Lupla
1994; Popkin 1954). Some of the most readlly available cues for voters are pro-
vlided by the messages 1n the Increasing number of televised political ads, But
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the type of informatlon shortcut voters use depends on thelr stored levels of
polltical knowledge; those who are less politically Informed are mare likely to
evaluate a candidate based on the candidate’s personal characteristics as op-
posed to his or her policy positions (Popkin and Dimock 199g). Thus, infor-
matlon shertcuts can be incredibly helpful to voters, but how they use them
and the extent to which they help voters make declslons that are conslstent
with thelr own bellefs is also contingent on thelr familiarity with and knowl-
edge of politics.

The authors of numerous studles have perforined content analysls to
determine what sorts of messages are belng advertised In presidentlal and
congressional campalghs (Spilliotes and Vavreck 2002, West 2001; Jamleson
1906; Joslyn 19080, Hofstetter and Zukin 1979; Patterson and McClure 1976).
For instance, Jamleson (1996) finds that, with the exceptlon of 1960 and 1976,
domestic-related 1ssues (for example, the economy, soclal 1ssues, and taxes)
are mote prevalent in political ads than are messages relating to a candidate’s
personal qualitles (for example, leadership, trustworthiness, and compas-
slon).* And during the 2000 electlon, Jamleson hotes that 6o percent of all
commerclals contalned messages pertalning to policy matters, while only
31 percent mentloned a cahdldate’s personal qualltles. Moreovel, regarding
the 1998 election cycle, Spilliotes and Vavreck (2002) examlined 1,000 adwver-
tlsements by 290 candidates; they found that 92 percent of the ads contalned
solne Issue content. Although these studies reveal that many of the political
ads produced over the past forty yeats include peolicy-related appeals, and, to
a lesser extent, personallty and tralt appeals, it 1s unclear whether voters are
persuaded more by policy or nohpellcy messages 1n thelr vote cholce as well
as1n thelr likelihood of voting.

Targeted Advertising Efforts

With the help of political consultants who draw on telephone surveys, fo-
cus groups, and myrlad other resources, candidates make strateglc declslons
about what Inessages to advertise and to which voters. Scholars have offered a
number of important ihslghts into how these declslons are made. Candidates
may be motivated to advertlse more simple pollcy and character statements
to Latlnos than to Anglos depending on the candidates’ 1decloglcal distance
from the median voter of thelr district. The more 1decloglcally distant a can-
didate 1s from the median voter in his or her district, the less likely that can-
didate will be to reveal his or her pelicy positions and, therefore, to advertlse
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pollcy. Or 1t may be that candidates advertise pollcy messages ohly when they
are in a highly competitive election (Kahn and Kenney 1999).** Although the
exlsting research considers how the electoral context shapes candldates’ ad-
veltlsing strategles, scholars have generally falled to account for one critical
aspect of these strategles: the target audlence. When declding what campalgh
messages to use, today’s candidates are more prone than ever before to con-
slder who constltutes thelr potential group of supporters (Bradshaw 2004,
Jamieson 1gg2) and how likely these voters are to respond to thelr campalgh
appeals.

In desighlng political ads with particular raclal groups 1n mind, strate-
glsts assume that membership In a raclal demographic carries with it shared
concerns, Interests, and experlences (Shea and Burton 2006). With advances
1n communicatlon and technelogy, especlally database technelogy, demo-
graphic targeting “has become a routine part of campalgh operations” (s6).
Peolitical consultants encourage candidates to develop an ethnle targeting
program that “Identifies what ethnlc group an individual or family belongs
to primarlly by looking at and analyzing the last hame.” Once this has been
deone, “ethnlc-based mallings can be sent on the basls of each ethnlc group’s
presumed Interests” (55)."* But using an Individual’s last hame to develop an
ethnlc marketlng campalgh Is hot a foolproof strategy. Glven the Increasing
rates of Intermarriage in the U.S, the surname Garcla or Rodrlguez could
refer to someone who is hot of Latino descent.'? Moreover, 1ndividuals with
these surhames cah have vastly different backgrounds—some may have Im-
mligrated to the U.S. within the past year, whereas others may have great-
grandparents who were born in the U.S. Thus, assuming that all Latines
have similar concerns is problematlc, as generatlonal status and ethnic group
background are Just two categorles in which we see differences among Latl-
nos’ political attltudes and behaviors (Abrajano and Alvarez, forthcoming,
Brantoh 2007; Hood et al 1997; de la Garza and DeSlpio 1992).

Candlidates can move away from a rellance on Spanish surname lists by
targeting a slghlficant number of Latlnes 1h a medium that caters specifically
to them and one that other individuals are not privy to. That is, politiclans
cah communicate to a large segment of the Latino population in Spanish and
on Spanlsh-language television. By dolng so, candldates are guaranteed that
most of thelr intended audlence is belng exposed to thelr campalgh mes-
sages. Although not all Latinos rely on Spanish-language television, there
are 28,1 milllon Spanish speakers in the U S, 285 percent of whom do not
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speak English well or at all (Shin and Brune 2003)."* This means that candi-
dates who advertlse In Spanish are directly reaching out to a sizeable humber
of Spanish-dominant Latinos and potentlally reaching cut to an even larger
number of bilingual Latines. The estimates just clted from Shin and Bruno
also offer insight about the Latino population. Because language acquisition
has long been used as a proxy to measure a newcomelr’s rate of assimilation
and level of Incorporation of the values, bellefs, and behavlors of the host so-
clety (Portes and Rumbaut 1992; Bloemraad 2006; de la Garza et al. 19g5), we
can Infer that Spanish-deminant Latinos are likely to be less Incorporated
Into Ametlcan soclety than are English-speaking Latihos. As such, Latlnos
who rely on Spanlsh are probably less politically active in, less Interested in,
and less knowledgeable about Amerlcan politics than are English-dominant
and bilingual Latlnes. Overall, although advertising in Spanish dees hot en-
sute that candidates are reaching out to the entire Latino population, it 1s cet-
talnly more preclse than relylng on ethnle surname lsts alone. Especlally for
those competing in hatlonal elections, broadcasting televised pelitical ads in
Spanish offers the most efficlent way to reach out to the greatest number of
Individuals, because candidates can potentlally communlicate to milllons of
Latlnes through the creatlon of just a hahdful of advertlsements.

I how tuth to some of the ads created in the 2000 presidential race. Gore’s
most frequently alred Spanish-language advertlsement was titled “Natlonal
Anthem.” This ad beglns with a visual lmage of a Latlha stating, “They
have arrlved from far [away] but are looking to do things in which they are
tralned. ™ Next, another Latina states, “I have needs, [ want more opportu-
nitles.” In the final image of the political spot, an eldetly Latina states, “Far
these and other reasons, this 1s why I am voting for Gore.”

As a polnt of comparison, the political spot Gore used with the greatest
frequency to target his English-speaking audlence 1s called “Veteran.” The
commerclal beglhs with Images of students graduating from high school,
with the narrator discussing Gore’s plans for “$soo billlon in targeted tax
cuts,” a “$lo,000-a-year tax deductlon for college tultlon,” and “welfare re-
form with time limits and work requirements.”** The image then shifts to one
of police officers, with the corresponding volce-over referencing a proposal
for a “crime victlns’ bill of rights” as well as efforts to “fight vielence and por-
nography on the Internet.”

[tseems clear that Gore targeted his Spanish-speaking and English-speak-
Ing populatlons with distinct campalgh messages. Gore’s Spanlsh-language



14 Chapter 1

ad makes absolutely no expliclt references to his pollcy posltions, proposals,
or ldecloglcal bellefs. Instead, it focuses on Latihos’ Immigrant backgrounds,
apparently with the goal of priming voters to think that voting for Gore will
make themn more likely to succeed 1n the United States. In stark contrast,
Gore’s English-language commerclal is filled with more-detalled information
about his proposed tax initlatives, welfare reforms, and crime legislatlon,

The Argument

The varlation in the content of these two Gore ads can be explained with the
theory of information-based advertlsing: candidates will tallor thelr adwver-
tlslng messages oh the basls of thelr perceptions of the ability of thelr target
audlence to respond to these messages. Candidates may wish to avold broad-
casting ads that contaln ovetly complicated and detalled messages regarding
thelr Issue positlons or policles to a group of voters that is faltly hew to the
polltlcal process. As this targeted group also shares a commeon cultural herl-
tage, candidates mnay also find it advantageous to Incorporate ethnlc specific
appeals In thelr ads. Research by political communication scholars (see Con-
naughton 2o00s; Connaughton and Jarvls 2004; Benolt 2000) explalns this
phenomenon through Identlificatlon theory—candidates attempt to conhect
to votels by assoclating themselves, elther through symbels, individuals, or
personal experlences, with the particular group of voters belng targeted.

As the findings from this bock will demonstrate, the declsion to target
Latlnes 1n this manner produces different effects among this group of vot-
ers, Spanlsh-language ads and other ads that specifically target Latinos who
have yet to fully Incorporate Into U.S. political life (usihg, for example, an ad
that features a Latino) influence thelr political behavior pesitively Such ads
make them more likely to vote and more likely to support the candidate who
uses these ads. Yet politically Incorporated Latines will be less influenced by
these ethnic-based appeals; instead, policy-based ads have a larger impact on
thelr voting behavior As these Latinos have become integrated and Incorpo-
rated into American politics, their political behavior has mirrored that of the
American electorate, so that a candidate’s policles and positions affects who
they vote for. (Alvarez and Nagler 1995, Page 1978; Downs 1957).

The hormative Implications from these different campalgn strategles are
twofeld. First, I offer evidence demonstrating that the knowledge levels of the
candldates” policles among Spanish-dominant Latinos were lower than for
English-dominant Latlnoes, Afrlcan Amerlcans, ahd Anglos. I will also show
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how Spanish-dominant Latinos are less likely to behave as lssue voters when
compared with English-dominant Latihos. Agaln, these differences arlse be-
cause the content of Spanlsh-language ads 1s less Informative than 1s the con-
tent of English-language ads.

Organization of the Book

In Chapter 2, the specific framework of the central arguments 1s presented. I
first provide an in-depth discussion of one primary aspect of the pelitical ac-
culturatlon process—the factors that contribute to an Individual’s knowledge
of pelitics. This discusslon 1s critlcal glven that my theory of Informatlon-
based advertlsing 1s grounded 1n the assumption that candidates use this in-
dicator In declding which messages to include in thelr Spanish- and English-
language advertisements. The testable predictions from this theory are also
presented in Chapter 2.

Chapter 3 discusses the historlcal and current-day campalgn efforts used
by candidates to appeal to Latinos in the U.S. Although advertlsing to such
groups Is not a recent phenomenon, the emergence of Spanish-language com-
merclals makes 1t possible to systematically analyze how candidates target
ethnlc minerities, glven that these efforts are clearly intended for a specific
audlence. Chapter 3 also provides readers with the campalgh context and
Spanish-language advertlsing efforts for the presidential, Senate, House, and
guberhatorial electlons that occutred from 2000 to 2004.

Chapter 4 begins with emplrical tests of the theory of information-based
advertising I first examine the content of campalgn advertisements used in
the 2000, 2002, ahd 2004 election cycles. [ take advantage of a unlque data
source that contains television ads reaching out to motre than 8o percent of the
U.S. population for these electlon perlods. This data allows for an Important
advancement Ih our understanding of the campalgh process, because It has
been a challenge to gather data of such depth and magnitude inthe past.*® For
each Spanlsh- and English-language advertlsement, I compare the amount
and types of policy and honpelicy messages. Next, [ examine which television
shows these commerclals alred on. Support for the theory of Information-
based advertising predicts that ads contalning complex pollcy statements will
be alrted on shows with viewers most likely to understand them (for example,
on local or network news), whereas the less-demanding policy messages will
be alred on entertalnment programs. Finally, I conduct an in-depth analysls
of the congresslonal candidates’ use of advertlsing to determine whether their
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district’s level of education (used as a proxy for political knowledge), level of
competition, or polltical Ideclogy, or some combinatlon of all three, best ex-
plains thelr declslon to Include policy In thelr commerclals.

Chapter s turns to the impact of Spanlsh-language ads on Latiho turhout
and vote cholce i the 2000 and 2004 presidential electlons. In particular,
the analysls examines whether Spanish-dominant, and thus less politically
Incorporated, Latinos were affected by Spanish-language ads in thelr voting
behavlor [ conducted this analysis using the Natlonal Annenberg Electlon
Surveys (NAES) from 2000 and 2004, both of which contaln a slzeable num-
ber of Latino respondents. The effect of both Spanish- and English-language
polltical ads on the voting behavior of Latihos 1s also ahalyzed, based on their
level of political Incorporation.

Chapter 6 focuses on the Implicatlons of adapting an Information-based
advelrtlslng strategy for the clvic and polltical health of the Latino elector-
ate, Using the 2000 and 2004 NAES allows for an analysls of the campalgn
messages that most conttlbuted to Latihos’ knowledge of the two major
presidential candidates. Which political ads did Latlneos learn from, and did
thelr learning depend on thelr level of politlcal incorporation? Latlnos’ rates
of political knowledge are then compared with the rates of political knowl-
edge of non-Latlnos. If the Spanish-lahguage ads contalned less pelicy con-
tent than the English-language ads, then we may see lower rates of learning
for less politically incorporated Latlnos than for more-lncorporated Latl-
nos, Anglos, and Afrlcan Amerlcans. Another Implication of this campalgh
strategy pertalns to the ability of all Latinos to behave as lssue voters. Given
the Importance that Issues play 1n cne’s vote declslon, the lack of substantive
pollcy messages that less politically Incorporated Latinos are targeted with
may make It more difficult for them than for acculturated Latinos to use thelr
pollcy preferences in gulding thelr vote cholce.

Chapter 7 summarizes the major findings from this research and dis-
cusses 1ts theoretlcal contributlons to the larger work on campalgns, polltical
advertising, and political behavior. The implications of an Informatlon-based
advelrtlsing strategy on the overall well belng of the Latlno electorate and for
democracy In general are also discussed. Finally, Chapter 8 Is a brlef discus-
slon of the 2008 presidentlal campalgh efforts targeted to Latinos. Glven the
strategles used 1n the 2000-2004 campalghs, It s important to know whether
candldates conducting subsequent campalghs have learned from previous ex-
petlences and the extent to which they have altered thelr strategles toward
one of the nost coveted votlng blocs I1n Amerlcan pelitics.



