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POSC 203 Political Communication: Election Campaign Advertising and Public Opinion
	Fall 2009
	Barbara Allen, ballen@carleton.edu

	Tue/Thu 1:15–3:00
	Office hours by appt: Mon-Thu

	CMC 210
	Sign-up Willis 408


The Course
How does political advertising influence the electorate? Do “negative ads” turn voters off? Can advertising be used strategically to influence turnout, decreasing the participation of one of the major parties, while increasing the likelihood that others will vote? Election ads along with the 6 second “sound bite” are now among the major forms of political communication in modern democracies. We will study how ads are created and “work” from the standpoint of political psychology and film analysis.
Readings 

The readings for the course have been drawn from a number of books and journal articles available on reserve at the library. You may make copies for your personal use. 
Assignments

In addition to reading about how advertising may influence voters and change the composition of the electorate, we have an exciting opportunity to study these effects through content analysis of TV, radio, and Internet ads used in Election 2008.  Working in four-person research teams, you will test several important hypotheses concerning political advertising in general and the specific concerns (e.g. with race and gender) that were raised in the political communications of 2008. Our research involves several steps including: defining specific research questions to be addressed by content analysis of the 2008 presidential ads; analyzing the content of 2008 MN Senate race ads; conducting qualitative and quantitative analyses of our data sets; writing up results; and presenting them in a public poster session. 

Grades will be computed as follows:

Ad Content Analysis






20

Drafts Research Question, Lit Review, and Methods Design
10

Final Written Presentation of Research



20

Poster Design and Presentation




30

Participation







20

Total


           



          
          100%

A Word about “Participation.” 

This class is designed as a “hands-on” experience in visual analysis and political science research. Research in the social sciences increasingly involves team work as well as individual effort to answer the part of a big question that you have decided to study and that you will ultimately integrate with the work of your team members to produce the final research findings and poster for public presentation. The following schedule of readings and other activities includes several “Workshop” sessions in which you and your team will learn and do many of the tasks required to produce results. Your participation score for these activities and the individual and group work done outside of class that will make these sessions productive is 20 percent of your grade(a portion of your grade that equals the percentage given for several component of the project involving individual work. Peer grading and self-evaluation will be important factors in determining your scores for group work and your overall grade.

Part 1:  Studying Political Advertising
Tues Sept 15     An Overview of Ads and Ad Research—Surveys, Experiments, Focus Groups, Content Analysis

Thurs Sept 17
Ad Construction, Placement, and Content

Read: Darrell M. West, (Ch 3) “Ad Messages,” Air Wars: Television Advertising in Election Campaigns, 1952–2000, 4th ed.  (Washington, CQ Press, 2005) pp. 41–68.

Tues Sept 22
Experimental Designs and Findings on Effects of Negative Ads

Read: Stephen Ansolabehere and Shanto Iyengar, (Ch 2) “The Studies,” Going Negative: How Political Advertisements Shrink and Polarize the Electorate (New York: Free Press, 1995) pp. 17–35; 

(Ch 3) “Advertising and Political Discourse,” Going Negative: How Political Advertisements Shrink and Polarize the Electorate (New York: Free Press, 1995) pp. 37–62; and 

(Ch 5) “The Withdrawal of the Voter,” Going Negative: How Political Advertisements Shrink and Polarize the Electorate (New York: Free Press, 1995) pp. 99–114.
Thurs Sept 24
What Are Negative Ads? (What are Attack Ads? What are Issue Ads?) 

Read: Kathleen Hall Jamieson, (Ch 10) “Does Political Advertising Affect Turnout? If So, How, When, and for Whom?”  (Ch 11) “Are Attack Ads Necessarily Negative?” (Ch 12) “Does Attack Advertising Affect Turnout?” (Ch 13) “Does Attack Advertising Create a Backlash? …” “Do Issue Ads Work? If So, When?” Appendix I “Methods for Analysis of Ad Impact,” and Appendix II “A Nontechnical Technical Appendix,” Everything You Thought You Knew about Politics…And Why You’re Wrong (New York: Basic Books, 2000) pp. 93–96, 97–106, 107–110, 111–120, 125–140, 222–226, and 227–234.

REC: Paul Freedman and Ken Goldstein, “Measuring Media Exposure and the Effects of Negative Ads,” American Journal of Political Science, 43, 4 (October 1999) 1189–1208.

John Geer, “(Ch 1) The Need for Negativity: An Introduction” and “(Ch 2) Assessing Negativity” In Defense of Negativity (Chicago: University of Chicago Press, 2007) pp. 1–19 and 20–41.

Steven E. Finkel and John G. Geer, “A Spot Check: Casting Doubt on the Demobilizing Effect of Attack Advertising,” American Journal of Political Science, 42, 2 (April 1998) 573–595.

****Research Topic Description Due*****

Tues Sept 29 
Workshop Content Analyzing 2008 MN Senate Election Ads

********Discussion of Our Data as Applied to Your Topic********

******** Learn to Content Analyze Ads!!*******

Review: Jamieson Appendix I from Sept 24 readings

Read:

Paul Freedman and Ken Goldstein, “Measuring Media Exposure and the Effects of Negative Ads,” American Journal of Political Science, 43, 4 (October 1999) 1189–1208.

John Geer, “(Ch 1) The Need for Negativity: An Introduction” and “(Ch 2) Assessing Negativity” In Defense of Negativity (Chicago: University of Chicago Press, 2007) pp. 1–19 and 20–41.

Wed  Sept 30

******2:00-5:00 Group Sessions working with data*****

Thurs Oct 1
 Hurray for the Negative Ad?!

Read: Paul Freedman, Michael Franz, and Kenneth Goldstein, “Campaign Advertising and Democratic Citizenship,” American Journal of Political Science, 48, 4 (October 2004) 723–741.

Kim L. Fridkin and Patrick J. Kenney. 2009. The “Not-So-Minimal” Effects of Negative Advertising: Exploring the Impact of Negative Messages on Evaluations of U.S. Senate Candidates. Paper Presented at the 2009 Midwest Political Science Association Meetings April 2–5, Chicago.

REC: 

Goldstein, Ken and Paul Freedman, “Campaign Advertising and Voter Turnout: New Evidence for a Stimulation Effect,” Journal of Politics, 64, 3 (August 2002) 721–740.
Kim Fridkin Kahn and Patrick J. Kenney, “Do Negative Campaign Ads Mobilize or Suppress Turnout? Clarifying the Relationship between Negativity and Participation,” American Political Science Review, 93, 4 (December 1999) 877–889. 

Mon  Oct  5
**2:00-5:00 Group Sessions Content Analysis of MN Senate Election Ads**

Tues Oct 6
Revisiting Ansolabehere and Iyengar, Are We Asking the Right Questions?


Read: Kathleen Hall Jamieson and Joseph N. Cappella, “The Role of the Press in the Health Care Reform Debate of 1993–1994,” The Politics of News eds. Doris Graber, Denis McQuail, and Pippa Norris (Washington: CQ Press, 1998) pp. 110–131.

REC: Deborah Jordan Brooks, “The Resilient Voter: Moving Toward Closure in the Debate over Negative Campaigning and Turnout.” Journal of Politics 68, 3 (2006) 684–97.

Lee Sigelman and Mark Kugler.. “Why is Research on the Effects of Negative Campaigning So Inconclusive? Understanding Citizens’ Perceptions of Negativity,” Journal of Politics 65, 1 (2003) 142-160.

Thurs Oct 8
Motivated Processing and Political Decision Making

Read: George Marcus and Michael MacKuen, “Anxiety, Enthusiasm, and the Vote: The Emotional Underpinnings of Learning and Involvement During Presidential Campaigns,” American Political Science Review, 87, 3 (September 1993) 672–685.

David Redlawsk, “Hot Cognition or Cool Consideration? Testing the Effects of Motivated Reasoning on Political Decision Making,” Journal of Politics, 64, 3 (August 2002) 1021–1044.

Tues Oct 13
Motivated Processing and Partisan Responses to Negative Ads

Read: Dan Stevens, John Sullivan, Barbara Allen, and Dean Alger. “What’s Good for the Goose is Bad for the Gander: Negative Political Advertising, Partisanship and Turnout,” Journal of Politics, 69, 1 (2007).
Barbara Allen, Daniel Stevens, and John Sullivan. 2009. “Fair’s Fair? Principles, Partisanship, and Perceptions of the Fairness of  Campaign Rhetoric.” Paper Presented at the 67th Midwest Political Science Association Meetings, April 2–5, Chicago.
Part 2:  Stepping Back—Ads Viewed within the Campaign Environment

Thurs Oct 15
The Larger Environment of Campaign Events and News Coverage of Ads

Read: Darrell M. West, (Ch 4) “Media Coverage of Ads,”  and (Ch 5) “Learning About the Candidates,” Air Wars: Television Advertising in Election Campaigns, 1952–2000, 4th ed.  (Washington, CQ Press, 2005) pp. 69–89 and 90–105.

Diana C. Mutz, “Effects of In –Your-Face Television Discourse on Perceptions of a Legitimate Opposition,” American Political Science Review, 101, 4 (November 2007) 621–635.
REC: W. Lance Bennett, (Ch 5) “How Journalists Report the News” and (Ch 6) “Inside the Profession: Objectivity and Political Authority,” News: The Politics of Illusion 6th ed. (New York: Longman, 2005) pp. 151–179 and 180–207.

Daron R. Shaw “A Study of Presidential Campaign Event Effects 1952–1992,”  Journal of Politics 61, 2 (May 1999) 387–422.

*** Finished Final Absolutely Complete Content Analysis of MN Senate Election Ads Due****

Mon Oct 19

MIDTERM BREAK
Tues Oct 20 
Framing, Priming, and Opinion Formation

Read: Steven Kull, Clay Ramsay, and Evan Lewis, “Misperceptions, the Media, and the Iraq War,” Media Power in Politics 5th edition, ed. Doris Graber (Washington, CQ Press, 2007) pp. 114–126

Barbara Allen, Paula O'Laughlin, Amy Jasperson, and John L. Sullivan “The Media and the Gulf War: Framing, Priming, and the Spiral of Silence,” Polity, 27: 2 (winter) 1994, 255-284.
REC: Benjamin I. Page, Robert Y. Shapiro, and Glenn R. Dempsey, “What Moves Public Opinion,” Media Power in Politics 5th edition, ed. Doris Graber (Washington, CQ Press, 2007) pp. 98–113.

Darrell M. West, (Ch 7) “Priming and Defusing” Air Wars: Television Advertising in Election Campaigns, 1952–2000, 4th ed.  (Washington, CQ Press, 2005) pp. 125–138.

*************** Learning to Work with Our Data****************

Thurs Oct 22 
Agenda Setting—Public Opinion Formation Through Narrative Construction

Read: Michael X. Delli Carpini and Bruce A. Williams, “Constructing Public Opinion: The Uses of Fictional and Nonfictional Television in Conversations about the Environment,” Media Power in Politics 5th edition, ed. Doris Graber (Washington, CQ Press, 2007) pp. 154–166.

Darrell M. West, (Ch 6) “Setting the Agenda,” Air Wars: Television Advertising in Election Campaigns, 1952–2000, 4th ed.  (Washington, CQ Press, 2005) pp. 106–124.

REC: Everett M. Rogers and James W. Dearing, “Agenda-Setting Research: Where Has It Been, Where Is It Going?” Media Power in Politics 5th edition, ed. Doris Graber (Washington, CQ Press, 2007) pp. 80– 97.

Tues Oct 27
 Who Frames What? How? 

Read: Dean Alger, Barbara Allen, Dan Stevens, and John Sullivan, “Local News Coverage in a Social Capital Capital: Election 2000 on Minnesota’s Local News Stations,” Political Communication, 23, 1 (2006) 61–84.
Denis Chong and James Druckman, “Framing Public Opinion in Competitive Democracies,” American Political Science Review, 101, 4 (November 2007) 637–655.
REC: James Druckman, “On the Limits of Framing: Who Can Frame?” Journal of Politics 63, 4 (November 2001) 1041–1066.

Thomas E. Nelson, Zoe M. Oxley, Rosalee A. Clawson, “Toward a Psychology of Framing Effects,” Political Behavior 19, 2 (September 1997) 221–246.

W. Lance Bennett, (Ch 2) “News Content: Four Information Biases that Matter,” News: The Politics of Illusion 6th ed. (New York: Longman, 2005) pp. 36–73.

**** Draft Research Question and Lit Discussion Content for Poster/Paper Due in Class ****

Part 3: Stepping Back—Ads and Voter Cognition
Thurs Oct 29
What’s a Voter to Do? Cognition and Public Opinion

Read: W. Lance Bennett, (Ch 7) “The News Audience: Information 

Processing and Public Opinion,” News: The Politics of Illusion 6th ed. (New York: Longman, 2005) pp. 208–235.

Barbara Allen, Daniel Stevens, Gregory Marfleet, John Sullivan, and Dean Alger, “Local News and Perceptions of the Rhetoric of Political Advertising,” American Politics Research, 35, 4 (2007) 506-540.

*******************Draft Methods Section for Poster/Papers Due in Class*************
Tues Nov 3

***** Session on Visual Design Elements *****

Thurs Nov 5
Can Facts “Overcome” Feelings? Is there a Fact/Feeling Divide?

I. Do Fact Checks Help?

Read: Barbara Allen, Daniel Stevens, and John Sullivan, “Not the Whole Story: From Punditry to Partisan Processing on the Power of the Truth Test” Paper Presented at the American Political Science Association Meetings, September 2–6, Toronto.

II. Did Racism and Sexism Play Roles in the 2008 Election?

Read: Caitlin Dwyer, Daniel Stevens, John Sullivan, and Barbara Allen. 2009. “Racism, Sexism and Candidate Evaluations in the 2008 U.S. Presidential Election,” Analyses of Social Issues and Public Policy. Forthcoming.
*****************Poster Concept Due in Class***************

Mon Nov 9 

2:00-4:00 Individual Group Discussions of Poster Concepts

Tues Nov 10

Hands On Poster Workshop

Thurs Nov 12

Hands On Poster Workshop

Mon Nov 16

2:00-4:00 finish and deliver posters

Tues Nov 17

Pick Up Posters 

******************** Poster Presentation Common Time Athenaeum ******************

Class meeting (following poster session) will debrief presentations

