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LESTRACT

This study fdentified issues and campaign elemenls ilmportant
Lo registeraed voters in Atlantiec County during the 1995 aqeneral
election. In addition, it measured the importanﬁa of issues
versus party affillation and character.

The ressarcher surveyed 197 ragigtered voters in New
Jersey's sacond legislative district:. The survey gueried voters
about theair campaign and candidate preferences in the race for
the Naw Jersey State Assembly.

The study determined vhe importance of several campaign
elemants: channels, messages, party affiliation and voting
records. Additionally, the research showed whiclk izsues sparked
interaatr. in voters.

FMinally, the research determined that party atffiliation and
affeclive campaigning are probably the two most important
alements of campaioms on the local level. This ranking is above

obher important factors such ag experience in office and voting

racords .



MINI-AESTRACT

This study identified ilssues and campaign elements important
to 157 registered wvolLers in Atlantic County's 1995 general
zlection. The regearch determined that party affiliation and
effactive campaimning zre the most impartant eleﬁgntg of
campaigng on the local lewvsl. This ranking is aﬁnve other

important. FTactors such s experience in office and voting

racords.
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CHAFTER I

Barly 20th century leadership in the United States
evolved from a lifetime cf networking, hard work. and loyvalty.
"Franklin Delano Roogevelt was elected governor, and later
president, with the pergcnnel and machinery of a great political
party, atter vears of gervice in that party."' fDR paid his dues
like most of the career politiclans who came befﬁre him.
Conversely, only a few decades later, "Ronald REeagan was elected
gevernor with the persconnel and techniques of contemporary public
relations and with cnly the label of a party hz had jeoined four
years aarlier »*

No longear are years of service and dedicatibn a prerequisite
to party leadarship. Tmage is as important as public service
records. The evelution of politics Costers campaign prospects
over experiencea, charisma over content. BExperisnce and voting
rezords can he acguired, charisma and advertising appeal cannot.
Today, it seemg it iIs =easier to make a politiciaﬁ cut of an

actor, rathar than an actor out of a politician. Accordingly,

L Zarbara G. Salmore and Stephan 2 Sslmore, Candidstes, Parfies, and

Cagpelqns [(Washington, D.C.: Of Press, _%B9), .

el

Salmore &nd Salmore, 3.



candidates no longer nesd years of service and nétworking to saak
or secure polivical office. Effective public rélatians and
advertising campaigns can make a politiezl star virtually
overnight. Therefore, favorzble mediz coverage is the key to
success in the 1990s,

This new gtyle of campaigning has its greatest effect on
nonprasidential elections because campzign material is oftan the
only information available to voters when they evaluate
candidates. Lecal candidates are usually not featured in the
mediz long encugh before an election in any way that would
penstrate the popular consciousness.’ Contenderé for municipal
oOr county governmenk zre often newcomers to the »olitical playing
rield. Constituents voting for lecal candidetes tvpically have
fewer precondeived notions about the candidates long bafore an
election. Accordingly, an electicn is often won or lost on an
image developed just a few menths prior to an elaction.

In New Jersey alone, more than $7 million wﬁs gpant on
political campaigns in 1995 te capture 80 seats Eor
$35,000-a-vear jobs in the State Assembly. After the alectien,
barely known candidates were deemed worthy of state

representation while incumbents were gent home, The majority

Szlmocre and Salmore, 4,



party with a popular governor lost three seats. . How could this
happen? To what axtent 1s recognitien impcrtant%

In Atlantiec County, Frank EBlee, = Republicaﬁ candidarte with
merely eight percent recegnition 10 weeks beforeéthe election
custed a Democrat, Tom Feley. Ironically, the fallen Democrat's
vating record paralleled that of his fellew Republican
Agsenmblyman, John Gaffney. However, when CGaffnes passed away a
few months befora the election, his wveoting perished, too. The
Republicans selacted a new candidate and attacked Foley's voting
recerd. A new campaign strategy developed almosi overnight was
an issue ¢f hostile debate within the political community and the
media. Appropriate or not, the campaign was effzsctive. Feoley
lest his seat when many voters expressed concern;over his veting
recoxd. However, his voting record was not the rsal issue. The
interpretation of his votes by the cpposition was the real issue.
Veting records are not as important as the spin put on them. A
successful campaign appears to be a matter of manipulating the
minds of the voters. Campaicns emphasize pazty éffiliation,
issues, character, or build name recognition. Eﬁt. what is the

most effective campaign tool to obtain votes? What happens in

elections?



According to Flanigan and Pingele, "Unly a matter of degres
separates different formg of influence such as cﬁmpaigning,
political persuasion, or even educallon. ALl the efforts covered
by these terms ara directed toward changing indiﬁiduals'
political ideas, valuag, and cpinions or coward Ecstering some
political action. At tha extremeg, the process of influsncing
political opinions is labeled braiswashing or propaganda. ™

Volers form many impressicng durlng electicn campsigns, from
views about issue positionsg and personal traits Ec teelings about
cEmpelgn prospests.’  In Atlantie County, two is%ues dominated
the electicn: tawes #nd genior services. While taxes is commonly
& pervasive izszua, a threat of cutbacks in servizes to seniors
sparked concern with voters of all ages. Accordingly, both
ipsues dominated cthe hssenbly campaigns.

These are jugt a f[ew of the myriad issues, zoupled with
personal ceonvictiong and non-campaign influences, that
contributed to victory and defeat on electicn day. This rasearch

project explored the campaign-related influences on voters.

Wiiliam H, Flanigan «id Wanoy E. Zingala. Palitisal Behavior of the
rmoricar Elaclorata {(Washington, D.C.: OO Zreas, 19%&), 162

1

4

Darrzll M. West, "Television hovertising in Blectior Campaions.”
Folitieal Science Quarterly, Winter 1534-85, 791. '




STATEMENT OF THE PROEBLEM

How can one determine what issues or campaign clements are
important to voters when planning a political ca@paign? Can
candidates simply campaign upon past practices without current
reszarch and data? What channels are most cost—effective? This
study identified issues and campaign elements important to
registered voters in Atlantic County during the 1995 general
glection. In addition, it measured the importance of issues
versus party affilistion and character. It alsoémeasurad what
messages veters received and retained from the cémpaigns of the
Democratic and Republican Assembly candidates. Tastly, this
study identified the channels voters used to obtain alection

information prior to Eleeticn Day.
NEED FCR THIS STUDRDY

The need for this study is valid if there are distinet
campalgn styles, messages, and channels that infiluence voters in
Atlantic County. Four candidates from Atlantic Counky spent over
$500,000 to gecurs two seats in the New Jersey State Aggembly.

Though both parties conducted pre-elacticn regearch,



post-election research is more common after stata-wide and
national electlons. While local campaign lsaders often gather to
reflect and strategize after =lsctions, the researcher was unable
to identlily lntensive post-zslaction rasaarch for local or
county-wide campaigns. This study will prgvideiresearch and

svidence for candidates to conduct mors affective campaigns.
BACKGROUND

Five candidates from Atlantic County ran for two saats in
thae New Jersey State Assembly. Frank Blee, 37, an Abhsacon City
councilman, was initially the running mate of Assemblyman John
Gaffney, who passed away in late 2ugust. Blee was chosen Lo
complete Gaffney's term, making him an Iincumbent. He is a
¢chirppractor and ths current Werld Natural Pcweﬁlifting
Faderaticon and Internaticnal Champion.

Ken LeFevrza, 50, an Atlantic County freehoider, wag selected
il September to be Blee's running mate, He is ﬁirectar of
econcmic development for Atlantic Elactric, forﬁer depuby
commissioner of the State Department of Commercé and Egonomic

Develcpment, and a Feolsom councilman. He regides in Brigantine.



Tom Foley, 45, 1g an Atlantic City FPire Departmant hattalion
chief seeking his second term in the Assembly. He is z former
Atlantlc County fresholder and Pleasantville city councilman. He
iives in Brigantine.

Barbara Hudgins, 57, ig an Atlantic City courcilwoman
AT-large. She was a math teacher at Actlantic City High School
for 30 years.

Fim Ficriglio wag the cnly independent candidatz. He is a
capialn from Atlantic City's Fire Department and a member of the
Narural Law Party which prometes "conflict-free politics and
preavention-oriented goverrment . " Fiorigilie had little funds and
mainrtained a low profile during the campaign.®

Meanwhile, according Lo post-election ELEC reports,
Republicans had raised $3¢2,518 and Democrats $239,564. Tn tha
and, npearly 5600,000 was gpent for the two Assemﬁly seats in the
sacond legislative district. The Republican candidates spent
approxlmataly £354,32% Tor 41,829 votes, or roughly $8.70 par
wole. The Democrats gpent %226,251 for 22,367 votes or roughly
97 per vote. Does the amount of money spent cerrelate with tha

number of vetes? Do cempaign messages have any meaning with

Bett Norerpge McoCoy, "Candidakes can bosst backgroomds in public
garvics, punlic office,” The Press of Arlaptic CZiry, § Nowv. 1995, BS.




voters or are the candidates simply using rhstoric to izncrease

awaranags, reinforce identity or name and party'recognition?
LIMITATTIONS

The study was limited tc registered voters from the Second
Legislative Digtrict in New Jersev, comprising most of Btlantic
County. It did not attempt to study campalgns in other raced,
districrs, or states. Nor did it include an analysis of an
independent candidate who received legs than two percent cf the
vore. This study includes information obtained through a
telaphone survey conducted after Election Day. No data was
gathered from voters prior to the slesction or through cther

channels=.

PUOREOCEE

The primary purpose of this reszarch was tc determine what
issues, mesggages, and channels were efficacious;to registered
voters in the 1%%%5 general election. More specifically, thisg
study was designed to determine if registered vcters recelved or
retained messagss sent by the New Jersey State gssembly

candidates from the Second District. Finally, the study's



conclugiong will provide quidelines for affective campaign

technigues in future Asscwbly campaigng.
PROCEDURE

The researcher gueried the candidartes abhour rhair alacrion
campaignz Lo provide direction for the atudy. Bobh Demodratic
and Repubilican candidates received a brief survey that ingquired
about. campalgn issues, messages, and atrategiss. Borh partiss
atated Chat their platforms and campaigng were one and the same
and completed only one survey Tor Cwo candidates. The
Republicans' survey was complated by Lheir campeign manager, Bill
Layton, and returned through the mail prior to the Election Day .
The Democrats' survey was completed on the phone by Doug Brown.

& review of previous research pertinent to this thesis was
also conducted. A plethora of material exists on nessages,

channels, and strategies of politlical campaigns on the state and

natlonal levels. However, no publigationsg rege%rched ariel
analvzed campaign messages and channels in New Jergey's
county-wide elections. The dearth of material on county
campaigns nationwide reinforced Lhe need for research on Lhe

effectivanass of these campaigns.



id

Publications utilized were selected based on their relevance

to the topic and contributions to the research.
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CHAPTER I1

Myriad publications have been written about political
campaigng and voter behavior. A review of these%publicatians
reveals, however, that many had a narrow focus, most leaning
toward state-wide and national campaions and elections. Very
litkla information was found that specifically addressed
potivical campaigns on the local level. None fo&used on
pogt-election attitudes and recollection of voters in a

county-wide election such as this one.

Naturc of Related Studies

In Politigal Behavior of the American Electmratg,
Flanigan and Zingale analvze and gencralize abcuﬁ poiitical
behavior of Americans. This source illustrates -—rends with
longitudinal data primarily from the Center for 2fcolitical studies
at the University of Michigan. Through their re;earch, Flanigan
ard Zingale determined that public attention to ﬁarticular issues
ilE not consistent. Instead, it tends to rise anﬁ ftail. In
addition, Flanigan and Zingale said issue arsas aave many L[acets

-- such as the pervasiveness of issues such as crime or
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education, They also stated that =ingla iggues rarely dominate
the public'e view of governmental policy.®

Chapter seven, "Political Communication and the Mags Media, "
reviews the basic process of apinion changs and che impact of the
ma3s media and election campaigna on individua® ﬁclitical

behavior.

"Political persuasion is moat effective in cagual
personal relationships. The impact of tﬁe mass
media is probably important in ghaping tke
contours of political discourase but only

gradually and over fairly long periods of time.n®

Lz a result, the mass media would be more inflpeatial in national
Or state-wide campaigna whare the adtual campaigﬁ process is
typically longer than in local and county-widea cémpaigngl

Through his ressarch, Darrell West concluded that much af
the information on television political advertising daalt with
pregidential campaigms. A generalization ¢an he made, howaver, Lo
gay Lhat familiarity is important in any election. Candidates

must become known to do well at election time. In addition to

! Flanigan and Zirngale, 12

E

Flenigan and Zingale, 142.
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familiarity, West determined thet other factorg 2re necessary to
win an elacticon, He d=lineates how elegtahility; or perceptions
of a candidates progpects for winning, can influenge the outcome
of an election: when there is a clear leader in the polls,
favoritizm may resull. This "favoritism" may in;reaﬁe voLar
support, as thave ig a cendency ancny voLers Lo Support a
winnexr.”

"One of tha most pergigtent criticismg abhout. CoNTemporary
campaigns has bheen Che casting of ballots because of winability.
If wvorerg are choosing candidates based on fleesting ilmpressions
of campaign prospects, it disrupts the linkage fﬁncticn of the
clection process. " In general, West found that twch of voter
reaction depeands on the strategic context of candidate decisions
and free media coverage, However, he believez that it ig hard to
go back and simulate voler assessments.'

Salmore and sSalmore's Candidates, Barties, and Campaiogns was
the mozt informative and relative source. In their book, Salmore
and Salmore addresged the role of political campalgns in America,
the effect of the new campaign styles on American voterg, and the

changs from party-centered to candidate-centered campaigne.™

Westl, 792.

e West, 207.

11

Weslt, 794.
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In their introduction, they ackaowledged tﬁat
nenpresidential campalgns have received much 1955 gustained
attention. Nonpresidential campaigng were thea foeus of thia
book™ Although the book focused cn national offices and
statewlde elections, its relevance was greater ﬁhan most of the
bocks dealing with national and state-wide campéigns-

Through thelr research, Salmore and falmore discovered that
many factors excluding the campaicn are commonly atzributed to
electoral outcomes: party loyvalty, presidential popularity, and
state of the eccnomy. Several decadss ago, they found that
majority party candidates and incumbents usuall? won. "A decade
ago, the main ingredients for a sucocesgsful campéign were support
of the party leadersg, "™

Salmore and Salmors traced the svolution of campaigns. "For
a long time, students of politics, in contrast to candidatess and
campaigners, believed that campaigns only minimélly influenced
the ocutcome of elections."" In the 1940s, reseérchers began
limited studiez of individual voting behavior aﬁdr beginning with

tha 1952 election, had reliable pre-and post-election data Lrom

Saimore and Salmore,

TS

Saimore and Salmore,
Salmorxe and Salmore, 1.

Salmecre and Salmore,

S
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national samples. These early studies, conducted by they Survey
Research Center at the University of Michigan, Enaw as the
Michigan surveys, sgshaped the perception of a geﬁeration of
political scientistg, They revealed the sigrnificance of party
identification in voting cheoice and generated theories about its
role.

Because of the political realities of the time, however, the
Michigan studies dismissed the effects of campaigns, and their
methodology made it difficult or impossible to f£find evidence to

1E

the contrary.

Salmore and Salmore go on to address how the rolz, or
tnderstanding of the role of campaigns evelved over the last
century. The traditional view holds that campaigns were a minor
factor in election outcomes. By the late-1940s, political
pundits acknowledged the influence of "short-term factors," but
contended they would not disturb party suitability for a long
tima."

Thirty vears later, studies documented the:increasing pOwWer
of incumbency. It wag believed that incumbent success resulted
from being better known, having more continued sxposure which

engenderad greater attention, and because they often became more

18 Szlmore and Salmore, 6.

LY

Szlmore and Salmore, 7.
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detached from party layalties while in office.”™ Zalmore and
Ealmore described political campaigns as an attempt to get
informztion to voters that will persuade them to clect a
candidate or not eiesct an opponent. The process o meet this
objective follows a basic pattern of persuasion. As sgtated by
Salmore and Saimore, the first step was to learn what lnformation
will best serve this purpose (rescarch}. The next step is to
acquire tha data. Than, deacida how and when mesﬁages should be
comminicated (atrategias / channela). To do this, thev noted,
campaigners need usceful and reliable voter information to get
appropriate and persuasive information te the voters.” In thelr
book, Herzherg and Peltason usse a congressional campaion as thelr
model "hecause that seems to bhe the level of camﬁaign in which
most students are interegtad. "

Through their resgsarch, Herzherg and P@ltaﬁbnrfound that
political campaigns in the United States tend o be longer, more
chaotic, more decankbralizead, and 1233 isaue-oriented than
campaignsg in any other dountry in the world.®® In the United

Srated, "eleclijions can be won or logt depending upon which party

14

Salmo=e ano Salmmre, .

i Gzlmore and salmore, 10.

Donald G. Harzberg and J.W. Pelbeson. A Studeal Suads Lo Campaian
Politics. (Wew ¥ork: MoCraw Hill Book Company). 1870, v,

a3

e

Harzberg and Zeliason, v
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ig most effechtive In reinforcing the GGﬂViCtiDnE‘Df its own
Laithful and bringing them out to wore ¢

Herzberg and Peltason's interpretation of iesuss ip thac
Lhey are chegs pleces to be manipulated te gain futes. Their
research indicated that the great majority of voﬁers are naot
likely to be issue-oriented. "Some will be jntenselv arcused by
a particular igsgue. Most voters will have caly Che vaguest
notions about who is rumping. " Herzberg and Peltason concluded
that mogL veters do mot carefully weigh all alteﬁnatives or
Ehoroughly inform thamgelves of all the facts. fhis reinforcas
their asserticn that elections can be won or Llost depending upon
which party is most affective in generating the most voters.
They Tound voters to be wmore parcy-oriented than;issue
oriented.™

Ferzberg and Peltason do believa that we maf be entaring a
period in which campaigng will becom= mors significant, not
merely because of the grester effectivensss aof new political
technicues, but also becsuge of what appears te be a growing

number of independent votere. "Although party loyalties will

Hereberg and Peltason, 22.
dzzzberg and Peltacon. ZL.

Herzberyg and Peltason, 20



1z

probably not disappear, rhere will be fewer theé to whom one can
appeal 1n terms of party loyalty alona. "™

The only source diacovered that Toduged om gampaign
practicssg for the N.J. Stata 2agembly was David,ﬁyrd's, A Cage
study of & Candidate's Campaign for M. J. Assembl& in 1985, Iis
regearch, however, focuaed on Che candidate and %ampaign process,
not on voter attitudes and hehavior, e did, hoﬁever, in his
gearch ftor related information, report that, "MO%t studies,
campaign ranuals and the like concentrate on elective races Lrom
statewide to the national levels. Rarely is anygsignificance
given to races helow Lhe gubernatorial level unléss there is some
unigueness to it, " he added.’™

Byrd found that the campaign he studied wasénet iesue-
oriented. 'Tasues were delermined not to be an overriding
factoxr. Tn=tead, the 'issues' as determined foréthe public, was
to establish [the candidate] as & viable candidate (the name

recogmition fadior) and to determine what incumbénts stood

foxr. n?

o Herzherg and Pelcaacn, 78. .

o David J. Byrd, "A Case Study of 2 Jangidate's Campaicm for ¥.J. Aszembly
in 1%585." {M.A. diss., Classboro State Collegs, =986), 1.

4T

Byvrd, 2.
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Lucumbency crzates issues that influsnce vmﬁ@rs. Incumbency
tormally increasces recogniticon while providing v@ters with tools
{i.e. voting records) to aszaesas candidates.

No aother studies ware found that ware suitabla for this
regearch. Topics were either too broad, lmmking:at cutocomas
versus demographics, or too narrow, focuging on 5 specific iasue,
such as negative campailgning.

While all of the scurces in rhisg 2vudy focuaad on different
levels or components of political campaigns, man? common thrsads
were found that were echoed in Lthe researchers’ iindings. Party
lovalbty <omiinues to be an ovarriding factor in ﬁlectiun Day
voting., While gome atbention is paid kbo issues ﬁy’smme of the
people, wvoters remain who possess litile swarenessg or
understanding of Che isgsues al hand when castingﬂtheir bhallotsg on
clection day.

Thig study ldentified similarities in electiﬂneering o Lhe
local, state-wide, and naticnal levels. The inflﬁen:ing factors
or @lemsnis discovered in the study were addresséd in the Ielatedl
literature. Thig gtudy will provide researﬂherE€With addivicnal
information chat reinforces notions about party,?issues, and
racognifion. Addicionally, this study provides E local

pargpective that can be used to format research for other local



249

campaigns. Thia arudy £ills a void resulting from the absence of

regearch and literature on local or countv-wide slecticons.
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CHAFPTER III
Data Needed / Data Sourceg

To determine which campaign mesgages and ch%nnels affactad
voters' attitudes and behavior, responses were n%eded From a
large numbar Of registered voters. 7To evaluate éffective
campaign practices in Atlantic County, it was de%ermined that a
post-alaction phone survey would provide the mﬂsﬁ information
with the greategt adduracy. Dy removing the eleﬁent (a2
tace-rto-face <ontact, the phone survey enabled the participants
to maintain a certaln level of "anonymity" which would incresge
particlipation, frankness, and honesty con DtherwiEE ensitive
questions. This method enabled the rescarcher t; cecure 197

random participants with a seven percent margin ol error.
Regearch Method / Sample Selection and Slze

The sample was randomly selected by Labels and Lists, Inc.,
Ballevue, WA. It provided the names, addresses,. age, and
Felaphong nunbers of 1,999 registered voters from the Second

Tegislative District, comprising most of Atlantic County. The
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names were weighted geographically throughout Atiantic County to
provide a representative sample. Appendix 2 1is%s the breakdown
of regilstered voters in the sample population hyéPrecinct and
Ward. Labels and Lists scrambled the names to eﬁable tha
ressarcher to stop sﬁrveying upocn completion of ﬁhe sample
without affecting the composition of participanté.

The survey included responses from 197 regigtered voters in

New Jersey's Second Legislative Digtrict.

Data Collection Method

Election Day 1995 fell on Tuegday, NOVemberé7, Thig
post-election research was conducted by one inte%viewer wio
called participants' homes between November 10 aﬁd November 17,
1225 {alls were made at different times and da%s during the
week to reach diverse segments of the target popﬁlationﬁ, The
times with the highest participation were weekda?s between & p.m.
and 8 p.m. and Sunday between 2 p.m. and ¢ p.m. éCalls were
pPlaced to over 1,200 homes to collect the sampleéof 197
participants. The high number of calls was needéd because of thé.
lzrge number of unavailable pecople or lack of ingerest to

participate. The former was the larger problem..
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The survey included nine gquestions and lastéd From three to
fifteen minutes. Questions ome through three as%ed registarad
voters what were the three most important issuestto them during
the recent campaign.

Question four asked participants to rank thfee factors in
order of importance when voting for a canﬂidateTg The three
factors were party, issues and character.

Question five probed what sources of informétion wars ysad
to collect information on the candidates. Partiéipants ware
asked if they used five different gsources a 1:::1:,‘5 g little, or not
at all for information about the candidates. Thé BOUrCes were
radio, television, newspaper, direct mail, and pﬁblic debates.

Participants were then asked to name the caﬁdidates from the
Becond District's Assembly race Lo measure awareness and
political activity. The researcher then read a %omplete list of
the candidates before asking which two candidate% were favored.
Next, respondents were agked what issues from th% candidates’
campaignes stood cut.

Finally, participants were agked to identif? their party
registration and a final confirmation that they %oted wad onde

again requestead.
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Datza Analyeis Methods

This study was a probability study with a 7§percent margin
of error. With the assistance of Bob Wear, froméRowan
University's MIS Department, the researcher assiéned a numerical
and letter gynbol to the questions and responses; respectively.
Next, the rasearcher translated the responses in%o a format that
cculd be interpreted by the MIS system and proce%sed the sheets
into a raw data format. After referring back to%the original
survey, the computer translated the raw data int@ frequencies,
percentages, and cross tabulations.

Survey responses wers then compared with information gained
through a questicnnaire completed by campaign sfaff representing
the Demadratic and Republican Assembly candidates. Both parties

completed one survey for two candidates. Th%ir responses

included their campaign themes or the top three campalgn issues.
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CHAPTER IV

The survey compriged 127 respondsnts who an%wered "yes'" Lo
the preliminary question of whether or not they voted in the
Novenmbar 7, 1995 elsaction. .

When asked what were the top issues during %he recent
election, 68.4% provided specific issues, 19.9% éaid there ware
no issues and 9,2% said thevy voted based on the ﬁarty atfiliation
of the candidatez. Only 3 in 100 sgaid their vntés were primarily

influenced by the negative campaigms.

TOP ISSUE
Cﬁmnlatiﬁe Cumulative
Frequeno Percent Fraequenocy Percant
Party 18 9.2 18 9.2
Iscsues 134 €5 .4 152{ 77.6
None 39 19.9 191: 07.4

-Campaign 5

Frequency Missing = 1

Appendix B provides a more in-depth look at the issues named in
ragponse to question one.

The regearcher then named three factors thaﬁ could influence
2 vote: party, lssues, character. The participénts ware asked

te rank the three factors from most important to least important.
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Six in 10 ranked isgues ag most lmportant. ERougaly 3 in 10 said
character was mogt iwportant. Accordingly, only‘l in 10 said

party was the mogt ioportant Lactor.

DARTY - IMPORTANCE

ﬂumulatiﬁe Cuticlabive
Fraquanc Fardent Freguency Parcant
Most imp. 22 11.4 22 11,4
second EN 16.1 53 7.5
Third 11,9 61.7 172 . a9.1
Neutral 21 10.9 153 1.00.0

Frequency Missing = 4

Party wag ranked ae least important by 61.7%. Character was
cibed by 15.6% as least important and issues by‘#.?% of the
regpondents.

Next, five sources of campaign infcrmatian wers ogiven:
radio, television, newspaper, debates and directimail.
Participante were asked if they used =ach sourcega lot, a little,
or nobt at all as a source of campaiqgn infcrmaticﬁ. Only 2 in 10
gaid they used radic "a lot" ag a source of camﬁaign information.
Four in 10 said they used radio "a little" and cnz-third said

"not at ail.” Four participants did not answer this question.



RADTO TSAGE

Fredquana Percent
4 lot 44 22.8
A little 78 40 .9
Mot at alil 42 21.8

Cumulative

Fregquency

14
123

Cumulative

Bercent

22.8
£3.7
100.0

193

Frequency Missing = 4

The results showad that eggentlally cne-third used
television "a lot" ag a gource of campaign infarﬁatiun. Almost
hzlf usad television "a little." However, one in five said they
do not use televislon as a source of campaign inﬁormation.

all but 40% falid thev used newspaper "a lﬁt" as 3 source
of campaign information. Over one-third use new%paper "a
lictcle.m I

Cnly 6.2% sald they do not use newspapsr for campaign

information,

NEWSPAPER USAGE

Cumulati%e Cumulative
Fremqieng Percent Fregquenow Eercent
A lot 114 591 114 59,4
A little a7 34.7 181 83.58
Mot at alil 12 &2 100.0

193"

Frequency Miseing = 4



28

The data indicated that only 9.8% of the ﬁarticipants used
debates "a lot" as a source of campalgn information. Only one in

four used debates "a little," and nearly two thirds do nob uge

debares.
DEEATEES UEAGE
Cutvillatdsre Cumulative
Fredgquean Pergont Fraciiancy Percent
A lot 19 5.8 19 9.8
A little 48 24 .8 &7 3% .7
Mot at all 126 85.3 193 100 .0

Frequency Missing - 4

The regults showed that 17.1% used direatémail "a lot” as
a source of campaign information. Over half used direct mail "a
little."™ And 31.6% do not use direct mail.

The researcher then asked participants ifF tﬂey could recall
the names of the candidates who ran for New Je:séy State Assenmbly
in the Second Leglslative District. More than Qée-third were nob
able to name any of the five candidates. Six in Len were able Lo

name ond or more candidates. Three parbicipants did not answer

this question.



EECALL CANDIDATES

Cumiilative

Frequenc FPercent Fraguaocy
Mo 70 2.1 70
Yas 124 £3.%9 194

Freguency Missing - 3

28

Cumulative
Percent

Je.1
1on.o

Becausa the researcher anticipated a low name recall, the

candidates' names were read before sach participent was asked to

name the two candidates whom they favored. Tha fespandents were

then agked to ldentify the favored candidates.

lTom Foley wag menCioned by 20.5%. Barbara Fudgins was

gelected by 17 8%, Frank Bles was chogen by 28, 6%.

Een LeFevre

was menticonad by 28.9%. Kim Floriglic was selectad by less than

1%.

Eleven responsss were incomplete hecause the participants

did mot know the names of one or bovh of the candidates they

favored. Thege Lwo guestions were not angwered by 27.5% of the

participanta.
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FAVORED CANLIDATE

Cumulativre Comulative

Frequenc Percent Frecquency Parcant
Foleay Bb ig.a GG 28.8
Hudgins & 3.5 73 42.4
Elasa as 2.4 161 94.7
LaFavra G 3.5 167 98.2
Fiariglio 1 0.a 1448 . 98.8
Mot Sure 2 1.2 170 ; 100.0
Frequency Miseing = 27
OTHER CANDIDATE
Chapulativre Curirlative
Frequenc Eercent Freggencﬁ Parcanl
Boley 4 2.4 4 2.4
Hudgine 55 32.5 55 34.9
Blee g 4.7 &7 319.8
LeFavre 92 54 .4 159 D4 1
Fioriglio 1 0.8 160 gd 7
Not Sure 8 5.2 169 100.0

Freguency Misesing = 28

If the participants named one or two favﬂreﬁ gandidates,
they were asgked which issue{s) stood out from th? campaign(g) of’
the favored candidate{s). Lezss than 320% named sﬁecific igsues.,
The issucs mentioned dld not necessarily match tﬁe campaign

issues as identifiad by tha campalgn representatives. The number
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of matching responses was so insignificant that ?he responses to
question one {which issues were important) were integrated with
thege answers before a comparison was made betﬁeén actual and
perceived issues. As a resgult, this question dié not meast its
intended purpose: to determine which campaign issues were
remenbered. Instead, 1t complemented a guestion: researching
which issues were perceived as important. This @as done under
the assumption that issues mentioned in the lattér guestion were
deemed important.

Both parties said taxes was a campaign issu@_ Taxasy was
mentioned by 80 participants. The Democrats Dth%r two Issues
were working people and independent voices, whicﬁ ware mentioned
by 11 and 0, respectively. The Republican's othéar two issues
were spending cuts and crime reduction, which weﬁe mentioned by
12 and 13, respectively.

Over one-third did not identify any issues és lmportant.
Party affiliation was identified ag the determining factor by
28.3%, and negativity by only £%. Thisg questionéwas not answared
by 31 respondents.

Finally, respondentg identified their éarty

registration. Democrat wag gtated by 33%. Republicans
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reprasented 54.8%. Independents numbered 8% and 4.3% sald other.

Nine did not respond.

ISSUE ETOOD OUT

Cumulati%e Cumulative

Freguenco Percent Fraquencis Percent
Party 47 28,3 47 28.3
Tzzues 47 28.3 94 - Ba.6
Nene 62 37.3 156 894.0
- Campaign 10 6.0 166 - 100.0

Freguency Migsing = 31

Cross Tabulations
Questions one (top issue) and four (influenﬁial factors)
were cross tabulated to measure the consistency éf responses
regarding the influence of party affiliation. Tﬁe results showed
that 3.13% of the participants ranked party as the least
important factor and later identified party as tﬁe determining
factor. Of those who sald issues was the most iﬁportant factor,

only 4 in 10 identified specific issues of importance.
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PARTY IMPORTANCE / TOP ISSUE

Fragquandy
Percent
Row Poh ‘
Col PoL Parhy Issney None - Coampaign
! Total
Moet important 9 g 4 S 0.00 22
4.69 4.69 2.08 - Q.00 11.46
49,91 40.91 18.12 - 0.00
50.00 E.82 10.53 0.0¢
Segond 3 2D 6 1 30
1.56 10.42 3.13 o 0.52 15.63
1¢.00 £6.67 20.00 : 3.33
15.67 15.15 15.%9 25 .00
Thixrd & 171 P 2 119
1.13 44 .73 13.02 o 1.04 61.598
5.04 F2.27 21.01 1.68
313_.33 85.15 5,79 E0.00Q
Neutral 0 17 3 , 1 21
0.00 2.85 1.56 0.5z lD.34
0.00 84,95 14 .29 4.76
0.40 12.88 7.85 25.00
Total 18 132 38 : 4 182
9.38 68.75 19.79 . 2.08 1060.00

Fradquency Missing = 5

When cquestions 4 (influential factors) and 7b (issues stood
cut.) were cross tabulated, the results conflicted. Of the 47 who
regponded that they voted along party lines, 51% ranked party as

the least important factor.



Fraquenoy
Percent
Row EBct

Col Pt

Mcst important

Seccnd

Third

Neutral

Total

FPARTY IMDORTANCE / IGSGUE STDOD OUT

T mE W Er EE Em em N R ER RN EN A e e e Em Em R Er Er Em Em Em Em Em Em Em Em Em Em mim Em Em A

Mmoo mr omm Em o Em Em R R R AR Ll ¢ oy omm mm Em R M Em Em Em Em Em Em Em Em Em Am Em Em Em A e

Iasues None
2 2
1.23 1.22
10.53 10.53
4,26 3.29
8 9
4.91 5.52
29.63 23.33
17.02 15.25
32 38
19.532 23.31
32.4040 38.040
68.089 64 .41
5 10
3.07 6.13
2941 58.82
J0.64 16.95
47 h9
28.83 26.20

Frequency Missing =

34

Tatal
1s
11.545

27
ls.545

140
61.35

17
10.43

163
100.00



25

Findings
Campaign Messages and Appeals

* Nearly e0% prioritirzed lssues before party & cﬁaracter.
* When asked, threa in 10 did not identify any issuc as
important.

* Qver 10% 8aid partly was not a consideration.

# Wearly 5% #2aid character was not = conaideration.
Influence of Parxty Affiliarion:

* Whan sgked early in the survey which lssue was:impurtant, 1in
10 2aid they voted along party linesg.

* When asgked late in the survey which ¢ampaign,i%sue Btood out, 3
in 10 22id they voted along party lineg,

* Tronically, nearly 20% voted for cdandidates fr@m Lhe same
party.

¥ Only 11.8% split their votes.



Campaign Channels and Information

Nearly 4 in 10 do not uge radio.

Twe iln 10 do not use television.

Cnly &% do not ufe newspaper.

$ix in 10 use newspaper "a lot.T

Fewer than 1 in 10 uge public debates a lot.
Six in 10 do not use debates.

Half use dirsct mail "a little.m

Almost one-third do not use direct mail.

36
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CHARPTER V
Summary and Interpretation / Conclusion

This study determined what issuss, measages@and channels
were cfficacious in the 1995 State Assembly campgigns in New
Jersey's second legiglative digtrict, The author saurveyead 196
voters during a five-day period after thea genaral &lection to
ascertaln the information.

The study's accurady dapended on the vnteréiproviding
trubkhful regponges to the questions. With a marégin of error of
+/- 7 percent, this survey accurately indicated %ﬁte discribution
when compared with actual votes as reported by fhe Pregg of
Atlaptic Citwy.

Although many voters in this study attemptéd Lo minimizea
rheir tendency to vote [or a particular party, ﬁarty affiliation
ramalns an integral part of the campaign prucesé. The party vote
comes Lrom not only a heartfelt commitmenl to afparticular party,
but also a lack of knowledge or understanding Gé the issues.
Bvidence of this came from the votesrs in this s;udy who firstc

responded that issues were the most important fgctﬁr, bt later
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gaid they voted along party lines when askad to identify specific
iggues.

Party wvoters remain a stable voting block.  The inportancs
of the campalgn, then, ia Lo get party voters oub on Election Day
while spliciting enough swing wvores, or thogs not predecermined
by party affiliation, to win an &laction,

This study displayed that candidateg can win or 1088 an
election simply by having the most effective campaign. Wwhile
exewplary character, and favorable actions and vbting records
help candidates, they are not enough. This stud% Suggests that
the packaging of a candidate is more important than a candidate's
baakground.

During the election, the media and Demncratfparty sharply
crivicized Republicans for misrepresenting and distnrting Tom
Foley's votlng record. 1t appearsd, through telsphone
intarviewg, Lhat the more knowledgeable voters criticized
Republicang for using "dirty" campaign tacties.  In fact, one
vobter ¢lalmed te have voted for a Democrat for the first time as
a reasult of this campaign.

Convergely, Lhe less knowledgeable voters w%re more likely

to pick up and believe the messages as they hearid them.



The author gubjectlively classiflied Che voterd a3 more oOr
less knowledgealle, hased on conversatioms With,Ehe voters. In
the futurs, another study could determine or cla%sify voters
according o their knowledge level or awarenesgg about the

candidates and issues. This study did nct do that.
Practical Influence on Field

future campaign managers should cautiously use Che regults
of the study to construct messages and sclect chanmels. This
research was specific to the Assenbly race in Heﬁ Jersev's second
legislative distyict. The time and avents surrnunding the
election influenced the outcoma. These influential factors will
not be exactly replicated. One should conduct new res=arch to
determine cffective campaign practices based on‘ﬁircumstances at
the time of the study.

This study did, howsver, providae usatul information that can
influence formative campaign ressarch. Based on the resesarch,
voters ranked five sources of campaign informat;on from most to
least effective: nawspaper, talavision, radin,ldirect mail, andr

dehates.



10

Pre-campaign research can deberming what aré—: the hot iggueg
with voters, such as senior issues and Laxes. Candidates who
convey a popular stanae on btwo or three hol igswes will bhe more
effaective than candidates whao do not identify théir position on
the issues. While voters could nama igsuag that ﬁere important to
them, most were unable to name more than two iggueg addressed in
the campaigns.

This study also reinforced the importance aﬁ party
affiliaticon. While many voters claim not to voti along party
lines, the data disagresd. Accordingly, campaigne need Lo

inspire party members Lo get out and vote on election day.
Further Rescarch

A3 indicated throughout Chapter Five, severél studies could
further sxplors or epnhance this research. This sﬁudy did neot
attempt to explore the "why" behind the respunseﬁ, although it
was not uncommor for participants to share more ?nf@rmaticn Chan
requéegtad. One study might explore why certain %Edia were used
or votes were cast. In addition, one could repli?ate this study

in 10 years to measure change. To affectively repeat this study,

timing of the surveys is critical to participation and responses.
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All intervicws for thia study were conducted within five daye of
the clection. Toward the end, partic¢ipants appe%red laess
interesrted and more forgetful. & batter Cims £ ama might be to
complete the surveyves within 48 hours of the eleaﬁimnl

This survey required extengive calling nnrpgrt cf the
rescarcher. A group of proparly trained interviewers could
increass gffrciency. Bowavear, bto avaid skewing tae rasults,
inktercnder reliabilicy muat bhe present. Some answers (1.e.
impartant iggues) were discleosed only Lhrough probing by tha
intaerviewer, But it is critical that the interviewer doeg net
laad Che regponges.

The author did net fully explore one Queatiﬂﬂ in this survey
hacauvge of percelved impatience or resistance [rom parti¢ipantcs.
It appeared L[hal some participants started Lo loge ilnterest ar
became [rustrated when wzrez zcked to idarntify all Lour
candicdates. It was assumed that they reacted tﬂis way Lor two
razgong:  vobers were unconfortable or embarrassed DLecauwsa bhay
couldnt't identify zall the candidates or, this question radquired
myeh thinking and time. This guestion made thE:EurVEY longer
than expected. As a2 result, the auther mcdified Lle uedticn to

"identify a minimum cf one candidate.” A future study might



concentrata on respondents' sbhility to rzcall namnes and party

affiliation.
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. In vour opinion, what was the top issue during the most recent election?

1. {a} What action you would like on this issue?

', What other issue was wnportant to you? {Nane / Go To Question 4)

2. (a) What action would you like on this issue?

3. Isthere a third issue that was important to you? ‘ No/GoTod)

3. {3} What action would you like on this issne?

1. Y am going to read to vou three factors sbout the most recent campaign. When I #mish reading them, plsase tell
me which you consider the most important and the second most important. Ready?

_ Party __ Issues ___ Persomality Mark 1, 2, 3. UseGto indicate neutral or not a factor) "

5. MNow I am going to read to vou five sources of campaign information. After T read each one, please tell me
which source you nsed a lot, a listls, or not at all for information on the candidates. Ready?

Alot A little Not at all
Radio
Television
Newspaper
Public Debates
Errect Mail

[V

6. Can you identify any ofthe candidates who ran for State Assembly from your District?
ne yes (Let them recall. Please check all that apply)

Tom Foley _ Barbara Hudgins Frank Blee ___ Ken Leane _ Kim Fioriglio __

7. 1amnow going to read to you the names of candidates for the State Assembly. When I am finished, I 2m
gsoing to ask you which candidate vou favored the most. Ready?

Tom Foley  Barbara Hudgins Frank Bilee Ken LeFevre Kim Foriglio

7 (2) Whick candidate did you favor the meost?
7 (b} In your opinion, which issue from that candidate stood out?

7 {¢) Did you favor any of the ather candidates?
7 (d) Yo your opinion, which issne from that candidate stood out?

8. Piease tell me your party registration? (Let them identify)
Democrat Republican Independent N/A_ + Other
9, Did vou vore in this election? ves no

Thark you very much for your assistance.



Appondix B - Top Ten Issues

1. Lower Taxed . 39.0%
2. No Issues ; 183.7%
3. Hanest, Responsibhle Representaticn : 12.7%
4. Crime (Includes gqun control) : 11.7%
5. Party Support 10.7%
6. Local Issues 10.1%
7. School Tmprovemants : .6%
&. Strangthen Support for Senicr Cltizens : 7.1%
9. Avoid Medicars Cutg 7.1%
10. Negativa Campaigns ‘ 5.0%

This i‘nformation was compiles from +he rasovonses Lo :thE gquestion asking
whar three LsEUes were important to the participanrs. This data does not
include responses given for Question 7, rejarding the recollectinn of campaldn
igEues. A® oA rasult, the number of responsas for each lssue 13 Sifferent from
thoge listed in Chaprer IV.
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