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CAMPAIGN ADVERTISEMENTSVERSUS TELEVISION NEWS ASSOURCES OF
POLITICAL ISSUEINFORMATIONXINSHUZHAOSTEVENH. CHAFFEE

Abstract Relative contributionsof television news and
cam-paignadvertisingto U.S. voters' knowledgeabout candidate s-sue
differences are compared.Empiricalcomparisonsare basedon
interviewdata from six campaign urveysof voters, in variouselection
settings from 1984 to 1992. In hierarchicalregressionanalyses,
after controls for demographicand political interestvariables,
measures of attentionto television news consistentlyaccount for a
significantncrementof slightlymorethan 2 percentof variance in
issue knowledge. Parallelmeasures representingattention o
candidates' elevised advertisementsproducea muchmore
variablepatternin terms of varianceexplained in knowl-edge. Usually
the effects of advertisementsare less than thoseof news, and
sometimesthey are nonsignificant;but in one hotlycontested
ideological race the informativeeffect attributable
oadvertisementsexceeds that of TV news. These patternshold upafter
further controls for other media use variables,
includingnewspaperreading.A commonly repeated generalization n the
political communicationliteratureis Patterson and McClure's (1976)
conclusion that voterslearn issue information rom television
advertisementsbut not fromtelevision news. The two assertions are
often paired in syntheses ofthe literature(e.g., Diamond 1978;
Diamond and Bates 1984;Graber1989;Jamieson 1993;Kaid 1981;Krausand
Davis 1981;Nimmo 1978;O'Keefe and Atwood 1981). The study has been
cited at least 150times in academicjournals (Social Sciences
Citation Index 1976-93),includingrecent publicationsby political
scientists (Bartels1993;Fin-

XINSHU ZHAO is assistantprofessorof journalismand mass
communication t the Uni-versity of North Carolinaat Chapel Hill,
and STEVEN H. CHAFFEES Janet M. PeckProfessorof international
ommunication t
StanfordUniversity.PublicOpinionQuarterlyVolume59:41-65? 1995by the
AmericanAssociation or PublicOpinionResearchAll rights
eserved.0033-362X/95/5901-0006$02.50
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42 Xinshu Zhao and Steven H. Chaffeekel 1993);some mass
communication esearchersconsider it a "clas-sic" of the political
campaign iterature Weaver and Drew 1993).Often overlooked when
citing Pattersonand McClure'sconclusionsis the limited scope of
their study, conductedduringa single campaign(Nixon-McGovern, 1972
election) in a single county (OnondagaCounty,New York).
Subsequentvoter surveys have sometimesfoundlittle
correlationbetween knowledgeand attention o political commer-cials
(see, e.g., Drew and Weaver 1991), and others attribute
clearlearningeffects to television news (see, e.g., Bartels
1993;Drew andReeves 1980; Lasorsa 1986; McLeod and McDonald 1985;
Neuman,Just, and Crigler 1992; Sears and Chaffee 1979). Patterson
and Mc-Clure'sresult remainsprominent n the literaturemore because
it wasthe first to make an explicit contrastbetween learning rom TV
newsandads than because it is consistentwith most
subsequentstudies.The "rule" that ads are important o issue
learningwhilenews is notaffects both researchandpractice. Just,
Crigler,andWallach 1990),asone instance, decided in their
campaignresearch not to study televi-sion news at all. They
concentrated nstead on commercials(and ontelevised debates), citing
Patterson and McClureas justificationfortheir design. Diamondand
Bates (1984) reportedthat political cam-paign managers'beliefs
regardingtelevision news and ads are alsoaffected by the
Patterson-McClure onclusion, guidingdailydecisionsin
fieldcampaigns.The proposition that ads are more informativethan
news is notgroundedn any generaltheory (KrausandDavis 1981,p.
278).Indeed,it runscounterto many people's intuition-a featurethat
has probablyhelpedattractattentionto it. The more commonview of
politicalcom-mercials s probably hat of theprominentpractitionerwho
called them"the most deceptive, misleading,unfairand untruthfulof
all advertis-ing" (Ogilvy 1985, pp. 210-13).Broadcast
ournalists,while criticizedon many sides, are
generallyconscientious reporters who strive to be informative
(Halberstam1979).While local news programsmay
emphasizetrivialevents, politi-cal campaignsdo get considerableTV
coverage-partly, perhaps, inresponse to criticisms of television
news following the Patterson-McClurereport.To inferthatvoters do
not benefit fromfollowingthenews on television implies that this
extensive professionaleffortgoesfor
naught.Uncontrolledcorrelationalstudies suggest that TV newsis less
informativeaboutpolitics than are newspapers,but this resultdoes
not hold up with controls for measurementerror(Bartels 1993),prior
knowledge (Chaffee and Schleuder 1986; Chaffee, Ward, andTipton
1970),or questioningabout"attention"to TV news rather hanmere
frequency of exposure (Chaffee and Schleuder 1986;McLeodand
McDonald1985). Still, empiricalcomparisonsof ads versus news
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CampaignAds vs. TV News as Information Sources 43effects have
been outnumbered n the literatureby repetition of
Pat-tersonandMcClure'sconclusions, such as theirassertion (1976, p.
54)that network TV news is "simply not informative."Few surveys
have asked parallelquestions aboutTV news and ads,so thatany doubta
given study mightcast on one part of the contrastdoes not extend to
the other.' Almost all relevantcomparisonshavebeen one-campaign
andusually one-locale) studies,potentiallyas lim-ited in
generalizabilityas was the original.In this articlewe reportaseries
of surveys intended to test the generalizationwith data from
avariety of election settings, using measures designed to provide
aclearercomparisonof news versus ads as agencies of voter
learningabout political issues. Our general method is
correlational,and weinclude here an extensive set of control
variables. Individual differ-ences in knowledgemightbe associated
with differentialattentiontoeithernews or ads for reasonsquite
apart romthe effects of the latteron the former.
Knowledgeablepeople do, it is well established, seekfurther
nformation n areas where they are already expert (Sears
andFreedman1967).So do well-educatedpeople, and years of
schoolingis one of several controls that we routinelyenter before
our tests ofspecificeffects of TV news and ads. We also
enterstringentbehavioralcontrolswhere available,
includingotherkindsof political knowledge(apart romissue positions
of candidates)anduse of newspapers.

Study DesignOurproject began in the presidentialcampaignof
1984and includesfive additional replications in two succeeding
presidential electionsplus one prominentU.S. Senate seat
campaign.Most of these replica-tions have been conducted as partof
some largersurvey. For consis-tency, the analyses we reporthere
have been organized n line with acommonmodel specifiedfor this
study,but as in any secondaryanaly-sis there is variation n the
particulars.Details of the six surveys are described in
Appendixtable Al. Thefirstwas a survey of residents of Dane
County,Wisconsin (N = 416),in October 1984 and dealt with the
Reagan-Mondale ampaign.2Thesecond was a mail survey of newly
naturalizedAmerican citizens in1. Pattersonand McCluremeasured the
two independentvariablesquite differently,usinga
frequency-of-viewing uestionfor TV news, but merely inferring
xposuretoads on the basis of the amountof time the
personspentwatching elevisionduring hehours7:00-10:00P.M.2. We
thankJackMcLeod of the Universityof Wisconsin-Madison for making
hesedata availableto us. Some results from this survey are reported
n Owen (1991) andZhaoand Chaffee(1986).
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44 Xinshu Zhao and Steven H. ChaffeenorthernCalifornia N = 199),
conducted n October 1988and dealingwith the Bush-Dukakis
campaign.3The third survey was also con-ducted in 1988, just before
the November election, in Bloomington,Indiana (N = 252).4The
remainingthree surveys all took place inNorth Carolina.sNumber4 was
conducted in Orange County (N =318) immediately following the 1990
U.S. Senate election in whichSenator Jesse Helms was reelected over
Harvey Gantt.6Number 5was conducted in North Carolina's Research
Triangle region (N =360) in early October 1992, and number6 was a
statewide survey(N = 818)laterthatmonth, dealingwiththe
Bush-Clinton-Perot resi-dentialcampaign.This overall data set,
then, provides a heterogeneous sampling ofvoters in
dispersedlocales.8Whilerandomsamplingprocedureswereemployed in all
cases, representativeness s not of primaryconcernfor this
article;ourpurposeis to test relationships,not to
describeanyparticularpopulation.This cross-sectional design is not
the optimalmethodof testing forthe existence of media effects;
uncontrolled ndividualdifferences inknowledgeandin reliance on
televisionproduce spurious(usuallyneg-ative) correlations.Panel
studies providebetter evidence of informa-tive effects (see, e.g.,
Chaffee and Schleuder 1986; Chaffee, Ward,andTipton 1970;Neuman,
Just, andCrigler 1992).9But learning nflu-ences of television are
in principleassumed to exist, in the research3. The sampling rame
consisted of personswho had been naturalizedhrough he
SanFranciscooffice of the U.S. Immigration nd NaturalizationService
during he first6months of 1988. Otherresults from the survey are
reported in Martinelli 1993) andMartinelli nd Chaffee(in press).4.
The sampling rame was the telephonedirectory or the city of
Bloomington,whichincludes surroundinguralareas. We
thankProfessorsDan Drew andDavid WeaverofIndianaUniversityfor
making hese data available o us. Some resultsare reported nin Drew
and Weaver(1991), and in Zhao,Bleske, and Chaffee(1993a).5. Data
collection was partiallyfunded by a Junior Faculty DevelopmentAward
toXinshuZhao fromthe Universityof North Carolina UNC)at ChapelHill.
Theauthorsgratefully cknowledge he assistanceof
LeandroBatista,GlenL. Bleske, PrabuDavid,Sue Greer,and other
students n the UNC School of Journalism ndMass Communica-tion.6.
Some findingsarereported n Zhao et al. (1992).7. Some
resultsfromthe two surveysarereportedn Zhao, Bleske, andChaffee
1993b).Datafrom the 1992North Carolina tatewidesurveyare also
reportedn Chaffee,Zhao,andLeshner(1994).8. Use of
localsamplingrames s consistentwithPattersonandMcClure's
ingle-countysurvey,andwith most other tests of
theirconclusionscited here.A local survey,whileit lacks the
putativegeneralizabilityof a nationwidesample, covers a single
mediamarket,whichis the level at whichcampaignadvertisings
allocated.Hence it avoidsconfoundingdifferences n attentionto ads
with geographicaldispersionbeyondareasof campaign oncentration.9.
Pattersonand McClure 1976)measuredchanges, over a
monthlongperiod,in voters'confidence n theirknowledgeof Nixon and
McGovern's ssue positionsduring he fallof 1972.
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CampaignAds vs. TV News as Information Sources 45literature n
question; the issue we are addressingis one of relativestrengthof
effect, if any. The power of our design lies in
controlandreplication.We presumethat limitationsof this design are
equivalentfor TV news and ads.Ourorganizationof replicated surveys
is intended to yield roughlycomparablefindings, but exact
identicalityis impossible. Elections,mediaresources, issues, and
election-related ssue content in the me-dia differfrom one place
and time to another.Each survey involvedseveralcollaborating
esearchers,so each questionnaires the productof a unique
negotiatingprocess. Interviewerswere in some cases pro-fessionals,
and in others advanced students in research methodscourses.
Questionwordingand response scales differ somewhatfromstudy to
study, as do the control variablesavailableto us (see Appen-dix
tableAl for questionwordingsof majorvariables).10 hese opera-tional
variations mightpose a significantproblemfor interpretationfwe get
wildly differentoutcomes from the differentelections and
re-searchprocedures.If, on the otherhand,we findsubstantially
imilarresults, we could conclude that our findingsare robust,
dependingmore on what the surveys were measuring hanon exactly how
it wasmeasured.We will reserve these issues for
discussion,afterexaminingthe results.KNOWLEDGE MEASURESWe assume
that there exist substantive differences between leadingcandidates
or majoroffice on at least some policy issues.11Accuracyof
perceptionof these issue differences s ourdependentmeasure.
Thegeneralprocedureused throughoutour studiesis to ask, issue by
issue,which of two majorcandidatesthe respondentthinks is more in
favorof a given policy. Responses were scored 1 if correct, 0 if
incorrect orif no response was recorded.12Determinationof the
"correct" answerfor each issue was made a prioriby the
researchteam, then validatedin part by the responses.1310.
Completewordingof all variables s availableupon requestfromXinshu
Zhao.11.The issue knowledge tems in these surveys are based on
statementsmadeby candi-dates during he campaignsunder study, so we
are testingvoters' knowledgeof whatwas being said, not of what the
candidatesmay have "really believed" in some
moreexistentialsense.12. When the question asked for an explicit
comparisonon an issue where the twocandidatesdiffered,the response
"they have the same positions"was scored 0. Butwhen the
candidateswere located in the same category in responses to two
separatequestions hat didnot ask for a comparison,a partial core of
0.5 was assigned, sincetherespondentmayhave perceiveda degree of
differentiationwithinthe responsecategoryoffered. Parallelanalyses
using the alternativescoringof 0 points for these response"ties"
producedessentiallythe same results as in table 1.13. For almost
all items, more respondentsselected what we deemed the correct
re-
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46 Xinshu Zhao and Steven H. ChaffeeThe knowledge indices of
these studies range in reliability (Cron-

bach's alpha) rom .60 to .85, with a medianof .77 (see
AppendixtableAl). Differentialskewness is an unavoidableproblem.
The knowledgescores tend to bunch above the midpoint, while most of
the othermeasures n these studiesare eithernormallydistributedor
skewed tothe right.Differently shapeddistributionsattenuate
observed correla-tions, so ourempiricalresultswill tend to
understate he truecorrela-tions between knowledge and other
variables. Because of both mea-surement error and skew, proportions
of variance explained hererepresent ower-limitestimates.14These
factors are, however, approxi-mately constant across our
replications,and so long as they obtainequallyfor tests of effects
of TV news and ads, they should not biasthat comparison.TELEVISION
ATTENTION MEASURESCitizensare not wholly passive targetsof
mediamessages; some effortmust be made to acquire information. We
followed the findingsofChaffee and Schleuder(1986;see also McLeod
and McDonald1985),by askingrespondentsabouttheirdepthof
attention15to the two kindsof television content in question.sponse
thanchose any of the alternatives.Assumingthat our ownjudgmentas to
the"correct"answer o a given questioncouldbefaulty,we include n the
analysesreportedhere only those items. When the omitted temswere
included n an alternateversion ofthe analyses, the findingswere
almost identicalto those reported n table 1.14. Bartels(1993) ounda
greatdealof measurement rror n responsesto the question,"How often
do you watch the national network news on early evening
TV-everyevening,3 or 4 times aweek, once or twice a week, or less
often?" This errorattenuatedrawcorrelationsbetween
issue-differenceknowledgeand this "news exposure" item.The same is
likelythe case for our measuresof attention,regarding ither TV news
orcandidate ommercials.Forpurposesof the comparisonsn this
article,we assume thatrandomerror s approximately qualbetween
ourpairsof news and ads attentionmea-sures; wordingwas very
similarand the questionswerejuxtaposednear one another nthe
interviews. This assumption s supportedby Appendixtable Al, where
reliabilityscores are not consistentlygreater or either
channelacross the various surveys.15. We are assuminghere that
asking, "How much attention do you pay . . . ?stimulatesequallya
respondent'srecall of mentaleffortdirectedtowardnews and to-ward
ads. This may not always be the case. Televisionads in particular
re designedto evoke attention throughan autonomicorienting response
(Reeves, Thorson, andSchleuder1986).The same can be true of
captivatingelevisionnews visuals(Newhagen1990),but that is not a
typical element of political campaigncoverage.A respondentmay be
more aware, in recall, of intentionallyemitted behavior than of
autonomicattentionthat has been momentarilycapturedby
startlingstimulusdevices. Anotherpossible biasing actor is the
socialundesirability ssociatedwithadmittingo watchingtelevision.
If, say, attention o ads is perceivedas a more embarrassing
elf-report hanattention o TVnews, thistoo could
reducethecomparabilityetween measuresdespiteidentical wording.So
long as social desirabilityexercises a constant bias across
therange of self-reportmeasures for both news and ads, though, the
variancesremaincomparable or ourpurposes.
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CampaignAds vs. TV News as Information Sources 47CONTROL
VARIABLESIn all our surveys we controlled ormajorcorrelatesof
political knowl-edge, enteringblocks of six to nine
predictorvariables into the firstequationin multiple
regressionanalysis. Beyond the usual interest incontrolling or
extraneousinfluences,our objective was to equalize asmuch as
possible the conditions under which the two media effectswouldbe
tested from study to study. Variance and importanceof ex-traneous
influences can differ between elections and study popula-tions, so
the effect of a particular ontrolvariable s not constant.
Weattemptedto strike a balance between maximizing control
varianceand our need to maintaincomparability or the explicit
comparisonsthatare at stake in these analyses.We routinely ncluded
ikely control variablessuch as educationandage (in all six
studies), ability to speak English (in a survey of immi-grants),and
race (in the senatorialcampaign nvolvinga black candi-date). In two
surveys there was a measureof general politicalknowl-edge (i.e.,
not about candidates' issue positions), which provided
astringentcontrol. Wherethere was no such measure,we
addedothercontrols to account for furthervariancebefore testing the
media ef-fects. The result is a set of control blocks that account
for 27-30percent of the variance in knowledge (table 1).16This
procedure ofapproximately qualizingthe strengthof the base
equations (at a highlevel) rendersacross-studycomparisonsboth
interpretable nd conser-vative."7The full set of control variables
for each study is detailed insection 2 of table 1. The entries
there indicateonly the direction andthe significance,rather han the
magnitude,of each beta weight. Theseare not intended as tests of
hypotheses, only as controls before weexamine the
independentvariablesof central interest here.18ResultsSection 4 of
table 1 displays the hierarchicalanalyses that are mostcentralto
this article. The entries on each line indicate the additional16.
Controlvariables n otherpublishedstudies assessingmediaeffects on
issue knowl-edge (Chaffeeand Schleuder1986;Drew and
Weaver1991;Hofstetter,Zukin,and Buss1978;McLeod and
McDonald1985;Weaverand Drew 1993)have explained rom 0 to26
percentof the variance.17. If the varianceaccounted or by the
controlblock variedsignificantly cross studies,so wouldthe
residualvariance o be explainedby an addedmediavariable.Since
signifi-cance tests in hierarchical egressionare
calculatedagainstthe residualvariance, thiswould
confoundstatistical nterpretation.The control blocks in these
equationsrepre-sent a multiplecorrelationof at least R = .50 in
each case.18.Beta weightsin a complex multipleregressionequationare
confoundedby correla-tionsbetweenpredictors,whichcancreate
spuriouslyhighcoefficients n some instancesand suppressreal
relationships n others. Exact coefficientsfor all control entries
intable 1 are availableon requestfrom Xinshu Zhao.
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50 XinshuZhao and Steven H. Chaffeeamount of
varianceexplainedseparatelyby attentionto news or ads,afterthe
controlvariables have been accounted for.'9Ourmain com-parison is
between incrementalR2values (andassociated significancelevels) for
news andads withineach study.20 n table 1we have
testedeachincrement o R2againstzero, askingempiricallywhetherthe
inde-pendentvariablerepresented n the second equationaccountsfor
anysignificant esidualvariancein issue knowledge.These incremental
ests are not unambiguouslyndicatorsof causaleffects, nor even that
knowledge was gained specificallyduringthecampaignperiod. In the
first two surveys, however, we were able tocontrol for
generalpolitical knowledge;the results are similar to
thelatersurveys,which included no such control. Anotherconcern is
thatsomecandidates'positionson some issues maybe well knownto
somevoters beforethe campaign,or that they canto some extent be
inferredfrom knowledge of long-standingparty differences.
Cross-sectionalcorrelationscould be boosted if those who
alreadyknow the differ-ences between candidatespay more attention
to campaignnews andads. We note, though, that in a parallelfinding
roma 1992Californiasurvey(Chaffee,Zhao,andLeshner1994),neitherof
the two attentionmeasures(TVnews or ads)was a
significantpredictorof knowledgeofenduringpartypositions-whereas
thereverse-causation heorywouldhypothesize a very strong
relationship.Further, the beta weights inquestion were almost
identical for news and ad attention, suggestingthat the reverse
causal relation, if it exists at all, is no strongerfornews than
for ads. This result is in keepingwith ourworkingassump-tion
regardinguncontrolledextraneous factors.2' Any differences
wefindbetween news and ads are inconsistentwith
alternativeexplana-tions thatapply equallyto the two kinds of
television fare.EFFECTS OF TV NEWS ATTENTIONThe main results for TV
news are remarkablyconsistent across thesix studies reported n
table 1 (sec. 4). In each survey, the incrementto R2 attributable o
attention to TV news is statistically significant.2219.All beta
weights associatedwithsignificant ncrements o R2 n table1were
positiveand significantly reater han zero.20. Comparing ignificance
evels of increments to R2 across the six studies can bemisleading
ecauseof differing amplesizes. Comparing 2 itself,which s not a
functionof sample size, is moremeaningful.21. The null findings n
Chaffee, Zhao, and Leshner (1994)are not attributable o
mea-surementerror. The same study found that TV news attentionwas a
strong predictorof information boutthe three 1992candidates Bush,
Clinton,andPerot), althoughTVad attentionwas not.22. All
significant ffects of both TV attentionmeasuresin table 1
representpositivebetaweights.
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CampaignAds vs. TV News as Information Sources SiFurther, all of
the variance estimates testing the effects of TV newslie in a
remarkablynarrowrange:2 percentof the variance,or slightlyhigher.
Given the moderatereliabilityand negative skewness of
thedependentvariable,plus the stringentcontrol block, we should
con-clude that the attentiona personpays to campaignnews on
televisiondoes indeedenhancethe likelihoodof acquiringpolitical
ssue informa-tion. This resultclearly contradictsone
majorconclusion of Pattersonand McClure; t falls into line with the
studies that attributepositivepoliticallearningeffects to
television news. The finding s replicatedhere across a variety of
campaigns,settings, and survey procedures,with almostno variation n
the result.EFFECTS OF TV ADSCandidateadvertisingexhibitsa much ess
consistentpatternof effectsin table 1 (sec. 4). In half of the
surveys attentionto advertising s nota significantpredictorof issue
knowledge; n one election, though,theadvertisingattention
measureoutstripsthe news measure. This is the1990 North Carolina
election for the U.S. Senate, where incumbentSenator Jesse Helms
narrowly defeated his Democratic opponent,HarveyGantt. That race
gainednationalprominence;both candidatesreceived majorcontributions
rom outside the state, enablingthem topurchase considerable
television advertisingtime. Issue differenceswere extreme, Helms
beinga leader of the Senate's conservativeblocwhile Ganttwas a
blackchallengerandliberalby NorthCarolina tan-dards. It may be
noteworthythat this unusual result is found in theonly
nonpresidential lection amongthe six we have studiedhere.The
medianR2valueforadvertisingeffects in table 1is anincrementof about
1percentof the variance. On average, then, the effect of TVnews
exceeds that of campaignads.23This contradicts he second ma-jor
componentof the generalizationofferedby PattersonandMcClure.We
have, though, also found at least one campaign(Helms-Gantt)where
the empiricalresult is the opposite of the usual case; it is
simi-larly possible that Pattersonand McClure also happened to
study anelection in which campaignads were unusually
nformative.Thenext questionwe address here is the uniqueeffect of
each inde-pendentvariablewhen the other is controlled. This
comparison,pre-sented in section 5 of table 1, favors news over ads
in every instanceexcept the anomalousHelms-Ganttcampaign.Indeed,
that is the onlycase in which the residualeffect of ads is
significant,when the newseffect is firstcontrolled. The reciprocal
est, that of the residualeffect23. AlthoughR2 values are additive
and have a true zero point, the median
2-to-Inews-to-adsratioshouldnot be takenliterally, since both
estimates are attenuatedbyskewnessandunreliability.
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52 Xinshu Zhao and Steven H. Chaffeeof news when the
advertisingeffect is controlled,producessignificanteffects in most
of our studies. Overall then, while each channel canaddto a
generallearningeffect, it is normally he morestable,
institu-tionalizedchannel of news coverage that is more likely to
contributesignificantly.CONTROLLING FOR OTHER MEDIA MEASURESFive of
the six surveys in our data set measurednewspaperreadinghabits.
Whilenewspapereffects themselves are not of centralinterestin this
analysis, they offer a potentialchallenge to
ourinferences.Thenewspaperstandsas the most obvious
majorcompetitorto televisionnews, at least for the
attentiveaudience. A correlationbetween news-paper readingand TV
news/ads could confoundour comparisonre-garding he two television
sources of information.Five of the six surveys also
includedquestionsaboutfrequencyofexposure to TV news duringthe
campaign,and two North Carolinasurveys also includedquestions
aboutfrequencyof exposure to eachcandidate's advertisements on
TV.24 Other studies (Chaffee andSchleuder1986;Chaffee, Zhao, and
Leshner 1994;Drew and Weaver1991;McLeodandMcDonald1985;Weaver and
Drew 1993)often usesuch exposuremeasures for controland
comparisonwhen testingforeffects of attention.In section 6.1 of
table 1, newspaperreadingand attention,and TVexposuremeasuresare
addedas controls. These account for 1-6 per-cent (median2.4) of the
variance in knowledge. The newspaper ap-pears to be important n
almost all replications,the California mmi-grant survey being the
exception.25The impact of TV exposuremeasures, however, was less
clear. In none of these studies was theexposure index as strong a
predictoras the correspondingattentionmeasure datanot
shown).Comparing xposuremeasures or TV newsand ads (in the two
surveys where both were measured;table 1, sec.6) producesresults
consistent with the attention measures(sec. 4). Instudy 4
(Helms-Gantt,1990), both exposure and
attentionmeasuresindicatestrongereffects of ads, while in study5
each type of measuregives the advantageto news.In section 6.2 of
table 1, the residual effects of TV news and adsare estimatedafter
controls forall other mediameasures.26 hese addi-24. The
medianreliabilitycoefficient(Cronbach'salpha)across all
multiple-item xpo-suremeasureswas .70.25. Chaffee,Nass, and Yang
(1990) ound similarly hat televisionnews is a more mpor-tant source
of political nformation han is the Americannewspaper or recent
Korean-American mmigrants.26. This control s not only quite
stringent, t operatesmostly to erode the variancedue
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CampaignAds vs. TV News as Information Sources 53tionalcontrols
eave undisturbed ll the news-adscomparisonsdetailedin sections 4
and 5 of table 1. TV news maintains ts advantage overads in five of
the six studies. The increments to R2 attributable oTV news
attentiondecline somewhat, ranging rom0.8 to 2.0 percent(medianof
1.2 percent) comparedto the earlierequationsthat did notinclude
such close control variables. For TV ad attention,
varianceexplainedin this final set of equationsrangesfrom 0.1 to
2.2 percent(medianof 0.7 percent). Overall, then, none of the other
media mea-suresin these surveys explains away the patternof
consistentfindingswith regardto TV news in comparisonwith TV
ads.

DiscussionThis study is singularly ocused. It is a test
specificallyof televisionimpacton voter knowledge of issue
differences between candidates,not of influenceon
otherperceptionsof candidates,nor on directionalopinionsor voting.
It is explicitlya comparison,with some care takento employ
comparativemeasurement,of just two forms of campaigntelevision-news
andads. The total effects of all campaign elevision,including
interviews, debates, and discussion shows, and the largerimpactof
all mass media, remainfor other research to explore.The
audiencesurveyis not the only methodby whichthe institutionsof TV
news and candidate ads mightbe compared. Content analysisis one
alternative.27 efining he exact boundariesof "TV news" todaymightbe
problematic,but in principlecontent analysis can indicatehow much
issue information s available in each subchannelof televi-sion.28
Content-based inferences about learning are precarious,though,
unless one takes account of the greater credibilityof newsover ads
(Jamieson 1992;Straughan,Bleske, andZhao 1994).Anotherapproach s to
experimentwithpresentationof the same issue informa-tion in news
versus advertising ormats,as has been done with corpo-ratepublicity
messages (Salmonet al. 1985).Or one might study thepreceptsof
channelselection used by politicianswho want to empha-to the TV
news attentionmeasure,which is more likely to be correlatedwith
newspaperreadingand attention han is TV ad attention.While each
attentionmeasure s likelytobe correlatedwithits corresponding
xposure measure,there are exposurecontrolsforad attention n only
two studies;this is the case in five studies for news attention.27.
Pattersonand McClure 1976)examinedthe issue content of ads that
were shownin their areain 1972 and compared hemwith networkearly
evening newscasts. Theyfound moreissue information n the ads than
in those news programs.28. Our attentionmeasuresassumethatboth
campaignnews and ads normallycontaininformation elevant to policy
issues, although he exact amountor kind may vary. Ininstanceswhere
we canfindno effect attributableo a channel, t maybe that there
wasinsufficient nformational ontentin it.
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54 Xinshu Zhao and Steven H. Chaffeesize an issue difference, or
by voters who are seekinginformationonissues. The comparisonof
agencies of political learning s a rich ques-tion, not fully
addressableby any single form of research.While content analysis
investigates the availabilityof information,survey studies often
focus on the next stage of the communication,asking how effectively
information eaches the audiencethroughvari-ous
channels.Inthatregard his study yields substantial
indings.First,the resultsforTV news are highly consistent; the
particulars f a givenstudy appearto mattervery little in the
finalresult. The six surveyswere conducted under quite
differentconditions andemployed a con-siderablevariety of measures,
yet they almost all point in the samedirection.This findingextends
the conclusion from content analysisthat "patternsof
presidentialelection coverage are remarkablyuni-form" and "stable"
in successive elections, andacross differentareas(Graber1989, p.
207).Not only are our resultsconsistent, butthey are not trivial n
magni-tude. The contribution of attention to TV news represents
some 6percentof the total varianceexplainedby all the predictors n
our totalequations. This figurecould be multipliedfurtherif the raw
correla-tions were disattenuated for measurementerror (Bartels
1993). Wehave also not taken account of additional earningvia
interpersonalsources that are themselves informedby mass media. Our
findingstake theirplace alongsidea numberof other studies that
mightserveto rehabilitatehe low reputationof TV news in
manyacademiccircles.The result that does vary substantiallyacross
studies is the effectattributable o
campaignadvertisements.Commercials, n contrasttoinstitutionalized
elevision news, are generated sporadicallyby cam-paign staffs
dedicated to doing whatever it takes to win votes
(andattractcontributions).Campaignprofessionalsare constantly
devisinginnovative ploys in a competitive situation; advertisingis
only onechannelin a tacticalmix. Some candidatesmay use
commercialspur-posively to inform voters abouttheir issue
positions.29But that is nota stable, predictablepattern;a
campaignmanager or a winningcandi-date is as likely to be
admiredprofessionallyfor deft use of image-enhancingor personal
attack ads, or of direct mail and partisanap-peals, say, as for ads
that might enhance voters' issue learning.Televisedpolitical
advertising s not a channel to which the enlighten-ment of the
electorate can-or need-be entrusted.29. The winningcampaignsof
RichardNixon in 1972andof Jesse Helms in 1990usedTV ads to portray
iberalpositionsof their opponentsas extreme.The same, however,has
beensaidof GeorgeBush's 1988campaignJamieson1993), or whichtable1
reportsa more usual low-impactresult in two replications.Hence
issue-centeredadvertisingtactics alonewould not account for the
similarityof results betweenthe 1972Nixon-McGovern ace
(Pattersonand McClure1976)and our unique indingn the
1990Helms-Ganttrace.
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CampaignAds vs. TV News as Information Sources 57A. Information
Related to Table 1 and Appendix Table Al1. BASIC INFORMATION ON SIX
SURVEYS

Yearand month. Period when interviews were conducted.State, area
sampled,and specialfeatures. (1) Dane County, Wisconsin: n-cludes
statecapitalandUniversityof Wisconsin-Madison; (2)
CentralCalifor-nia region:newly naturalized itizens; (3)
Bloomington, ndiana,and environs:includes ndianaUniversity; 4)
OrangeCounty,NorthCarolina:ncludescities/towns of
Carrboro,ChapelHill, Hillsborough,andPittsboro,and
UniversityofNorth Carolina; 5) Research Trianglearea (20
cities/towns includingRaleigh,Durham, ndChapelHill),
NorthCarolina:ncludesstate capitaland hreemajoruniversities; 6)
North Carolina tatewide: he CarolinaPoll.Election. Presidentialor
U.S. Senatorialcampaignsetting.Prelpostelection. Time of interviews
relativeto Election Day.Number of respondents N). Completed
nterviewsused in the analysis.Samplingmethod. Rdm Dgt =
random-digit-dialingelephone sampling.Intrvl = intervalsamplingof
telephonebook (Indianasurvey)or of addresslist providedby
Immigration nd NaturalizationService(California
urvey).Interviewmethod. Via mailor telephone.Response rate. For the
Indianaand North Carolinasurveys, responseratewas calculatedby
dividing he numberof completed nterviewsby the
numberattempted.Responserates for
random-digit-dialingurveysareconservativeestimates,because an
unknownnumberof nonresponsesare nonresidentphones or notin
operation.The response rate for the 1984Wisconsin survey is
unknown.The bestestimateavailable s basedon nonrefusalrates of four
similarsurveysof otheryears (1979, 1986, 1987, 1989) n the same
county by the same class taughtbythe same instructor.Calculatedas
the numberof completed nterviewsdividedby the numberof peoplewho
answeredthe phone,these ratesranged rom 65to 71 percent.
AppendixtableAl reportsthe lowest estimate(65 percent).For the
California mmigrantsurvey, the numberof contacts cannot
becalculatedbecausethe Immigration ndNaturalizationService list was
some-what dated andundoubtedlycontainedsome
invalidaddresses;approximately3 percentof the
mailedquestionnaireswere returnedas undeliverableby theU.S. Postal
Service. Immigrantsare likely to move often in theirearly yearsin
the United States, andthere is no way to determinewhether the
persontowhoma questionnairewas addressed ever received the
envelope, opened it,orread it or its cover letter.AppendixtableAl
reportsthe minimum stimateof response rate,which is simplythe
numberof completedquestionnaireshatwere returned,as a percentageof
the numberof mailings that were not re-turnedby the postal
service.2. KNOWLEDGE MEASURES (APPENDIX TABLE Al)

Knowledge tem ormat. The formatof the issue
knowledgemeasures.Com-pare:relativepositionsof the candidateswere
calculatedon the basis of sepa-
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58 XinshuZhao and Steven H. Chaffeerate questions about each;
for example, "Please tell me where [RonaldReagan/WalterMondale]
stands with regardto each of the following state-ments." A sample
statement: "The Equal Rights Amendment to the
U.S.Constitutionshould be passed." Match:respondentswere asked to
matcheachpolicy statementwith the candidatewho was morelikely to
favor it; forexample, "Who is more likely to favor the
followingstatement? Moreareasshouldbe openedfor oil
drilling.'"Numberof candidates. The numberof candidatesaboutwhom
knowledgequestions were asked.Number of issues. Number of items
(policy issues) used to construct aknowledge ndex.

Cronbach'salphaand skewness. These statistics indicatethe
reliabilityanddeviationfrom a normaldistribution,respectively, of
each issue knowledgeindex. Negative skewness means that the
distribution s skewed to the left,with few cases at the low levels
and a meanthat is higherthan the median.

3. MEDIA MEASURESFor TV attention, newspaperreadingand
attention, and TV exposure, anemptycell indicatesthe variablewas
not measured n the survey.

Measurement. Three-dummy:three dummy entries represent a
four-category independentvariableset. One-item:one questionwas the
measure.Two-item:two responses, such as one for each candidate,were
summedtocreatethe measure.Response scale unit. Estimationtasks
asked of respondent.Attn.: "atten-tion" questions;for example, "How
muchattentiondo you pay to . .. a lot,some, little, or none?" Days:
numberof days questions;for example, "Howmanydays in the past week
didyou read . .. ?" Stories/Ads:quantityques-tions; for example,
"How many news stories/advertisementshave you seenon TV-many, some,
a few, or none?" How often: frequencyquestions;forexample,"How
often do you read ... often, sometimes,rarely,or
never?"Contentreferent.Candt.:candidate-specific;or example, "How
much at-tentiondidyou pay to the TV ads for Bush's
electioncampaign?"Campaign:refers to campaignbut not a specific
candidate;for example, "How muchattention have you paid to
television news about the campaign?"Politics:refersto
governmentorpoliticsingeneral,rather
hancampaignorcandidates;forexample,"How oftendo youread n
yournewspaper tories about nationalgovernmentandpolitics?" Natl.:
refersto national-levelevents;for example,"How many days in the
past week didyou watchAmericannationalnews ontelevision?" TV
news:refersto TV news ingeneral; orexample,"How manydaysout of the
last seven didyou watch local or nationalnews on
television?"Paper:refers to newspaperwithout specifying content;
for example, "Howmanydays in the past week did you read an
Americannewspaper?"Between-itemr. For indices based on morethan one
item, Pearson'sr is anindicatorof interitemreliability.In the one
case where there are three items,the meanof the threecoefficientsis
reported.
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CampaignAds vs. TV News as InformationSources 59B. Question
Wordings for Major Variables1. 1984 PRESIDENTIAL ELECTION, DANE
COUNTY, WISCONSIN

Issue knowledge. "For each statement . . . where (do) you think
RonaldReaganandWalterMondalestand?"(stronglyagree,agree,
disagree,stronglydisagree,or neutral)."The Equal RightsAmendment o
the U.S. Constitution hould bepassed.""The presentfederal
deficitwill not hurt continuedeconomicrecovery.""If necessary,
incometaxes shouldbe raised beforemaking urthercutsin
federalentitlementprograms.""The only way to preventnuclearwar is
to continuebuildingweapons, atleast at ourpresentrate.""There
should be a ConstitutionalAmendmentgivingthe states the rightto
restrictabortions.""Organizedprayershouldbe allowedin the
publicschools."Attentionto TV news. Threedummyvariablesbased on the
following ques-tion: "How abouttelevisionnews stories-Would you be
morelikely to paycloser attentionto a news story aboutthe
Reagan-Bushcampaignor a storyabout the
Mondale-Ferraroampaign?"(both equally,
Reagan-Bush,Mon-dale-Ferraro,neither-other).Attentionto TV ads.
Three dummyvariablesbased on the followingques-tion: "Whichtype of
television advertisementwould you be most likely topay
closerattention o, an adfor Reagan-Bush r an ad for
Mondale-Ferraro?"(both equally,Reagan-Bush,Mondale-Ferraro,
either-other).Generalknowledge.The following questionswere
asked:"Canyou nameone of Wisconsin's United States
Senators?""Whatpartydoes he belong to?""Canyou
nameWisconsin'sotherU.S. Senator?""Whatpartydoes he belong
to?""Canyou tell me the name of your U.S.
congressman?""Whatpartydoes he belong to?""Canyou tell me the name
of the candidate hat is
runningagainstyourcongressman?""Whatpartydoes s/he belong to?""How
long is the termof office for a U.S. Senator?""How long is the term
of office for a United States
Representative?"Self-reportknowledge."On a scale of one to ten
where one is VERY LIT-TLE and ten is VERY MUCH, how much would you
say that YOU knowaboutpolitics?"Newspaperreading. "How often do you
read in your newspaper. . . na-tionalgovernmentandpolitics?"
(frequently,sometimes, rarely,or never).
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60 XinshuZhao and Steven H. Chaffee2. 1988 PRESIDENTIAL
ELECTION, NEWLY NATURALIZEDCITIZENS IN NORTHERN CALIFORNIA
(SELF-ADMINISTERED MAILQUESTIONNAIRE)

Issue knowledge. "Whichcandidate avors more (Bush,Dukakis,no
differ-ence, or don't know):""Increase the
minimumwage.""Providemilitaryaid to NicaraguanContras.""Execute
convicted drug kingpins.""Requireteachers to lead Pledge of
Allegiance.""Restrict abortions n
Constitution.""Requirebalancedbudgetin Constitution."Build MX
missile system.""Increasebusiness income taxes.""Build the 'Star
Wars'defense system.""Provide for prayer n schools in
Constitution.""Give tax incentives to oil industry.""Providehealth
care for every American.""Restrictownershipof
handguns.""StrengthenconventionalU.S. military orces.""Restrict
imports.""Do more for affirmativeaction.""Raise taxes on the
rich.""Fightcommunistexpansion.""Fundmoreday
careprograms.""SanctionsagainstSouth
Africa.""Restrictimmigration.""Lower
unemployment.""Reducetaxes.""Reduce militaryspendingas much as
possible.""Appointliberal udges to the SupremeCourt.""Provideequal
rightsfor women in Constitution."Attention o TVnews. "Indicatehow
much attentionyou have givento U.S.nationalpoliticson television"
(scale0-3, where 0 means "no attention"and3 means "very
much").Attentionto TVads. "For each of the following, indicatehow
much atten-tion you have given to it on television" (scale 0-3,
where 0 means"no atten-tion" and 3 means "very
much"):"Commercialsor Bush""Commercials or
Dukakis"Generalknowledge."Give the name andpoliticalparty of the
following:""Governorof California""U.S. Senator from Californiawho
is running or reelection""OtherCaliforniaU.S. Senator"
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CampaignAds vs. TV News as InformationSources 61"Governorof New
York""Whichpartyhas the most members n the House of Representatives
nWashington?""Whichpartyhas the most members n the U.S. Senatein
Washington?"Newspaperreading. "How many days in the past week did
you read anAmericannewspaper?"(fill in answer).Attentionto
newspaperstories. "Indicatehow much attentionyou havegivento U.S.
nationalpolitics in the newspapers"(scale 0-3, where0 means"no
attention"and 3 means "very much").Exposureto TVnews. "How many
days in the past week did you watch

Americannationalnews on television?" (fillin answer).3. 1988
PRESIDENTIAL ELECTION, BLOOMINGTON, INDIANA

Issue knowledge."Whichcandidate,GeorgeBushor
MichaelDukakis,hassaidhe . . .""favorsa legalban on
abortion?""favorsthe deathpenalty?""opposes aid to the Contrarebels
in Nicaragua?""favorstimefor prayer n schools?""favorscuts in the
star wars program?""favorsrestricting mportsto reducethe
tradedeficit?""favorsreducedspending n generalfor the
military?""favorsmorespendingon social programs?"''opposes an
increasein the minimumwage?""Whichvice
presidentialcandidate"authoredajob trainingact?""has been accusedof
acceptingfundsfromimportantpeoplewho werethenpermitted o attenda
breakfastmeetingwith him?"Attentionto TV news. "How much
attentiondo you pay to news storiesaboutthe
presidentialcampaignwhen you see them on television news?" (alot,
some, a little, none, DK/NA).Attentionto TV ads. "How much
attention,if any, have you paid to thecampaign ommercialson
televisionduring hepresidential ampaign?" a lot,some, very little,
none, DK/NA).Newspaperreading."Abouthow manydays a week do you
reada non-local

paper,such as the LouisvilleCourier-Journal,he IndianapolisStar,
the WallStreetJournal,or the New YorkTimes?"Attentionto
newspaperstories. "How muchattentiondo you pay to newsstories about
the presidentialelection campaignwhen you read the paper?"(a lot,
some, a little, none).Exposureto TV news. "How many days a week do
you watch a nationalnetworknewscast, such as ABC, NBC, CBS, or CNN
on television?"
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62 XinshuZhao and Steven H. Chaffee4. 1990 U.S. SENATOR
ELECTION, ORANGE COUNTY, NORTHCAROLINAIssue knowledge."Wheredo you
thinkHarvey GanttandJesse Helms standon the following?"
(stronglyagree, agree, neutral,disagree,stronglydisagree,don't
know):

"Education should receive more federal funding.""The federal
governmentshould increase spendingon defense.""There should be
tougher aws prohibiting ndustrialpollution.""The
government'swelfarespendingto help the poor should be
de-creased.""It should be guaranteed hat a certainproportionof job
positions go tominorities.""A drug-related illing should be
punishedwith the death penalty.""Women should have the legal right
to stop a pregnancy."Attentionto TVnews. Two questions, one for
each candidate:"When yousaw these televisionnews stories on the
(Helms/Gantt)campaign,how muchattentiondid you pay to them?"
(close, some, little, not at all).Attention to TV ads. Two
questions, one for each candidate: "When yousaw these
(Helms/Gannt)commercials,how much attention did you pay to

them?" (close, some, little, not at all).Exposureto TVnews. Two
questions,one for each candidate:"How manynews stories about the
(Helms/Gantt)campaigndid you see on TV-many,some, a few, or
none?"Exposureto TVads. Two questions, one for each candidate:"By
the timethe election was held, how manyadvertisements or the
(Helms/Gantt)cam-paigndidyou see on TV-many, some, a few, or
none?"5. 1992 PRESIDENTIAL ELECTION, RESEARCH TRIANGLE AREA,NORTH
CAROLINA

Issue knowledge. "Which candidate, George Bush, Bill Clinton,or
RossPerot, is morelikely to favor the followingstatements?""Taxes
shouldbe increasedonly for the
richestAmericans.""Federalgasolinetaxes should be increasedby 50
cents to pay for build-ing new roadsandbridges.""The United States
shouldgo slow in cuttingemissions to protecttheozone layer.""A
Constitutional mendment hould ban abortionsexcept in cases wherea
mother'slife is in danger.""People with
incomeshigherthan$25,000shouldpay income taxes ontheir Social
Securitybenefits to help cut the budgetdeficit.""The capital
gainstax should be cut in half.""Militaryspending:The defense
budgethas been cut as much as itshould."
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CampaignAds vs. TV News as InformationSources 63"The
governmentshould pay college costs for young people who are
will-

ing to repay the debt with public service."Attentionto TV ads.
"During he past severalweeks, whenyou saw televi-sion news programs
hat covered the candidates'positions on issues facingthe nation,
how much attentiondid you pay to them?" (close, some, little,not at
all).Attention o TVads. "During hepast severalweeks, whenyou
sawpoliticalads thattalked about importantssues facingthe
nation,how much attentiondidyou pay to them?" (close, some, little,
not at all).Newspaper reading. "How many days a week do you
readabout electionnews in a newspaper?"Exposureto TV news. Three
items, one for each candidate:"How manynews storieshaveyou seen
onTVthat talkedabout(GeorgeBush/BillClinton/Ross Perot's)
positionon importantssues-many, some, a few, or none?"Exposureto TV
ads. Two items, for two candidates(Ross Perot was
notincludedbecausehe hadjust announcedhis reentryinto the race but
had notyet releasedany advertisements):"How manytelevision
advertisements or(Bush/Clinton)have you seen that
emphasizedimportant ssues facing thecountry-many, some, a few, or
none?"6. 1992 PRESIDENTIAL ELECTION, STATEWIDE SAMPLE OF
NORTHCAROLINA

Issue knowledge. "Which candidate is more likely to favor the
followingstatement?"(Bush, Clinton, Perot, none of them, all three
equally, don'tknow, no answer):"Taxes shouldbe raised for those
households who earn morethan$90,000a year.""The
federalbudgetdeficit should be reduced by imposinga 50 cent per

gallonincreasein the gasoline tax over five years.""More
areasshouldbe opened for oil drilling.""A Constitutionalamendment
hould ban abortionsexcept in cases wherea mother'slife is in
danger.""The nation shouldhave universalhealthcare paid for by
employers.""The capital gainstax should be cut in half.""The
governmentshouldpay college costs for young people who are will-ing
to repaythe debt with public service."Attention to TV news. Two
items, one for each candidate:"How much

attentionhave you paid to television news coverageaboutGeorge
Bush/BillClinton?"(a lot, some, only a little, not at
all).Attentionto TVads. Two items, one for each candidate:"How much
atten-tion have you paid to television commercials or
GeorgeBush/BillClinton?"(a lot, some, only a little, not at
all).Newspaper reading. "How manystories about the election have
you readin the newspaper?" (a lot, some, only a few, or none at
all).
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64 Xinshu Zhao and Steven H. ChaffeeExposure to TV news. "How
many days out of the last seven did you watchthe local or
nationalnews on television?"
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