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This thesis explores the use of market research in
politics. Specifically, it provides an historical and
contemporary overview of its use in American and Canadian
election campaigns.

The thesis has three main objectives:

(1) To show that research is an integral component of modern
day election campaigns;

(2) To show that the increasing use of research in modern
day election campaigns is a direct reflection of the
rising prominence accorded it by ad agencies, and
therefore 1is another example of mass marketing
techniques moving from product campaigns to political
campaigns; and

(3) To explore the implications of research in political
campaigns.

The objectives are met by examining a variety of
political and marketing literature. Three case studies, all
late twentieth century election campaigns, are also
presented as further illustration of the themes expressed in
the literature. The case studies include the 1988 U.S.
Presidential Election, the Canadian General Election of
1988, and the British Columbia Provincial Election of 1991.

Both the literature and the case studies document that
modern day election campaigns depend heavily upon market
research methods and techniques, even if their use cannot be

= =

iii



factored intc the eventual outcome of a campaign. The
research also indicates that its use by politicians is a
direct reflection of the rising prominence accorded it by ad
agencies over several decades of product marketing.
Arguments for and against the use of research in
politics lack any empirical evidence to support their cause,
but the ultimate concern by all is whether such research is
hurting or enhancing the democratic process. The final
conclusion in this thesis is that it appears impossible to
conduct our political business any other way in the late

twentieth century.



the seven preparatoryv steps the modern candidate

- -

takes:

(1)Set out to discover what voters want; (2) Extensive
polling; (3) Study of demographic trends; (4)
Sophisticated interpretation of in-depth voter
interviews:; (5) Analyze results; (6) Discover that what
the voters want is a candidate who doesn’t need to do
steps one through five; (7) Pretend you didn’t. The
chastened politician tells his assembled throng, "I

follow my conscience.”

-Political cartoonist Tom Toles
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INTRODUCTION

The diffusion of mass marketing techniques to the
political arena is a subject which has received significant
attention in recent years. Primarily this discussion has
revolved around the use of political advertising in election
campaigns, and whether or not the use of such advertising is
a threat or an enhancement toc the democratic process.
Questions that are asked of advertising generally are
reformulated and asked about in relation to its role in
modern day election campaigns: what "effects" does
advertising have on the voter? can more or "better”
advertising cause one candidate to win over another?

The debate rages on, Jjust as it does for advertising
generally, but what has been noticeably absent from the
debate is any discussion of the strategy on which the
advertising is formulated. Advertisements do not drop out
of thin air, either for products or politicians; they are
based on systematic, often scientific, research. If they
were not, any debate about advertising at all would be
bogus. As Leiss, Kline and Jhally have noted in Social

Communication in Advertising, "advertising uses consumer

research . . . and recycles it as the strategy, form and
content of advertisements."l In politics, those consumers
are voters, but the purpose of that research is the same.
Which is why it is an area worthy of study. The fact
that it has largely been neglected until recently is perhaps

1



due to the fact that its presence is almost invisible to all

except those who are immediately concerned with it. Its use

in the marketing mix has been quiet, but pervasive. This is
in direct contrast to the ads themselves which, by their
very nature, attract attention, not only among consumers and
voters, but among those who like to study such things. It
has left the student of both marketing and politics with the
impression that ads do fall out of thin air, and that if
only we understood how the "end product" (the ad) works, we
would understand the whole cycle between consumer/voter and
purchasing/voting decisions. We’ve spent so much time
studying the end, we’ve neglected the beginning. The dearth
of literature in this area attests to that.

This thesis, then, is a small attempt at rectifying
that imbalance, at letting research share in the limelight
of controversy for awhile. It has three main goals:

(1) To show that research is an integral component of modern
day election campaigns;

(2) To show that the increasing use of research in modern
day election campaigns is a direct reflection of the
rising prominence accorded it by ad agencies, and
therefore is another example of mass marketing
techniques moving from product campaigns to political

campaigns; and



(3} To explore the implicatiocns of research in peolitical
campaigns.

It should be clarified at the onset that research, in
the context of this thesis, is defined as primary research
conducted on behalf of a political party or candidate prior
to or during an election campaign forrthe purpose of winning
that campaign. It includes research prior to the "official"
campaign, that is, after the writ has been dropped, because
it is a rare campaign nowadays that doesn’t start as early
as funds will allow, the day after the previous election if
possible.

For purposes of this thesis, there are also several
types of research associated with political campaigns that
will be excluded from discussion. This is not because these
areas are unimportant, but simply because of the time and
space limitations necessitated by a thesis.

The first of these exclusions is research conducted by
governments in power at taxpayers’ expense and then used for
partisan purposes during election campaigns. This is a
practice becoming extremely common and increasingly
scrutinized.

The sécond is research conducted by media outlets
during election campaigns. As we are all aware, media
regularly conduct their own polls on political parties and

candidates, and the controversy surrounding this practice is



extensive. This thesis will discuss aspects of media, but
only as it relates to research initiated by the candidates
and parties themselves. While there are many ethical issues
around this relationship that are similar to those raised by
media originated polling, there are some significant
differences. For example, whether or not the media is
indeed "manufacturing®” its own news is a source of
continuing speculation.

The remainder of this introduction, then, elaborates on
the importance of research in election campaigns. It will
show that its current role in political campaigns was
precipitated by an ever expanding role in advertising
agencies, because as Leiss, Kline and Jhally have again
noted, "ad agencies were pioneers in marketino research and
thus, not surprisingly, the first group to apply marketing

research tools to the political arena."? Larry J. Sabato in

Media Technology and the Vote concurs with this statement:

Most political technicians trace the advances in
political polling, direct mail, demographic precinct
targeting, and most media innovations to the private
sector, whose marketing needs financed volumes of
research and much trial-and-error experimentation.

- . - . Consultants borrowed heavily from business
technology. 3

The implications of this "borrowing” are the main
subject of Chapter Two. Here, I will provide an overview of

the research technologies and methodologies currently used
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in politics, followed by the main arguments for and against
their use.

As noted earlier, much of the controversy is similar to
that surrounding advertising itself. It should be noted
here, however, that I will not be providing a critique of
the methodologies themselves, i.e., whether or not one
method is more "statistically valid" than another, for
example. While it is true that much of the debate about the
use of research in pelitics revolves around this question
and ones similar to it, it seems to me these finer points
should be debated by the researchers themselves, people much
more gualified than I to make such judgements. For purposes
of this thesis, the fact that such technologies and
methodologies exist at all and are used in as serious a
venture as election campaigns make them worthy of discussion
about a whole host of issues separate from whether they
contain "sampling errors®™ or "systematic bias.”

Chapter Three of the thesis provides a look at the
evolution of research in politics, reflecting the continued
"borrowing” from the private sector that was referred to
earlier. It provides an historical review of major
technolegical innovations in research and the political
campaigns in which they were employed. The presence of the

ad agencies is seen to be always hovering nearby. We see



how they become indispensable enough to merge into a new

breed of "market advisor® - the political consultant.

The role of this new consultant and the various genres

it has spawned in current elections is the

subject of the

fourth chapter. This chapter presents three case studies,

all recent elections, which highlight the degree to which

modern election campaigns have come to see

research as an

integral component in the fight for victory at the polls.

The three campaigns reviewed as case studies include

the American Presidential Election of 1988,

the Canadian

General Election, which took place the same year, and the

1991 British Columbia provincial election.
The two general elections were chosen

they were won by the "right-wing" parties,

primarily because

namely the

Republicans in the U.S. and the Conservatives here in

Canada. There is a general feeling expressed in the

literature that such parties have led the way in the

transferral of mass market techniques to the political

arena. The myth is that such parties have

adept at this, especially the Republicans,

been particularly

given their

historically close ties to Madison Ave. Critics charge that

this adeptness is responsible for the wins
But is it? An examination of the American

especially telling in this regard as it is

appear to be a*t the forefront of political

of these parties.
election is
the Americans who

innovations.



Conversely, the B.C. provincial election was chosen
because of an electoral win by the New Democrats, the "left-
wing"™ party in Canada. An examination of this election
illustrates two points: one, that the use of any technology
is, to coin a phrase used by a number of authors,
¥politically neutral,” and thus not associated with any
ideology, and two, that there are many factors in an
electoral campaign which contribute to its outcome, research
being only one of them.

As we will see, this will be the common thread
throughout all the case studies, for as Leiss, Kline and
'Jhally again note, "there are no guarantees of success . .
but after all, this is the lesson found in the marketing

record itself . . . .n%

The Purpose of Research

As stated earlier, the primary function of research is
to provide a basis for communication strategy, a strategy
that will either help sell a product, as in the case of
marketing generally, or in politics, help elect a political
party or candidate.

This goal is not a covert one, either in the marketing

of politics or products. Leiss, Kline and Jhally have noted

that:



. . . two fundamental purposes of all advertising and
marketing research: (1) to understand how consumers
experience the meaning of products and how they
formulate the intention to purchase; and (2) to
construct persuasive communications strategies on the
basis of that understanding that will reach the inner
experiences of persons.

In Media, Technology and the Vote, Stephen E. Frantzich

notes that "research . . . serves as initial steps for
targeted communications . . . .16

rIn fact, ad agencies themselves, whom we accept as
providing the model of persuas’ve communications for the
political arena, have integrated research to such an extent
that its presence exists throughout the entire advertising
and marketing process. To reflect its current prominence,
the research departments themselves are now being renamed
"Strategic Planning," reflecting some advertisers’
convictions that communications strategy without research
could result in "a big idea about the wrong thing and lead
to irrelevant brilliance."”

This conviction has also been made manifest in agencies
by physically moving research staff into creative
departments, staff that is often recruited from graduate
schools in the social sciences. It appears to be a natural
progression for such students, given that many ad agencies,

primarily in the U.S., have ongoing relationships with



universities for purposes of either consulting or joint
research projects.

This practice is not new, for as we will see in the
chapter on the history of research, Professor George Gallup
was recruited by Young & Rubicam in 1929 to found the first
agency research group in the U.S. In recent years, American
agencies like Ted Bates have worked with the music and
marketing departments of Columbia University and
participated in psychophysics (brainwave activities)
research at the State University of New York.® Another ad
agency, D’Arcy, McManus & Masius, have arrangements with
several universities as consultants in special areas
including statistics, psychology and sociology.?

Clearly, advertising agencies take research very
seriously. 1In fact, in order to compete with the ad
agencies’ ability to provide clients with both research and
advertising services, research firms are now expanding to
include all aspects of marketing. This is especially true
in Canada where there are just too few general elections to
support full-time political consultants, making competition
especially keen among all slices of the marketing pie.
Interviewed by Claire Hoy in Margins of Error, Michael

notes that:

=3

‘Marzolini of Insight Canada Researc

We take it into communications strategy, almost the
public-relations area, in making use of the numbers.
It’s just not enough to go out and do a poll and say,
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’Well, 42 per cent of the people think you‘re a jerk.’
What you have to be doing is to find out that while 42
percent of the people think that now, you can get that
down to 28 percent if you do certain things. . . . We
put together everything from computer graphics,
strategy maps, poll-by-poll analysis, social
demographics . . . pretty much a campaign blueprint.
This is what you do: you follow it from page 1 to 45,
you go to these places I tell you to go to, you say

these things.1
Conversely, although Martin Goldfarb, known in Canada as
the "Liberal Pollster," does mostly corporate work:
The bulk of his (Goldfarb) business then (as it still
is, in dollar terms) was corporate work. . . . He
inspired several well-known commercial campaigns, among

them: "We Care About The Shape You’re In," for
Wonderbra, "It’s Ours," for Petro-Canada, and "Ford Has

A Better Idea,"™ for the Ford Motor Co.1l1

In the ultimate manifestation of who’s doing what for whomn,
or as Randall Rothenberg has noted, "a classical reversal,"
*many pelitical strategists are now crossing dver to the
corporate sector, claiming if they can sell politicians,

_they can sell products.l?

The Goals Of Election Campaign Research

Having established that research is indeed, the basis
of persuasive communications strategy, our next step is to
ask who such strategy is aimed at, and why it is so

important during elections.
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Research during poliéical campaigns is socught from a
well defined and targeted group of people. Specifically,
they are individuals who are either undecided or likely to
change their vote before election day. Their opinions are
sought, and their psyches probed, to try and determine what
~could persuade those individuals to vote in a certain way.

Obviously, such Y"switchers" (also referred to as the
"swing vote™ and the "alienated voter") do not constitute
the entire electorate. Due to a variety of factors,
primarily party loyalty, the majority of individuals do not
change their vote during an election campaign. For those
that do, however, their impact can be staggering.
Commentators have noted that elections can be decided by
only a 3% swing in the total vote.l3

Another point to note about the swing vote is that
their numbers appear to be increasing, especially in the
U.S. As Larry Sabato again notes:

While it is still true that most voters . . . have

their minds almost made up before the campaign even

begins, it is also true that in just about every
election, as much as a third or even more cf the
electorate is honestly uncommitted or switchable, and

Fhat §u§ber.may be growigg as the strength of party

identification declines.

In a recent seminar sponsored by the U.S. magazine

"Campaigns and Elections,® delegates were told to "assume

three-quarters of the electorate are empty vessels waiting
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to be filled . . . ."1% While most of the literature would
be unwilling to concede that the swing vote has reached
those proportions, the statement illustrates the fact that
elections are becoming more of a wildcard. Obviously, those
who orchestrate campaigns will call upon anything to reduce
the odds of losing. Research has coﬁe to be seen as a bona
fide way of doing that.

Research is also very important during elections,
however, for the "campaign within a campaign," also known as
the "metacampaign.™ This campaign sees the primary target as
the media and releases the results of privately commissioned
research in an effort to get favourable publicity. It’s a
practice referred to as "priming" and as noted in Media
Technology and the Vote, "is done by building upon data from
public opinion polls and focus group testing, which form the
basis for "agenda packets" - press releases, flyers,
videocassettes . . . designed to reshape political
discussion.®16

As will be seen later in this thesis, it is this
"priming” which has proven to be one of the most
controversial subjects concerning the use of research in
modern electoral campaigns. For example, Dan Nimmo states
that research used in this way are "tools of propaganda as
well as information,"17 and Claire Hoy has noted that "media

use polls to determine what issues or people to cover.n18
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Summary

Research today is seen as the basis for persuasive
communications strategy, whether we are discussing product
or political marketing. During election campaigns, its goal
is to solicit information from swing voters in an attempt to
win that campaign. The remainder of ﬁhis thesis will

document just how that goal has been achieved.
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CHAPTER TWO
A CONTEMPORARY OVERVIEW

PART 1
ETHODOLOGIES AND CHNOI.OGIES

It seems prudent before discussing the implications of
the new technologies and methodologies to review just what
those are. The term research, even expanded to political
marketing research, doesn’t reveal what is currently in use
by its practitioners. I will not pretend that this is an
exhaustive list, for innovations in this field are taking
place at a staggering rate, but it does at least attempt a
brief overview of thcse techniques in use up to and
including the elections described in the case studies.

An outline of the current techniques will fulfil two
purposes:
(1) To familiarize the reader with the techniques that are

currently being scrutinized in this chapter, and
(2) To expedite the understanding of such techniques as

applied in the case studies, thus preventing a "start

and stop" approach in describing the elections and

stopping to define the techniques.

To help provide a framework for the methodologies and
technologies that will be discussed, it’s useful here to

16



provide a definition of research as it applies to the
collection of primary data. Unfortunately, the literature
does not provide such a definition as it applies
specifically to the political arena, so as with much from
political marketing, we will borrow from marketing
generally. |

In their book, Strategic Marketing For Non-Profit
Ofggnizatiogs, Philip Kotler and Alan Andreasen define
marketing research as "the planned acquisition and analysis
of data measuring some aspect or aspects of the marketing
system for the purpose of improving an organization’s
marketing decisions.} They go on to note that the methods
constituting such research can be very diverse.

That diversity extends to the political arena, for
there are few, if any, techniques applied in that arena

which did not arise first from product marketing. As noted

in Media, Technology and the Vote,

Political campaigns rarely involved new uses of
communications technologies. What becomes "new" in
politics has long since been proven in the nonpolitical
marketplace. As journalist James Perry noted in The
New Politics as early as 1968, "It’s not show biz
that’s taking over in politics, it’s industrial and
business technology.?

Helping in that takeover have been research technigques
originating in the social sciences. Combined with new

technologies, the two are helping to blur the distinction
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between the traditional "categories" of research:
qualitative and quantitative. Many of the newest companies
involved in the collection of data are pursuing both and
combining them in innovative ways to provide complex
demographic data to their clients.

Here, then, is a list of what’s "hot™ in the research
Vﬂcircuit. As noted in the introduction, it will then be
followed by the defences and criticism levied against the

use of that research in politics.
ti i Research

Although as stated earlier, the delineation between
qualitative and guantitative research is breaking down, the
collection of most data can still be classified as in one
camp or another. For purposes of this thesis, they are also
‘useful cateéories for organization.

Genérally, guantitative research is defined as research
where objective "numbers" data is the main concern. It
usually consists of a guestionnaire with a large number of
the target audience (in the case of election campaigns,
voters). Depending on the size of the sample, anywhere from
200 - 1000 people will be interviewed.3

Although ih product marketing campaigns, such surveys

can be broken down into a wide range of sub-classifications,
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surveys in election campaigns usually fall into one of the
following categories:

(1) Benchmark Surveys: usually done during a pre-campaign

period, tiiis type of survey provides a "baseline" against
which to judge future campaign events and changes. Often
this single sample of voters constitute what is called the
"panel" approach, that is, they are a single sample of
voters who are interviewed and re-interviewed at least three
or four times during the campaign. The information received
from this type of survey is most often hsed to formulate
campaign strategy.

(2) "One-Shot® Surveys: as their name suggests, this type of
survey interviews a different sample of voters every time a
new poll is taken.

(3) Tracking Polls: this type of poll can be a part of
either the "Benchmark" or "One-Shot® survey. Their purpose
is to identify trends, specificaliy, to evaluate the impact
of the election campaign’s advertising and media coverage.
In current elections, they are often done on a daily basis,
causing at least one consultant to nickname them "one petite
election after another."? Information received from these
daily tracking polls is one of the reasons many election
campaigns now change their advertising strategy throughout
the campaign, something unheard of in traditional election

strategy.
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In recent years, the revolution in quantitative
research has not been in the provision of new methods, but
in the application of new technologies to those methods.

Traditionally, surveys on behalf of a political party
or candidate have been conducted either by telephone or
person~-to-person, usually on anrindividual’s doorstep. They
involved the researcher(s) soliciting information from the
respondent verbally and manually recording the data, a

somewhat slow and tedious process.

Because speed in the col;ection of data is of crucial
importance in the limited time frame of an election
campaign, it was inevitable that any technology which could
increase this speed would be seized upon. The new

- technologies which have accomplished this include:

This technology combines Wide Area Telephone Service
(QATS) lines and data-entry terminals. %“The interviewer
"reads a set of questions from a video screen and types the
respondents’ answers right into the computer.5 According to

Kotler, this process eliminates data editing and coding,

reduces errors and saves time.

This is the replacement of pen and paper by portable

lap top computers to record in home interview responses.
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Random-Digit Automated Dialing and Automated Recordings

This technology completely replaces human interaction.
Random numbers are telephoned through auntomated dialling.
The respondents are presented with a prerecorded set of
questions, and they reply by dialing or pushing télephone
numbers corresponding to particular responses. A similar
system uses a "synthesized voicé."6

Indeed, the trend in guantitative research (and
qualitative, as we shall see later) is to eliminate the
"middle man" - therinterﬁiewer - completely, allowing an
uninterrupted flow between the respondent and the
information sought. The goal here is to allow the
respondent to feed his or her data directly into a computer:
respondents are not required to verbalize their thoughts at
all.

The systems which allow this "direct response” are
known as Computerized Audience Opinion Systems. The field
is dominated by two devices: the Program Evaluation Analysis
Computer (PEAC), developed in Canada, and the Perception
Analyzer, from Columbia Information Systems of Portland,
Oregon. The purpose of both is not only to collect data
electronically, but to "combine the depth of qualitative
reséarch with the statistical validity of quantitative.”7

- They are examples of the technologies now available that are
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breaking the delineation of traditional research categories
referred to earlier.

The systems both work through the use of hand-held
devices, similar to a TV remote control device, and allow
respondents to record their reactions second-by-second, if
the situation requires it. In each case, researchers have
immediate access to the data, presented in either numerical
or graph fcrm.

Both PEAC and the Perception Analyzer have been used
where “statistical,rigour" has been desired, but their real
strength appears to be in adding "precision to the tricky
business of gauging emotional responses,"® in other words,

as a tool to complement traditional gualitative research

metheds.
Qualitative Research

Qualitative research is traditionally defined as those
research methods aimed at understanding the ‘why’ of
attitudes and actions, or more specifically, underlying
motivation. Done on either a one-to-one basis, or in small
groups, it is significantly less structured than
quantitative research. In his book, Advertising, John
Wfight describes some of the features of this type of

research:
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It is usually exploratory or diagnostic in nature. It
involves small numbers of people who are not usually
sampled on a probabalistic basis. . . . No attempt is
made to draw hard and fast conclusions.

Impressionistic rather than definitive.

This lack of definitive conclusions is one of the
reasons the use of this type of research is considered
controversial. Another is that it has its roots in
psychiatric grbup therapy.

Generally, qualitative research is conducted through
one of two methods: "one-on-one depth interviews" or "focus
groups", also known as "group depth interviews." 1In both
types of interview, the goal is to get the consumer/voter
talking freely about his or her attitvdes toward the
product/candidate. The only difference in the two is in the
number of people interviewed. In the one-on-one depth
interview, there is only one respondent and one interviewer.
In the focus group, there are anywhere from eight to fifteen
individuals, any and/or all of whom are expected to respond
to open-ended questions put forward by the interviewer
(often, a professionally trained psychologist).

Individuals participating in depth interviews are drawn
from "pre-determined population sub~groups.”10 For most
election caﬁpaigns, that sub-gfoup is the swing voters.

Unlike respondents who reply to survey instruments, however,

participants in this type of research are usually paid for
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their time - an average of $40 - $50 for a one and a half to
two hour session (in product campaigns where the opinions of
professional are sought, the amount can easily be as much as
$200).11

As will be seen in the Case Studies, focus groups are
- often used in the pre-testing of campaign advértising spots,
and appear to be particularly useful at picking out those
spots that are bad. In fact, their judgements are now so
trusted that campaign spots are actually shelved on the
focus groups’ recommendations.12

Obviously, the use of such groups in election
campaigns, as in marketing generally, is exer.ing a fair
amount of influence, which is why its practitiohers are ever
éager to improve their precision. Both PEAC and the
Perception Analyzer, as discussed earlier, are attempts at
doing this.

As with guantitative research, their primary
achievement is in "shortening the distance between the
target population and the decision-maker."13 In focus
groups, instead of responding verbally to an interviewer,
respondents reply electronically to audio or video material.
Results are tabulated so quickly, that as one consultant has
noted, "in a debate, during the intermission, the candidate
can be informed of his earlier performance and make

adjustments in his strategy accordingly."l4



PEAC and the Perception Analyzer also provide two more
examples of the fluidity of research techniques between
product and political campaigns:

Columbia has already used the "Perception Analyzer" for

a number of commercial accounts to judge customer

reaction to a variety of new products. Columbia, along

with two other competing companies nationally, believes

what works in judging_ a brand of deodorant can work in
judging a politician.l

More On Computers . . .

While Peac and the Perception Analyzer are currently
two of the most talked about applications of business
technology to politics, the use of computers generally has
greatly expanded the research capabilities of even the most
leanly financed candidate. This has been made passible by
the development of a variety of campaign management software
programs, in conjunction with the low cost of personal
computers.

While some of this software enables campaign workers to
initiate their own research, such as conducting their own
polls and running cross-tabulations, some of it gathers all
the data collected by others and recirculates it, for a
price, of course. It’s called Computerized Network
Communications, and while it‘s not that new in the world of

marketing (companies like Nielsen have been "re-circulating®
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data for years), its specific application to the world of
politics is.

As of 1987, anyway. That was the year that former
Republican political consultant Doug Bailey and Roger
Craver, a former Democrat consultant, set up the
Pfesidential Campaign Hotline, or officially, the "Daily
Briefing on American Politics, transmitted weekdays by the
American Political Network (APN), Inc. of Falls Church,
Virginia."16

Basically, the "Hotline" transmits campaign information
each morning to 400 or so subscribers for an average fee of
$250 per monthl? (The fee varies according to subscriber
category, eg. media outlet, political consultant,
uniVersity, etc.18). It’s available to anyone equipped with
a PC, a modem, and the ability to pay the fee.

The Hotline was started as a way of tracking
présidehtial contenders in the /88 US Presidential Election.
'Its purpose at that time was twofold:

(1) To keep subscribers fully apprised of timely
developments in the race for the White House;1?
(2) To launch the "First-Ever Daily Presidential Tracking

Pollf“ Each night, from Sept. 5 onward, 333 randomly

selected voters will be asked which candidate they

support, demographic information about themselves, and
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their opinion of advertising, issues and gaffes as they

arise in the campaign.Z20°

With the conclusion of the 788 Election, what was the
"Presidential Hotline" became the "Transition Hotline,"
informing subscribers of changes in personnel and systems in
the new administration. Subscribers were also offered
access to the "Hotline Database," which "grows at a rate of
100 pages/week and is to politics what Lexis is to the legal

profession."2l Media, Technology and the Vote comments that

the database "will represent the most concise and insightful
history of the 1988 presidential campaign available."22

The Hotline currently supplies a "daily summary of
print and electronic news coverage of everything from the
New Orlean’s Mayor‘’s Race to the Annual Economic Summit of
Industrialized Nations."23 oOne of those summaries is the
"Poll Update,”™ a daily report from all sources. Another is
"Insider Commentary," a daily analysis by the Hotline'’s
contributing analysts, well known pollsters and consultants
in both parties.?4

The Hotline plans to conduct its own polling again in
the 792 Presidential Election. In their own words, their
goal is:

. . . to become the single, most reliable source of

data and information that reflect political

developments in the U.S. . . . to be to American

politics what Dow Jones is to the American economy.25
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Other Companies To Note:

While companies like APN have made their mark by
offering "more" data, other companies are cashing in on
political campaigns by offering more "precise" data. Again,
és with marketing generallj, this preciseness can lead to a
reduction in advertising costs, as message becomes matched
with an ever more targeted audience.

This matching has become possible through the
proliferation of cable systems and VCR’s, on the one hand,
and the availability of sophisticated demographic data, on
thérother. Known as "A/V targeting,"” its use was limited

until recently because :

. . . demographic information about particular
audiences within a cable system was often sketchy.
Political time-buyers were reduced to cross-referencing

- neighbourhood demographics with the national audience-
make-up . . . when matching spots with slots.

All of this changed when Nielsen Media Research and the
National Cable Television Association merged their
databases. It means that today, for significantly less cost
than advertising on network television, "audiences of
remarkable psychographic (if not demographic) homsgeneity“27
can be reached. Mergers such as this will continue to

provide not only more precise information to clients, but
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also allow tuem to use it in a much more cost effective
manner.

Two other software programs of note are "Map Info" and
"Micro Mapping.®” Both operate by combining a variety of
databases with a map, allowing the user to "perform analyses
that were never before possible."28

For example, Map Info can take a map of any scale and
overlay up to 50 layers of data onto that map, either
independently or simultaneously. The use can examine
anything from a neighbourhood to a whole country, noting
such things as party affiliation, race, sex or age.29 Micro
Mapping provides a similar service. For people like
canvassers, it méans they can Htracera proposed route, then
receive a list of all registered voters along the way,
including address and party registration.»30

The use of this software in identifying the swing vote
has become one of its most important applications, a point
which has not been lost upon its critics, as we shall see
shortly. Pollster Allan Gregg has described his use of the
new software like this:

We can target not just the possible swing ridings,

but the swing polls within those ridings, and key

voters within those polls. We can identify on a

block-by-biock basis their historical voting behaviour,
tne%{ demographic profile, their inferred preference. .

- -
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PART 2
CRITICISMS AND DEFENCES

Discussion surrounding the use 6f research in political
marketing campaigns coalesces around four main subject
areas. These include:
(1) Political Parties - much of the literature discusses the
use of research as it impacts upon the role of political
parties in the election process. While critics agree that
the role of such parties has changed appreciatively
throughout the twentieth century, there is considerable
controversy as to whether or not the new techniques have
caused such changes, or simply responded to them.
(2) Money - the fact that election campaigns are more
expensive per capita than ever before is an undisputed fact.
What is disputed is whether this significant rise in costs,
primarily due to the use of new technologies, has helped
-electoral wins or remained just one more variable election
analysts are unable to isolate.
(3) Media - releasing research findings to the media in an
attempt to either receive favourable news coverage on one
side or bring discredit to the other has been a long
standing election campaign goal. Critics argue that using
these findings as "news" provides the electorate with
serious distortions; defenders argue the media treat such

news responsibly, ultimately arguing "freedom of the press."
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(4) Democracy - the question most critics are ultimately
concerned with in relation to the use of all political
marketing techniques is whether or not such techniques help
or hinder the democratic process. Those who justify the use
of research believe it makes politicians more finely attuned
and responsive to the electorate. Crifics argue Jjust the
opposite: research is stripping the electorate of its power
to elect its leaders and replacing it with a contest between

"non-ideological specialists.”

The remainder of this chapter elaborates on the subject
areas introduced here. It examines in detail the arguments
raised in relation to each of these areas, drawing upon a

wide variety of political and marketing literature.

Political Parties

As stated earlier, there is a general consensus that
the role of political parties has changed dramatically over
the past several decades. Primarily this change has been
experienced by the parties as a loss of power and influence
over the election process. For example, Professor Doris
Graber has noted that in the 1940’s, party allegiance was
the most important determining factor in the vote, the

candidate’s personality coming in a distant third. By the



1960’s, or what has now been dubbed the "television age,"
this order had been reversed.3?

Political analysts refer to this change as "the
emergence of the candidate-centered system"™ and note that it
was a time when the political parties "lost their ability to
play a dominant role in election campaigns."33 What caused
this change, however, is still a source of controversy.

Defenders of the new technologies point to a variety of
factors outside their use which have contributed to the
decline of political parties. One perspective is that the
"machines declined because there was no longer a mass of
largely, uneducated, easily mobiliéed immigrants.“34 Another
is that politics has become much less labour-intensive, "not
unlike many of the activities in the rest of our lives.w35
This latter argument goes on to say that politics,
-generally, has become a more passive activity than it ever
was previously, primarily because most of that activity had
to do with reaching out to voters, something the new
technologies no longer make necessary. And, as one critic
has noted, the "grassroots" just doesn’t have spare time and
energyklike they used to. He notes succinctly:

- One feality everyone must face . . . is that there is

‘less of it (time) around these days. Seventy percent

of the women under 34 work. Both women and men want to

spend more time with their families and more time in
health-related activities.3
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In conjunction with this lack of time is the fact that
there is simply less for the untrained volunteer to do. As
Larry Sabato has noted, "new campaign techniques quickly
became too complex for lay people to grasp; even the
consultants had to specialize."37 A similar sentiment is
expressed by ®Candidates don’t have the time to learn all
aspects of an election campaign these days . . . .
Candidates have to depend upon professionals."38

The complexity of the techniques and the waning of
party power are the reasons Dan Nimmo sees for the growth of
political consultants. He argues that both factors worked
in conjunction with each other to create a vacuum which the
sdirect descendants® of p.r. professionals stepped in to
£ill:

The decline of the political parties has created

opportunities for consultants and the tools of their

trade. As party power waned, new means of financing
campaigns, telling the candidate’s story and getting
the candidate’s voters to the polls became necessary.

New methods have also become necessary because of the
sheer size of the electorate, especially in the U.S. Frank
Luntz attacks the democratic ideal of the candidate talking
directly to the voter in the late twentieth century by
explaining the time required to make this ideal a working
reality: | | |

If the two Senate candidates in Florida could shake the

‘hands of 120 people an hour for 24 hours a day, it
would take three years to meet every individual who
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voted in the 1986 election. If they made 10 speeches a
day to audiences of 100 persons, it would take eight
years to reach every vote.

Luntz goes on to note that "today, no . . . candidate has
enough time and energy to meet even one-tenth of the roughly
600,000 people in a congressional district.n4l

pefenders of the new technologies also note that while
the technologies themselves are new, the goals to which they
are applied are almost timeless. One such goal is the use
of research to determine which part of the electorate can be
considered the "swing vote"” and what might be done to win
their favour. In recounting the preliminary plans of an
American election in 1910, M. Ostrogorski notes:

The real campaign begins by reconnoitring the

electoral ground and making an estimate of the forces

available on either side. All over the Union, in each

locality, polling lists are drawn up showing which
party each elector is going to vote for; if he has not
made up his mind or has not given an indication of his
choice, he is ranked among the doubtful . . . the
national committee will . . . concentrate all its
efforts on the States in which the majority is
inconsiderable or uncertain, where the parties are so
well matched that a small group of electors may turn
the scale in favour of either side.”

Indeed, one of the most compelling arguments for the
use of research in modern electoral campaigns is that its
sophisticated methods are simply replacing inefficient
attempts at reaching the same goals. Agreeing with the

notion that "campaign professionals of earlier eras were

strategists without benefit of the complex technologies
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standard today,"43 one commentator muses about the
significance of the different methods:

Paid workers and volunteers . . . have always compiled

information on voters. Until recently, such

information was on three-by-five cards. Now it is in

computers. Does this change mean anything?"4
Additionally, in support of the argument that "the new
technologies are more effective than the methods they are
replacing,“45 Luntz again argues:

Before the age of polling, candidates desiring a

measure of the public’s pulse had to rely on the advice

of party bosses and business and religious figures,
hardly a representative sample.

Supporters of the new technologies state that its
critics are longing for a purity in politics that never
really existed. While discussing advertising specifically,
but which applies to all facets of marketing in politics,
Kathleen Hall Jamieson states that "presidential advertising
has always been an adaptive art that used whatever resources
it could muster from torch parades to roadblocking to invite
the attention of its intended audience."%7 Its supporters

ask, why, in the late twentieth century, would they suddenly

change now.
Technological Change: A Threat To Party Power?

In summary, supporters of the use of new technologies

in politics believe‘the goals of political parties have been
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enhanced by their presence, even if outside consultants are
hired in order to attain those goals. 1In contrast, critics
believe the new technologies have replaced the party system
and see such a replacement as a threat to democracies that
are based on responsible party government. They express the
concern that party insiders have been usurped by "non-
ideological professionals," and express disdain that "the
campaign managers must treat their client-candidates
essentially as commodities to be merchandised to the
voters."48

Claire Hoy is one of the most vociferous critics of
politicians’ current dependence on research findings. 1In
his book Margins of Error, Hoy introduces the subject by
lamenting that "methodology has replaced ideology as the new
god of politics.™ He goes on to note:

. . . the essence of parliamentary democracy is at

risk. We elect politicians to lead, not follow

numbers . . ., . 014 time political insiders have been
replaced by the teghnocggts, the men and machines with
the latest tabulations.

Another group which has been quick to criticize the use
of the new technologies in relation to political parties has
been U.S. Democratic Senators. In an extensive debate in
the U.S. Senate in 1988, one senator after another regaled

their colleagues and the public with the dangers of the new

 technologies (although as one critic has pointed out, all
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politicians use them). One line of argument is expressed
like this:

Reliance on campaign consultants and media campaigns

with their direct appeals to the voters over the heads

of party and group leaders, is not geared toward

negotiation, compromise and coalition building. . . .

Governing . . . demands coalition building - the

traditional function of political parties. However, to

the extent that changes in campaign practices bypass
parties and result with less experience in this art,
our governing institutions are likely to be staffed by
personnel who will have to learn these skills through
on-the-job-training.

As stated earlier, whether or not technological change
and its accompanying consultants has been the cause of
waning political power, or simply a development in response
to it, will be a source of continuing speculation. Not
employed in the speculation, however, are the parties
themselves.

Picking up on Jamieson’s earlier note about
presidential advertising always being an adaptive art, both
the Republican and Democrat National and State Parties have
established themselves as consultants in their own right for
many of the new technologies. Observers such as Paul
Herrnson believe this consultancy and/or "brokerage" role is
a key component of the modern political party:

The parties will never enjoy the level of electoral

influence attributed to the old-fashioned political

machines, but the evidence suggests that party
organizations have and will continue to develop
structures and processes that are well suited to the

current sgstem of cash-oriented "high-tech" campaign
politics. 1
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Herrnson goes on to note:
Are party organizations capable of adapting to the
changing nature of American electoral politics? Yes,
they are. 8Signs of their adaptability include . . .
their integration into political consulting agencies
that largely make up the new corps of congressional
campaigners, and the expansion of the services they
provide to their congressional candidates. . . . They
help many of their candidates, and especially those
running in competitive races, run more professional and
sophisticated campaigns that are well suited to the
electoral conditions of the contemporary United
States.

The Republicans were the first to fill this new role,
not sufpriSing given their historically close ties to
Madison Avenue. They were the first to build permanent
party headquarters, and the first to become the "vendor of
choice" to candidates,?®3 most of whom now consider their
national party to be an important source of "advice,
connections and valuable campaign services and
assistance."??

The same is now true for most Democratic candidates.
Aﬁ one time thdught to be "outgunned and impotent," the
Democratic Party has also redefined its role "to become a
major repository of many of the campaign services and
resources needed by congressional candidates, state and

local party committees...>>

The fact that political parties are now providing
services once the exclusive domain of the consultants means

‘candidates can now access these services at a much lower
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cost. Having said that, however, the cost is still
significant. Which brings us to the next area of
controversy concerning the use of research in politics - the

sheer amount of money required to harness its capabilities.

MONEY

"pPolitics has got so expensive that it takes a lot of

money even to get beat."

- Will Rogers

"Democracy®” one consultant recently noted, "is a growth

business.”

There is no question that the "new" politics has become
increasingly expensive, a trend that is unlikely to abate.
While figures relating specifically to the research
component of modern electoral campaigns are difficult to
find, evidence of the increasing costs of marketing
generally as applied to politics are abundant (we assume
that research costs have risen proportionately as part of
campaign strategy costé).

One example of the mounting costs is evidenced by the
increasing costs of U.S. Senate campaigns. 1In 1974, the
cost of the five most expensive campaigns for the U.S.
Senate was $1 million. By 1984, the average cost for the
most expensive campaigns was $10 million.%2 puring
épprdximately the same time period, gzgzggg Senate campaign
costs rose from $609,000 to $3.1 million.%? House of

Representatives campaigns were not immune either. The



40

average cost of a campaign there rose from $87,200 to
$355,000 from 1976 to 1986.%0

While some of the rise in costs can simply be
attributed to larger electorates, the most revealing numbers
are those that examine cost per vote. Back to the Senate
'cémpaigns discussed earlier, the average 6verall cost per
vote rose from 67 cents in 1974 to $7.74 a decade later.®l
When those costs are figured in terms of cost per swing

voter, the numbers become even more significant. As one

observe has noted:

The guy in Idaho was joking when he said it would have
been less expensive in 1986 if . . . the two Senate
candidates had just taken the undecided voters out to
dinner . . . . The two candidates threw more than $5
million at the 25,000 undecided, or $200 per voter.
That would buy a feast in Boise.
The increase in costs is also reflected by the growth
in the number of individuals and firms able to eke out a
living in the campaign marketplace. In just six years,
membership in the American Association of Political
Consultants rose from 43 to 600, representing some 5,000
firms involved in the political industry at some level.®3
According to one source, at least $100 million of the $1.8
billion spent annually on party and elective politics finds

its way to these strategists,®? and that’s in the U.S.

alone."IndiVidual consultants can earn as much as $25,000
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per month. 85 Clearly, democracy is not only a growth

business, it can also be a lucrative one.
Fundraising: The Politicians’ Current Nemesis

Given the current high prices of today’s politics, a
related contrcversy has become the amount of time now
required of politicians to raise funds to meet those prices.
Politicians themselves have been the most vocal about this,
‘especially those allied with the Democratic party in the
U.S. Consistent in their attack on this aspect of modern
electoral politics, numerous Democratic Senators expressed
their concern during a U.S. Federal Election Amendment
debate in February of 1988. Senator John Breaux summarized
what appeared to be a consensus among his colleagues:

I know when I considered running for this seat . . .

the first thing I had to consider and the very first

thing that professionals in this business came to me
and asked was, "Can you raise the money? Do you have
access to huge amounts of money that it is going to
take to run a statewide campaign in Louisiana. I was
told . . . you are going to have to raise about $8,000
aday . . . in order to be a member of the U.S. Senate.

I said that is ridiculous.®®

What the Democrats failed to address in this particular
debate was that money spent on electoral campaigns doesn’t
necessarily equate with electoral win (a point which will be
picked up agaih in this thesis). In discussing Ronald

Reagan’s time in office, advisor Ed Rollins makes the

following observations:
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In the eight years that Ronald Reagan has been
President, the Republican Party has raised and spent
three~quarters of a billion dollars. But when Ronald
Reagan leaves office, there will not be one more
Republican in this country . . . the Democrats who have
had nearly one-tenth of that money . . . are winning
races everywhere.
.In fact, the evidence actually suggests "that money spent
beyond a certain threshold level . . . does not correlate to
a higher percentage of the vote."®8 The almost constant
outspending by the Republicans of the Democrats and their
inability to relate this to wins is noted in relation to the
1986 Senate élections:
In the 34 races, Republican candidates spent $122
million, $33 million more than did Democratic
candidates ($89 million); Republican candidates
outspent Democratic candidates in 23 of the 34 races.
But Democrats won 20 of the 34. In the 13 closest
races, those decided by 6 percentage points or less,

Democrats won 10 and Republicans won 3 Of those,
Republican candidates outspent Democratic candidates in

11 out of 13.6°

The fact that the Republicans always seem to have
access to more money, and the subsequent resources however,
raises a guestion that needs to be addressed, even if a
satisfactory answer is unreachable: are elections democratic
when all candidates do not have equal access to funds?

Thése who minimize the role of money in today’s
elections campaigns put forward facts like "Proctor and
Gamble spent as much as Bush and Dukakis combined just to

- test market 6ne brand of soap."’? current U.S. Vice-
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President Dan Quayle re-iterated this peoint as a Senator in
the ’88 U.S. Federal Election Amendment Debate referred to
earlier:

Surely educating the electorate about those who make

critical national decisions is at least as important as

one company’s annual advertising budget for soap and

toothgaste.71

Critics, however, see the issue as much more
complicated than that. They cite the example of individuals
like Nelson Rockefeller, who "can outspend any rival by
‘margins of four and five-to-one." These same critics go on
to note that in one of Rockefeller’s more expensive
campaigns, the 1966 race for Governor of New York, he
outspent his competitors by 8 to 1;

While Rockefeller won that campaign, it is estimated

that each vote cost Rockefeller 74 cents. His

opponent, Democratic candidate O/’Connor, was able to

spend onl; 9 cents per vote. Was this a democratic
election?’2

MEDIA

As stated in the introduction to this thesis, the
relationship between media and privately commissioned
research by political parties and candidates is a stormy and
controversial one. The main issue is whether or not the
findings ofrsuch research (primarily poll results), should
be released to the media, and the subsequent consequences of

doing so.
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The political parties themselves are open about their
use of "objective” numbers data to meet a variety of goals
during election campaigns. Some of these goals are
especially important in the early stages of a campaign, such
as establishing a candidacy as serious, boosting volunteer
morale, and fundraising.

The interrelationship of these goals with "numbers"
data has been commented upon by many political observers.
Edwin Diamond states that "news coverage closely follows the
shifts in opinion polls . . . survey numbers moving in the
right direction establish a candidacy as serious.’3 sabato
Vnotes this same phenomenon, that is, "the leaking of surveys
to generate moﬁentum.“74 Dan Nimmo describes the whole
~interplay of media and research as a "vicious cycle." He
states: "media exposure affects poll results; poll results
‘affect fundraising; fundraising affects media exposure."75

Defenders of strategies such as these argue that such
goals are not restricted to the late twentieth century.
Again, in reference to American election campaigns in 1910,
M. Ostrogorski notes that some form of straw vote has always

been attempted early on in a campaign for a variety of

A set of practices . . . tries to impress the
imagination through the intellect. These are the
charges, the claims, the bets and the straw votes.
. . . The "claims™ are forecasts backed by figures
which predict success for the party; so many votes
are "claimed"™ for it in advance . . . . These
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estimates or claims are always exaggerated with the
object of stimulating the "ardour" of the workers and

the generosity of the subscribers to the party funds.’®

Another goal sought after early on is agenda setting.
As referred to earlier, Ostrogorski notes that this is done
by "priming”, a strategy that "refers to changes in the
standards that people use to make political evaluations.”
He believes it is another example of a technique
transplanted from product marketing to the political arena:
. » . opinion moulding efforts usually involve "soft"
persuasive techniques, and have been common in the non-
political marketplace for years. National
advertisers, for example, frequently prime their
poteptial customers before introducing a new product or
service. :
Swerdlow goes on to note that "priming does not create
public opinion; it locates, shapes and energizes pre-
existing dispositions,” but others disagree. Canadian
pollster Angus Reid is one of them. Interviewed by
journalist Claire Hoy, Reid states, "1’m not one of those
who believe the measure of public opinion is a neutral
force, I think it causes things to happen."73
Hoy concurs with Reid, and believes the media’s "lack
of responsibility® is the method by which "these things

happen.”™ One of those things is the determination of which

[

issues or people to cover, the main criteria being where

such issues or people stand in the polls.”?
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Hoy is not the only one to take this position. Indeed,
one of the most controversial areas surrounding polling and
media is the charge that journalists act irresponsibly by
ytreating poll results as "serious" news. Sabato has noted
that the "numbers (or polls) are used with reckless
ébandonment by the press,” causing "today’s polling
prophecies to become tomorrow’s headlines."80

Nimmo puts the release of polling results in the

category of ”pseudo-eVents.ﬁsl

R

In his book, Public Opinion, Polls and Democracy,

VIrving Crespi notes that the debate about the role of public
-opinion in representative democracies is as old as efforts
to solicit that opinion. To illustrate key points in this
debate, he summarizes the work of "two outspoken adversaries
jnrthe early years of polling“szz George Gallup and
poiitical scientist Lindsay Rogers. A review of these
arguments is useful here as all subseguent literature on
this subject can ultimately be traced back to one of these
positions.

Gallup made his views known in a book entitled The
Pulse of Democracy. According to Crespi, Gallup "believed
iﬁrthe collectiverwisdom of ordinary people and distrusted

political intellectuals and experts.”"®3 The method through
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which this wisdom could be obtained was through poll
results, which he considered a " mandate from the people
that should be followed by the nation’s leaders because
those results represent what the people want . w84

Rogers, however, believed the goals of democracy were
best obtained by "an enlightened leadership that would rise
above the narrow interests, passions, and ignorance of the
public at 1arge.“35 According to Crespi, Rogers was fond of
citing Edmrund Burke’s letter to the pecple of Bristol,
England, "the classic eighteenth century statement that in a
representative democracy it is the duty of a representative
Vto vote his conscience and not merely to vote as iﬁStructed
by his constituents."8® He believed the public was
uninformed and uninterested, so consequently, polling them
to "ascertain what policies it favors . . . is an exercise
in misguided futility.”87

In concluding the summary of arguments by Gallup and
'Roqers, Crespi re~iterates the position that the issues they
raise are still serious ones to consider. Again discussing
polling specifically, but which applies to political
marketing generally, he asks "whether polling has, in fact,
strengthened democracy in our mass society or whether its

in saying that it has perverted
n88

critics are correct

Nt ol ~

traditional concepts of representative democracy.
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Having framed the gquestion, Crespi is one of those who
believe that democracy is enhanced by an ongoing dialogue
between governments and the public. He arqgues that "by
giving policymakers a better understanding of the public’s
thinking and making them more sensitive to the public’s
heeds and aspirations, public opinioh polls can contribute
to a more effective democracy."89

His view is echoed by a number of other individuals
concerned with the transferral of marketplace techniques to
the political arena. The general consensus among these
individuals is that research makes politicians more finely
attuned énd re#ponsive to the elécforate.

| One of those who believe marketing research can
accomplish this goal is Professor Gary Mauser. 1In a number
of political marketing texts, Mauser maintains the position
that "marketing research technology, by providing feedback
about the electorate, acts primarily to clarify the
situation rather'than to corrupt or reform it.n90

Philip Kotler also agrees with Mauser, and makes his
views known not only in the introduction to one of Mauser’s
texts, but in his own numerous books on marketing as well:

o PP R P S 23 candidatec :
*a marketing orientation should lead candidates to tter

want . . . . Candidates do not have to guess what voters

think and want .91
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This theme is consistent in a number of political texts

as well. 1In The Political Image Merchants, Harry O‘Neill

states that "research is communicative, not manipulative."?2
Two other authors in that same volume agree. John d’Arc
Lorenz believes it represents the only element of a modern
campaign which is uniquely "of the people"™ and "by the
people."93 Walter DeVries states succinctly: "I find
nothing Machiavellian about asking what problems bother
people, or asking what they think ought to be done about
those problems.n%4

Larry Sabato has discussed the issue in books he has
boﬁh authored and edited. In one of his earlier works, The
Rise of Political Consultants, he emphasizes the point that
there is "nothing inherently evil" about the new tools of
political campaigns. He argues that such tools are morally
neutral, and as such, can be used for good or bad. 93

Sabato re-iterates this point in his later works as
well, citing the fact that there is really little evidence
of technocracy impeding democracy:

Inevitably, anyone who attempts to assess the

effectiveness of modern campaign techniques is humbled

by the scarcity of empirical evidence to support any
hard and fast conclusions. There have been few solid
election~day and post-election surveys, for example,
and compared to the extensive privately supported
research in product advertising, little thorough
testing of the impact of political media advertisements
during campaigns. The impact of any consultant or any
technology, then, can usually only be guessed at. No
one has the foggiest notion of what percentage of the
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vote a consultant or a piece of new campaign technology
can or does add to a candidate in any given set of
circumstances.

7 The lack of any "empirical evidence" is a point that
defenders of the new technologies return to again and again.
Consistently, they point out the fact that "campaign
observers rarely even have a predisé idea of what event or
series of events produced the election result."®? Even
consultants are reluctant to attribute any great power to
themselves. As Republican advisor Matt Reese noted
recently, "after 187 campaigns, I know more about what not
to do than what to do."98

The basic conclusion by many observers is that no
Vamdunt of consulting, for purposes of research or otherwise,
can drastically alter a candidate’s chance of winning.
Sabato makes this point when he notes there is no "foolproof
magic that can transform a sow’s ear into a silk purse.“99

The most recent example of this was potential
presidential candidate Joe Biden, a candidate "designed" to
jive with the responses of the electorate. As Jonathan
Alter and Howard Fineman recount, Biden "was cooked up by
kconsultants and pollsters trying to find a specimen to fit
theirkairy theories of the’American electorate."” But there
' sgeméd to be nothing else to Biden, and as a result, his

campaign was a disaster. As William Schneider of the
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American Enterprise Institute states: "Biden is the first
victim of i.igh tech."100

The argument that research alone does not guarantee a
¢andidate’s success is also taken up in Diamond and Bate'’s
book, The Spot. They argue that there are many elements in
a campaign that can’t be controlled, such as the nature and
disposition of the voters, and the strength of incumbency.
In fact, incumbency is one factor which many political
consultants believe will win a campaign, even without the
appropriate research.19l 1In reference to some specific
elections, Fred Barnes states: "In 1984, there was nothing
" any consultant could have done to save Walter Mondale from
defeat. There was nothing any could have done to cause
Reagan to lose.n102 |

Does this mean that consultants are totally ineffectual
in today’s electoral politics? Hardly,rfor even without
"empirical evidence" to support their use, théy provide
election campaigns with extensive political experience.
Joel Swerdlow notes:

The consultants make it possible for campaigns to

make the best use of limited resources, to transfer

information to voters in appealing and potentially

effective ways, and provide vital data about the

preferences of individual voters and the collective

electorate.l

The use of consultants by almost every political

candidate today has caused one commentator to note that "in
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the end, the consultants nullify each other in most
races."104 1eiss, Kline and Jhally make a similar point:

Assuming, that two or more parties have roughly equal

resources, and hence equal call on the talents of

political consultants, any short-run advantage gained
by one party as the result of a particularly effective
strategy is likely to be cancelled out over time.

This assumption of "equal resources," however, is one
of the points that most concern critics of the application
of marketing techniques to politics. The technigques are
expensive, and as discussed earlier, are becoming more so
everyday. Referring to the Rockefeller campaign of 1966
referred to previously, are elections democratic when once
candidate is able to outspend another by a margin of 8 to 1?

Questions such as this are being raised again in the
popular media as the United States begins to wind up for the
1992 presidential election. Journalist Christopher Hitchens
addresses the issue in a recent issue of Harper’s
in an article entitled "Voting In The Passive Voice: What
Polling Has Done To American Democracy."

Hitchens begins his article by recanting the arguments
for and against the use of public opinion polls put forward
by adversaries George Gallup and Lindsay Rogers, just as
Irving Crespi did. Unlike Crespi, however, who basically
sided with Gallup, Hitchens states "Rogers could not have
imagined the way in which this particular malignancy [public

opinion polls] would develop and advance.“lo6
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Hitchens main argument is that polls have become so
prolific in our society that elections have become bogus, no
more than a response to the manipulations of those who
orchestrate and conduct such polls. Quoting from an
interview he conducted with former American pollster Pat
Caddell, Hitchens comments:

Like many other technologies in politics . . . polling

is essentially "an instrument for deception whereby the

truth is obscured and the public will be excluded and
ignored." Which is a former pollster’s way of calling
pelling an increasingly dangerous substitute for
democracy, if not the precise negation of it.

Another charge levied by Hitchens, and one other
critics echo as well, is that research causes politicians to
follow rather than lead, as they were elected to do. Sig
Michelson continues this line of argument when he notes it’s
possible that "the candidate and his party are simply
building a program to cater to interests which they know are
there, rather than to exercising any effective
leadership."108

Claire Hoy also concurs. In statements similar to those
expressed by Burke over two hundred years ago about the role
of elected leaders in democracies, Hoy states:

. . . the essence of parliamentary democracy is that we

elect politicians to lead, to take risks, to stand for

something more than the latest popular sentiment or the
collective wisdom, which may be based more on short-

term emotional or outright ignorance than on anything
else.
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Wwhether or not these charges are indeed altering the
state of democracy as we have come to know it is obviously
the source of much speculation. Certainly the techniques
through which democracy is implemented have changed, but

whether this has affected the essence is something that

still remains to be seen.

For most observers, the jury is still out. Leiss,

Kline and Jhally state:

. . . we are not persuaded that the rise of political
marketing has facilitated the objective of effective
control by citizens over the political process; but we
would alsg say that it has probably not hindered it

either.

‘Sabato expresses a similar statement:
The effectiveness of democracy depends in part upon how
well representative government reflects the will of the
‘people. There has been much concern in recent years
that the trend toward technocracy has clouded that
reflection. Our survey of the latest advances in

political campaign technology suggests, however, that
this concern is not justified, on balance.

As stated in the introduction, the evolution of the
"latest advances® is the subject of the next chapter.
Democratic or not, we shall see how marketplace technigques
have become the way of politics over the course of the

twentieth century.
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CHAPTER THREE
AN HISTORICAL OVERVIEW

Political marketing research has had a long evolution.
~ What is now sophisticated and routine, however, had very
humble beginnings: the simple collection of statistics.

Such statistics were first gathered by governments as
census data in the early to mid-nineteenth century. In fact,
by 1839, the American Statistical Association had been
founded, and while its concern was primarily with
qguantitative data, the preoccupation with how to make such
~data ever more precise was already there. In Canada, the
first census was conducted in 1871.

Governments did not remain the sole collectors of data
for long, nor were they the only body which Saw a use for
it. By 1860, the notion that data about a media audience
- could be collected and sold was under experimentation. This
idea culminated in 1899 with the establishment of the
Association for American Advertising. As Donald Hurwitz
notes, this group was a "loose knit federation of regional
and advertising clubs which began to gather information on
press runs and the likely readership of publications.l

This historical peint is noteworthy as it marks the
beginning of the long affiliation between advertising
agencies and what is now termed marketing research. It was
a time when ad agencies set themselves up as the "experts"”

- 62
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on the audience that advertisers were now so desperately
needing to reach in an era of rapid urbanization.

It was this migration towards the cities, along with
rapid increases in newspaper circulation, which drove the ad
agencies to collect more and more information. Between 1890
and 1920, the collection of data proliferated, which was
only encouraged by World War TI.

The data collected during this period of time was still
quantitative, which by now primarily took the form of public
opinion polls. More important than the form, however, was
the validity which business was now attaching to such polls.
As Hurwitz again notes, it was the era when the customer
first became king and "businessmen were exhorted to use
research to discover and organize as yet unknown markets in

the pursuit of new opportunities."?

The Marriage of Ad Agencies and Market Researchers

Although the affiliation of ad agencies and market
researchers had begun decades earlier, it wasn’t until the
1930’s that such researchers became a fundamental component
of the al agencies themselves.

The firs e researchers was the now legendary

George H. Gallup, Sr. A well known statistical professor at

the time, Gallup was lured by the advertising agency Young



and Rubicam to head up the first, formal agency research
department.

Almost simultaneously, the National Broadcasting
Corporation (NBC), prodded by the ad agencies, began their
own extensive, formal research, primarily to service the ad
agencies’ growing appetite for facts and figures. Under the
direction of Dr. Daniel Starch, NBC conducted a major study
based on 18,000 interviews. It was the start of an era
Hurwitz describes as "scientific promotion," for it was the
first time that specific information on program audiences,
such as economic status, and the geographical location of
radio ownership, was noted.?3

Other ad agencies and media outlets were soon to follow
NBC and Young and Rubicam. 1In fact, the proliferation of
research departments in both industries soon led to the
founding of organizations specifically concerned with market
research. By the mid-1930’s, both the American Marketing
Association (AMA) and the Advertising Research Foundation
were well established. Simultaneéusly; the National Opinion
Research Centre was founded, along with the journal, "Public
Opinion Quarterly."

By 1935, the industry was confident enough to broaden
its horizons. Th increasing use of telephones was making

large scale polls both easier and more cost efficient. It
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was then that the application of market research to

political campaigning was born.

Pollis And Politics

By the mid-1930’s, the goal of predictingrelection
results was seen to be achievable. It wasn’t the first time
polling attempted to do this, the Harrisburg Pennsylvanian
had been publishing polls since 1824, but it was the first
time such polls had been thought %scientific" enough to
actually mean something.

The firsf pre—~election polling was actually done
privately by George Gallup for his mother-in-law in 1932;
she was running for Secretary of State in Iowa. But Gallup
wasn’t alone for long. By 1933, the first professional
campaign management company, Campaigns, Inc., had been
founded by Clem Whitaker and Leone Baxter. The new firm was
a natural outgrowth of its founders’ prior experience in
both public relations and advertising activity, with a new
application of their skills to the political arena.

Whitaker and Baxter were quick to make the most of
polls (they have boasted that between 1932 and 1955 they won
seventy of the seventy-five campaigns they managed. %)
for by 1936, George Gallup and others were now claiming that

election polls were, indeed, "scientific.®” The illustrious
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MIT, under the guidance of Political Science Professor
Ithiel de Sola Pool, agreed. Even with such expertise,
however, predictions for the 1936 U.S. presidential election
turned into a disaster that has since become known as the
"Literary Digest Debacle.™

The Crossley and Gallup organizations, Fortune Magazine
and Literary Digest all issued results that forecast victory
for Republican nominee Alfred Landon over Franklin
Roosevelt. The olunder was the result of unrepresentative
sampling: polling had been restricted to automobile owners
and telephone subscribers, and while the average American
fittéd neither category, many Republicans did.

The researchers were gquick to learn from their mistake,
and by 1946 the first privately commissioned poll on behalf
of a political candidate was conducted.? By 1948, however,
the pollsters were forced to learn another hard lesson;
polls were accurate only if conducted at specific points in
the campaign.

George Gallup discovered this when he wrongly predicted
the loss of Harry Truman to Thomas E. Dewey in the 1948
presidential election. 1In that fateful forecast, Gallup
stopped interviewing October 15, eighteen days before the

ection was held. As Gargrave and Hull note: "2 post-
election analysis showed that a minimum of 4.5 million

votes, nearly ome out of five in Truman’s total vote, were
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based on decisions by voters after the middle of October."®

The pollsters had been humbled again.

The 1950’s

By the 1950’s, the advent of television made the need
for audience data even greater than before, and agencies
were again quick to step in. Agencies at this time were
also closely tied to the Republicans, and In 1952 this
affiliation changed the face of political campaigning
forever.

The presidential election in that year was notable for
two reasons. First, television was the new game in town,
and politicians saw it as an effective tool for their
campaigns. Second, campaign managers had little knowledge
of the new medium - but the advertising agencies did; the
politicians needed the ad agencies’ expertise, and the
agencies saw political campaigns as a vast new market to be
exploited.

In the 1952 presidential election, Republican General
Dwight D. Eisenhower ran against Democratic candidate Adlai
Stevenson. Taking advantage of the Republicans’ close ties
to the ad agencies, Eisenhower had both an advertising
strategist on his campaign team (Rosser Reeves) and an

*Agency of Record™ (BBD&O).
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Reeves made it a habit to follow Eisenhower around and
listen to his speeches. Something was wrong, Reeves felt,
but he could not figure out exactly what it was. He
described his dilemma, and how he solved it, as follows:

Ike made a speech in Philadelphia and he covered thirty

two separate points. I sent a research team down the

next morning. We got a thousand people tc interview,
as I recal} it, and sgid "Did you hear Ike’s sgeech?"

Then we said, "What did he say?" Nobody knew.

Reeves knew that voters’ memories would be improved if
Eisenhower narrowed his focus to several primary issues. To
determine what those issues should be, Reeves visited George
Gallup, who after extensive polling told the strategist:
"corruption, rising taxes and inflation, and the Korean
War."8

This was probably the first time that what we now call
"hot~button" issues had been identified in an election
campaign through public opinion polling. It was polls such
as Gallup’s that inspired Reeves to situate Eisenhower as
the "Man of Peace."

Well, as we all know now, the Man of Peace won a
resounding victory. The questions surrounding that victory,
however, have lingered.

Reeves apparently believed that Eisenhower would have
won with or without market research and the T.V. spots based

on that research - a view shared by the Republican National



Committee, which not only refused to allow Reeves to conduct
any post-election surveys, but also rejected even the
suggestion that Eisenhower won for any other reason than
Eisenhower himself.

Others were not so sure. The mushrooming campaign
costs incurred in the 1952 election, primarily by the
Republican candidate, first raised the question that has
been with us ever since: can money buy votes? More
specifically, could money buy the expertise that would
guarantee the votes?

The Democrats were particularly concerned about this
issue because, as Diamond and Bates note, the "Democrats
believed that Madison Avenue was, well, Republican."9 In
fact, these authors state that "in 1955, when the Democrats
started talking to ad agencies, no one wanted their
business."10

Meanwhile, the tools of Madison Avenue had been
spreading to other campaigns as well. As early as 1950, the
race for governor in New York was characterized by extensive
surveys of votcorsf attitudes and interests. Sig Mickelson
writes:

The 1950 Dewey campaign for the governorship of New

York was a classic. . . . the Dewey staff pioneered in

developing strategies and technigues which were to set

the pattern for the . . . decades which have
followed.l1

Clearly, pelitical marketing research was here to stay.
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The Post-1960 Period

By 1960, a number of significant developments were
changing the face of political marketing research. These
included a move from quantitative to qualitative research,
more precise demographics, the extension of the pre-campaign
periods during which market research was undertaken, and a
generation of politicians who had grown up on polls.

The 1960 U.S. presidential race saw the culmination of
all these factors, primarily in John Kennedy’s campaign,
which was notable for its extensive research, as well as for
the extended time period during which such research was

conducted:
John F. Kennedy . . . began campaigning for election
the day after he lost the vice-presidential race in
August of ’‘56. This was four years and two months
before his ultimate election in November of 1960.12
Kennedy’s campaign team hired two of the best
researchers in the country: Lou Harris and Professor Ithiel
de Sola Pool of MIT. The independent findings of both these
men convinced Kennedy to take a proactive approach to what
was then known as the ®"Catholic issue."
Harris and de Sola Pool based their findings on what

had been the largest sample of public opinion polling to

date - 23,000 voters in Wisconsin alone.l3 They used this
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polling to develop campaign themes, and kept on polling to
see if such themes required modification. Continued
research throughout the campaign was seen as fundamental to
the Kennedy momentum.

3hortly thereafter, increasing numbers of political
candidates were following suit. By 1962, two £hirds of all
U.S. Senate candidates were using surveys, and by 1966, this
proportion had risen to eighty-five percent.14 In fact,
opinion polls had acquired such prominence by the time of
the 1964 presidential election that Democratic candidate
Johnson "liked to carry opinion poll results in his pocket
to shOW’reporters.“15 The 1964 campaign was also notable
because it was based on one of those "hot-button" issues.
In fact, analysts generally agree that this campaign saw the
birth of hot-button pclitics. ITronically, it was the
Democrats who uncovered them. Research had shown that
voters were concerned about nuclear war, and, more
specifically, that Republican candidate Barry Goldwater
might be likely to start one. That seemed like the only
"hot-button” the Democrats needed.

By the mid-1960’s, technological changes had greatly
enhanced the attractiveness of market research, just as the
telephone had done in the 1930’s. The significant

innovation was the computer, and before long political
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consultants saw its strong applicability to political
campaigns.

Computers quickened the pace of information gathering
and made the results easier to analyze. More sophisticated
manipulation of data meant that it was now possible to
- obtain virtually any combination of psychographic or
demographic data. The mass audience could be broken down
into smaller and smaller components, ushering in the era of
specifically targeted campaign themes for different groups
of people. In fact, the era of the mass audience/market had

ended:

Thanks to computers and survey research, the rating

services like Nielsen and Arbitron no longer just

informed advertisers how many people were watching
their programs; now they told viewership by age, sex
region.

The sophistication of marketing research by the 1960’s
meant that campaign teams who did not employ experts in this
area would fall behind. Indeed, as a result of the
explosion of information relating to political marketing
research and campaign management, even the ad agencies could
not stay on top of developments. Thus emerged a new breed
of business -~ independent political campaign consultants.
Their presence was so well established by 1969 that two
organizations were formed: the American Association of

Political Consultants, and the International Association of

Political Consultants.
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By this time, politicians were increasingly favouring
independent consultants over their own party workers.
Political campaign management required the best that market
research could offer. The research itself was becoming more
meticulous than ever, particularly with respect to its
timing; public opinion polls commissioned by both the
Republicans and the Democrats were moving from a weekly to a
daily basis, and campaigning routinely started at least a
year prior to the formal inception of the campaigns
themselves. Both sides in the 1968 U.S. presidential

campaign were heavily oriented toward market research.

The 1970’s

By the mid-1970’s market researchers were discovering
that quantitative research could not provide all the answers
for the successful management of political campaigns.
Indeed, the diﬁinishing success of many political
consultants (in 1970, they lost as much as they won) made
the need for new research techniques imperative, and, once
again following the lead of product marketing, these
consultants turned to focus group interviews.

As stated eariier, focus groups, like many market
reseatch techniques before them, grew ocut ¢of the behavioural
sciences, specifically, psychiatric group therapy. A&Also

known as group depth interviews, the procedure for such
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interviews is to gather together eight to twelve people who
are homogeneous in their voting patterns. As John Wright
notes, "the participants are encouraged to engage in
conversation about the topic under investigation."l7 In
political campaigns, that means their reactions to issues,
messages, candidates, and indeed, every possible facet of a
political contest.

The focus group’s greatest strength is its ability to
discover motivational factors, a point that was not wasted
in the Reagan campaign era. In fact, it was focus groups
conducted by Republicans and Democrats alike, that, as
Diamond and Bates note, "pointed to an electorate that was
ready to give Reagan his chance to get governments off our
backs."18

Reagan’s researchers also used focus groups to explore
whether or not his former career as an Hollywood actor would
hurt his chances at the presidency; their fears were
alleviated when only 3 percent of those polled even

mentioned Reagan‘s acting backgroand.lg

The Canadian Experience

lic opinion polls appeared on the Canadian scene for

the first time in 1865, in New Brunswick. Premier Leonard

Tilley had been convinced by the lieutenant-governor of the



day, Sir Arthur Hamilton Gordon, that the time was right to
call an election, based on Gordon’s "polling of many
citizens." Gordon was wrong, however, and Tilley lost by a
landslide. It turns cut that Gordon had almost certainly
introduced a bias in choosing the people he polled:

He may have held discussions only with upper class New

Brunswickers, such as himself. Perhaps he conducted

his poll in his private club and neglected to talk with

the waitresses and bartender. The good Sir Arthur was
likely an Anglican; perhaps he overlooked the opinions
of the large Roman Catholic community in New

Brunswick. . . . Perhaps he erred on all these

counts.

In any event, while polling took some time to prove its
usefulness, the use of ad agencies by political parties was
well established by the 1920’s. In fact, by this time both
the Government of Canada and the ruling Liberal Party had an
agency of record - the firm Cockfield, Brown. While it
appears that at first this agency did little more than take
"orders from their political masters,"” such as buying radio
advertisements as requested, it was only the reluctance of
the leading politicians of the day which prevented
Cockfield, Brown from taking a much larger role than it did.
Apparently, Prime Ministers Mackenzie King and Louis St.
Laurent just didn’t trust the new techniques.?1
Nevertheless, by the 1950‘s, the relationship between

Cockfield, Brown and the Liberal Party was one of mutual

dependence, so much so, that in the 1953 campaign the agency
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"donated™ one of their principals, Bill Munro, to the
Liberal cause. As Jeffrey Simpson states: "The agency
provided research assistance for ministerial speeches, wrote

some of them entirely, and organized free time political

broadcasts."22

The agency was especially helpful in fundraising during
campaigns, where as Simpson again notes, they "collected
money from companies which - by contributing to the Liberal
Party through Cockfield, Brown - wrote off the costs as a

S L2

business expense,“23

Obviously, ad agencies were proving immensely useful to
both parties and governments, for a variety of services. By
the late 1950’s and early 60‘s, Simpson notes that the
"admen had arrived in the inner circles of the Liberal
Party," and with a parallel development in the Tories, the

invasion of the pollsters had begun.

The 1960’s In Canada

By the 1960‘s, advertising agencies were shaping

political messages as much as they were buying the time to

air those messages. They were also deeply invelved in both
the structures of parties and governments in Canada.

Two of the men most notable in this regard have been

bPalton Camp and his brother-in-law, Norm Atkins, a twosome



77

otherwise known as the New Brunswick Mafia. For years, they
advised the former Premier of New Brunswick, Richard
Hatfield. Both members of the Progressive Conservatives,
Camp became especially famous when, as the owner of a
Torontoc ad agency, Camp Advertising, he engineered the
downfall of Diefenbaker as the Tory leader, and helped elect
Robert Stanfield in his place. As Jonathan Manthrope notes,
"these men knew that collectively they were the most
sophisticated political organization in the country."24
Camp and Atkins formed the basis of what was known as
the "Big Blue Machine,™ a group of strategists brought
together when William Davis was running for leadership of
the Ontario Conservative Party in 1972. Inattentive to
crumbling Tory riding associations, Davis knew that a
leadership coup was possible only with the most
sophisticated campaign tools available. Having achieved
such a coup, he went on to woo Ontario in the same way, with
the same success. It was Norm Atkins who had engineered all
this, and as Rosemary Speirs states:
He [Atkins] borrowed American electoral techniques to
give the Ontario Tories their first, highly polled,
carefully controlled campaign. . . . The campaign cost
$4.5 million and produced a harvest of 78 Conservative
seats - to_20 for the Liberals and 19 for the New
Democrats.

By the time the Big Blue Machine repeated their win in

1975, election campaigns in other provinces were using the
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same techniques. For example, the provincial election held
in British Columbia the same year was managed by ad agencies
for both the New Democratic and Social Credit parties. It
is unknovn which party initiated the use of the new research
methods, but as Terence Morley states, "the advent of Bill
Bennett marked . . . the end of the dominance of the pure
amateur in provincial politics."26 He gbes on to note, "one
of the first things younger Bennett did, was hire a
Vancouver advertising executive to reshape the party
image.®27

It was research that helped shape this image, and it
made B.C.’s politics look more and more like Ontario’s:

Regular opinion polling throughout the province [of

B.C.] - and in other western provinces - was carried
out to provide a steady stream of political

intelligence. The reconstruction began in ‘73 . . .

transformed Social Credit into a western version of

the Ontario Conservative Party’s Big Blue Machine.

The election of the Parti Quabecois in Quebec in 1976
was also not without its streams of intelligence, although
interestingly enocugh, much of it was contradictory.

Both the PQ and the Quebec Liberals did extensive
polling before this historical election even began.
Contradictory results were published by the Centre de

Recherche sur 1/Opinion Publicque (CROP) and the Institut

Quebecois de 1‘Opinion Publicque (IQOP). The reason for the
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contradiction? According to Pierre Dupont, CROP had been

infiltrated by the pQ.2°

The 1980’s And Beyond

By the 1980’s, no politician needed convincing about
the use of "admen and pollsters." The party rank and file
were a different matter, however, for what the pollsters
allowed the leaders to do, was operate without consensus
among the party’s grassroots.

The resentment of the pollsters by party members was
voiced by both the Ontario Conservatives and the federal
Liberal Party in the early 1980‘s. Under Pierre Trudeau’s
leadership, Liberal delegates actually pushed through a
f“resolution condemning the influence of polls, propaganda,
and patronage orchestrated by a small elite” at the 1982
Liberal convention.3% Such a resolution was provoked by
Liberal communication strategies based entirely on polling
data.

William Davis also used research on the electorate to
bypass the wishes of party members. As Spelrs again notes,
Davis was renowned for "listening only to Torontc admen and
pollsters,”™ and by the Ontario election of 1981, had
pollster Allan Gregg of Decima Research churning out daily

tracking data. Speirs points out that such data allowed
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"Davis to pitch his policy announcements, and his handouts,
to precisely chosen targets. This centrally controlled
campaign (was) a triumph of organization and technology."31

The trouble with such technology was that increasingly,
it made the party rank and file feel left out. More
significantly, it was widening the gap between the political
agenda sought by party members and what the leaders knew was
politically palatable to the electorate.

Davis sensed this growing division, and in an attempt
to make his election campaign and members’ wishes more
congruent, brought in pollsters to "educate" party members
at the Tories’ first policy conference held in October of
81. Speirs recounts how 2Allan Gregg of Decima Research
attempted to bring this education about:

With a slide show of charts on demographic and public

opinion trends, he lectured the largely white, largely

middle-aged, Protestant and anglo audience on the
growing ethnic diversity of the province, the surge of
women entering the workforce, and the dangers of
straying from the political middle.3

The polling, which directed all politicians toward the
middle road, also became an issue in leadership campaigns.
For example, when Davis stepped down as leader of the
Ontario Conservative Party in October of 1984, the leading
contenders for his job were all faced with the same dilemma

- the mood of the party and the mood of the electorate just

didn’t match. For example, pollsters for Larry Grossman’s
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nominating team told them party delegates were much farther
to the right than the clectorate. If Grossman acceded to
delegates’ right wing agenda in order to win the leadership
campaign, he couldn’t possibly stick to that agenda and win
the general electicn.

Grossman attempted to sway delegates to this reality by
releasing a policy paper based on Allén Gregg's
interpretation of polling results. Entitled "The Realities:
Oontario’s Changing Political Culture,” it was Grossman’s
last ditch effort to get the Conservative Party to move
towards the centre.

Other leadership nominees were attempting to do the
same, and were importing American political skills in order
to do it. It was a surreptitious importing, however.

As early as 1979, twenty-one year cld Michael Perik
began orchestrating the leadership campaign of Frank Miller.
As Speirs states, "he began by writing a detailed step by
step strategy paper, modelled on Jimmy Carter’s nomination
campaign, and anonymously titled, in case it should fall
into the wrong hands, “‘Donald Duck For Leader. "33 By 1983,
Perik actually brought a political strategist, Tony Corrado,
from Washington to work on Miller’s campaign. As Speirs
goes on to note, however, "fearful of adverse publicity
about an American politico in Miller’s camp, Perik carefully

kept Corrado backstage."3%
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Whether Corrado was responsible for Miller’s eventual
win is difficult to say, but when Miller decided to call an
election, it was based strictly on polling results, again
from Allan Gregg of Decima Research.

By this time, Gregg was also heavy into focus group
interviews (pollsters Martin Goldfarb énd ABM Research were
doing the same for the Liberals and the NDP, respectively).
Along with opinion polls, focus groups were telling the
researchers two things: the environment was a major concern
of the electorate, and oOntario didn‘t want to move to the
right.

Allan Gregg was particularly concerned that the Tories
pay attention to these findings, for their political agenda
was already the most suspect by the electorate in these
areas. His statement to the Miller campaign team reflected
this concern: "If Miller doesn’t like those NDP ideas, Bob
Rae will be Premier."35

Unfortunately for Miller, the Liberal candidate, David
Peterson, did like these ideas. Extensive focus group
testing by Michael Kirby of Goldfarb Associates allowed
Kirby to "spell out in detail for Peterson just how badly he
was doing and how much he needed to change,“36

Peterson was also helped by the extensive public
opinion information made available to him by federal Liberal

polling. Conversely, it appears Miller’s campaign was hurt
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by the flight of the Big Blue Machine to Ottawa where it
helped engineer the win of Brian Mulroney as Prime Minister.

Although Miller won the election of February ‘85, it
was a tenuous win based on a minority government. With his
back against the wall, Miller made one last attempt to
salvage his government. Concluding that perhaps he hadn’t
paid enough attention to any of the market research
conducted on his behalf previously, he hired one of Ronald
Reagan’s pollsters to show him the error of his ways.
Again, the fact that an American was conducting polls in
Canada was hidden - the bills for Arthur Finkelstein’s
polling were sent through a Canadian firm: Research
Spectrum.

Finkelstein gave Miller his money’s worth. His
conclusion was that if Miller played his cards right, he
could hold on to his government, but he would have to stay
almost left of centre to do so. For Miller, his
philosophical alignment couldn’t allow him to do this. His

government guickly went down to defeat.

Summary

This chapter has traced the origins of political
marketing research back to the nineteenth century. It has
shown how the use of market research has evolved primarily
from a business tool employed by ad agencies to an integral

component of modern political campaigns.




FOOTNOTES

lponald Hurwitz, "The Culture of Business and the Business
of Culture: Social Research, Scientific Management and the
Collection of Media-Audience Data." Paper presented at the
1985 American Marketing Association Workshop "Historical

Research In Marketing,® 6.
21bid., 3.

3ponald Hurwitz, "The Early Efforts to Promote Broadcasting
Advertising." Paper presented to the 1984 Convention of the
American Academy of Advertising, 49.

4Nimmo, The Political Persuaders, 36.

5The Elmo Roper organization polled the 21st Congressional
District of New York for Jacob K. Javits’ first campaign for
political office. See Nimmo, The Political Persuaders, 86.

®Gargrave and Hull, 144.

7D1amond and Betes, xhe Spot: The Rise Of Political

91bid., 46.

101pia., 7s8.

11H1ckelson,

Television, 8.

121pid., viii.

Inimmo, 85.

l4sapato, The Rise of Political Candidates, 69.
13pijamond and Bates, 141.

161pid., 150.

*?Wriqht; Advertising, 562.

B84




85

20por a more detailed discussion of this election, see Mary
Anne Comber and Robert S. Mayne, The Newsmongers: How The
Media Distort The Political News (Toronto: McCleslland and
Stewart, 1986), 63-65.

2lMuch of the information relating to the early use of ad
agencies by politicians in Canada is taken from Jeffrey

Simpson, Spoils of Power: The Politics of Patronage
(Toronto: Collins, 1988), 123-~145.
221pid., 143.

231pid., 143.

24y0nathan Manthrope, The Power And The Tories (Toronto:
Macmillan, 1974}, 81.

25Rosemary Speirs, out Of The Blue: The Fall Of The Tc¢ry
Dynasty In Ontario (Toronto: Macmillan, 1986), 6-7.

263, rerence Morley et al., The Reins Of Power (Vancouver:
Douglas and McIntyre, 1983}, 97.

271pid., 97.
281hid., 99-100.
2%ror a broader discussion of the role of research in the

Parti Quebecois electoral victory of 776, see Pierre Dupont,
How Levesgque Won (Torontco: James Lorimar and Co., 1976}, 10.

303impson, The Spoils of Power, 349.
3lgpeirs, out Of The Blue, 17.

321pid., 15.

331bid., 36-37.
341pid., 37.
351pbid., 125.

361pid., 76.




CHAPTER FOUR
CASE STUDIES

As stated in the Introduction to this thesis, the three
Case Studies to be reviewed here include the 1388
Presidential Election in the United States, the Canadian
General (Federal} Election of 1988, and the 1991 British
Columbia Provincial Election.

As zlso stated previously, these particular elections
were chosen because of the ideological nature of the winning
parties. In the 1988 federal elections in hoth the U.S. and
canada, those parties traditionally placed on the "right,"
namely the Republicans in the U.S. and the Conservatives in
Canada, won the race. Critics who believe in the absolute
power of the new technologies and methods maintain that
these outcomes were inevitable. They argue that beciuse
these parties have always maintained close ties with the
private sector, these parties have, historically, always had
access to more money and to the techniques of marketing and
advertising so well established in that sector.

In summary, critics believe this access causes parties
to win. But does it?

An examination of the elections won by the "right”
certainly documents the continued borrowing from the private
sector. It cannot, however, be isolated and identified as
the factor which caused the wins.

86
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The other Case Study confuses the matter even further.
It was won by the New Democrats, and illustrates a number of
factors which critics seem reluctant to discuss.

The first is that regardiess of political persuasion,
all parties seek to make use of the "tools of Madison
Avenue.” For better or worse, inran era when mass
communication is necessary, they have become accepted as the
way of doing things.

Another point which cannot be ignored, one which has
been discussed earlier, is that even with access to all the
"tools", it doesn’t necessarily lead a party to winning, or
even make a sizeable showing. As stated by many cbservers,
there are simply too many variables in an election outcome
to trace the win to even cne or a combination of those
variables. This point was made dramaticaliy in the 1991
provincial election in B.C., where thz traditional *"right-
wing" party was decimated, the "left®™ won the election, and
a new ccalition with access to almost nething during the
election campaign became the official opposition.

In concluding the introduction to this section, I would
like to say my Case Studies prove a number of significant
pocints, either for or against the use of research in
politics. Unfortunately, they prove nothing. Yes, they
document research as an integral component of wodern day

election campaigns f{although even this statepent is opep to
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guestion - the B.C. Liberals managed to do without it).

What they can’t show is Jjust how that research factored into
the win. Since many political analysts have lamented the
inabiliity to isoclate variables in any election campaign, I
know this is not a unique problem. My own conclusion?
Research probably helps win campaigns, but no more or less

than one of at least a dozen other variables.

1988 U.S. Presidential Fil ion

By the late 1980’s, fccus groups had superseded the
public opinion poll as the most talked about technique of
political marketing research. And, while public opinion
polls still played a very large part in the 1988 U.S.
presidential election, it was focus groups that appear to
have been the ultimate factor in determining how this
election was played out.

Both the Republicans and Democrats were making
extensive use of focus groups and polls as early as May of
the election yvear, or at least that’s when journalists
picked up on them. Both parties were getting the same
results: Dukakis was seen as tough and competent; Bush was
plagued by a "wimp" image.

The poll numbers in the early stages of the campaign

had Bush trailing Dukakis from anywhere between 14 and 28
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points.! The so-called "gender-gap" was especially alarming
to Republican strategists, for as one pollster noted, "Bush
reminds every woman of her first husband . "<
Bush’s negative image was alsc confirmed by the
Republicans use of the "Perception Analyzer" early on in the
campaign to measure voter response to various policies.
According to columnist Jeff Mapes, one of the Analyzer’s
first sessions for the Republicans went like this:
Vice-President George Bush was in trouble. He was
explaining how he would hang President Reagan’s picture
in the White House Cabinet Room when he took over, and
the 45 Portland Republicans attentively watching Bush
on television in the darkened research room of Columbia
Information Systems were not buying any of it. Their
reactions were instantly turned into a graph on a
computer screen, and Bush’s approval rating was
dropping faster than the stock market on Black Monday.
Early campaign research also uncovered the issues that
were used so effectively by Bush against Dukakis. It showed
that American voters had particularly strong reactions about
the death penalty, gun control, the American Civil Liberties
Union (ACLU), and the Pledge of Allegiance.? These
reactions became the "hot-button” issues of the 1988
presidential election. Summed up, Americans were concerned
about "law and order.”
The next step was for either party to claim an alliance

with these issues, and it was the Republicans who seized

this initiative. Again, however, it was focus groups (and a
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motorcycle gang} which told Lee Atwater, the Republican
Campaign Manager, how such an initiative could be carried
out:

"Focus groups" of swing voters were exposed to the

likely lines of negative attack: Dukakis’s record on

furloughs, the death penalty, the Pledge of Allegiance,
voluntary school prayer, defense spending and taxes.

Then, using an actor to play "anchorman," the Bush

handlers presented a mock "newscast"” of Dukakis’s

views, and his likely responses, to a selected group of
viewers eguipped with "people meter" dials to measure
their reaction. The result was the Attack Man campaign

Bush has been using, in Jekyll and Hyde alternation

with the "kinder, gentler" theme.

The "Attack Man" campaign orchestrated by Atwater was
severely criticized in the early days of the campaign. At
the time, it was considered "especially dumb for a candidate
whose ‘negatives’ were so high." The "Wall Street Journal
warned the attacks could make Bush look weak."®

Unfortunately for the Democrats, they believed the Wall
Street Journal (who had obviously ignored the successful
"negative" campaigns in product marketing), and made no
attempts at combat, at least initially. By the time they
did, the poll numbers for Bush had begun to improve.

Another key component of the Republicans negative
campaign was their use of symbols. According to Elizabeth
Prew, Atwater understood their significance. She notes that
“the myths and symbols Reagan had manipulated so well were a
gift to Bush." Conversely, "Dukakis just didn‘t understand

their importance.“7




It was a coincidental event, however, that provided
Atwater and the Republicans with the best symbol ever:
Willie Hornton.

Willie Hornton’s name became synonymous with the 19588
presidential election, when as a prisoner, he was released
through the furlough program and brutalized a Maryland
couple. His fame came not only through this horrific event,
however, but with the Republican’s ability to lay the blame
for this personally on Dukakis.

Atwater confirmed the tremendous potential for this on
the July 4th weekend at a Chinese restaurant in a small
Virginia town. His focus group this time - a group of
motorcyclists: "The bikers volunteered the one thing they
knew about Dukakis; he was the guy who had let Hornton, who
was black, out of jail.n8

Atwater also knew from focus groups that "liberal” had
become a dirty word, and that the release of Hornton
confirmed Dukakis was a liberal. To Atwater’s delight, it
was Dukakis himself who personally identified himself with
the liberal label. Ironically, the Democrats tried to
invoke the power of polling as the reason for this:

When Dukakis called himself a liberal, his aides tried

to convince the press that the mistake was actually a

strategy. They tried to give the impression that there

was something they knew from their.polling that made
this a smart move.?
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By September, the Republicans were conducting nightly
tracking pclls. They had laid claim to the hot-button
issues, and the tracking was showing continuously,
increasing support for Bush.

Dukakis and his campaign team were not lacking in
information either, but it appears Dukakis was unwilling to
take advantage of it. As one journalist stated, "If Bush
and Quayle are the quintessential product of handlers,
Dukakis errs on the other extreme."!0 consultants to the
Democrats consistently complained that Dukakis would not act
upon their advice, advice that was based on research equally
as reliable as that obtained by the Republicans. As one
media consultant lamented: "I get these orders on the phone
to do an ad. . . . I feel like they’re shouting through the
window to a short order cook."ll

When the election was over and the Republicans were
once again firmly esconced in the White House, analysts made
some interesting observations.

As usual, the sheer number of polls conducted during
the campaign were commented upon, but with an interesting
twist -~ how invalid they were as anything but a snapshot at
a given point in time. As one columnist noted, "week after
week, what seemed obvious to every respected analyst on

Monday morning looked ludicrous by Tuesday night."12



Another point noted by some was that while the
pemocrats had been consistent in their protests against the
wattack strategy” employed by the Republicans, Dukakis
himself had not been above using it in his own race for the
Democratic presidential nomination. In that race, it was
Democratic hopeful Joseph Biden who was on the receiving end
of the attack.

Dukakis’s team accepted the premise that "it’s an
accepted game to spread negative research about one’s
opponent, as long as it’s accurate,"13 They did this by
releasing "video press releases" during the fight for the
Democratic presidential nomination:

Two officials of Dukakis’s campaign released a tape

which interspersed segments of a debate performance by

rival Senator Joe Biden with an earlier Campaign
commercial for British Labour party chief Neil Kinnock.

By powerfully demonstrating Biden’s rhetorical

plagiarism, this "attack video" set in motion a chain

of events that helped drive its victim from the race in

11 days.l4

The final note to be made about the 19588 U.S.
presidential election was the sheer magnitude of the costs.
The Republican’s total campaign expenditures were $46
- million (U.S.) on direct campaign expenses, and another $50

rillion on "soft™ expenses (the category where research is

usually placed).15 Expenses for Dukakis were almost

identical.l®
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The Canadian General Election Of 1988

Analysts of the 1988 fedeml election in Canada
generally agree it was an unusual one because of the
dominance of one single issue: whether or not Canadians
should sign a Free Trade Agreement with the United States.
The governing Conservative Party believed the agreement was
goocd for Canada, and maintained that position throughout the
campaign; both the Liberals and the New Democratic Party
{(N.D.P.) took a stance against it. This began an avalanche
of rhetoric unusual in Canadian history as each party
attempted to convince Canadians of the consequences of
either accepting or rejecting "the deal.”

This election was also unusual because of the amount of
"third party spending."” As the campaign geared up, both
business and labour groups jumped into the fray to make
clear their position. How much this spending actually
amounted to is debatable, but estimates range "from $2 to 3
million (the Liberal estimate) to $10 million ({(Labour
movement) to a whopping $56 million calculated by Nick
Fillmore in g§i§_§§g§zigg,ﬂi7 Whichever figure is correct,
most of it was spent on ads of one form or another, based on
research which indicated what might sway individuals to vote

either for or against the deal.l®



The Yswing vote" was particularly important in this
election because surveys had shown a much higher percentage
of the vote was undecided during the campaign than was
usual. Alan Frizzell notes that "in the ’88 campaign . . .
3 out of 5 voters were making their decision during the
campaign period.ni?

Perhaps this was part of the reason for the
unprecedented amount of polling and focus groups conducted
on behalf of the three parties during this election.
According to Claire Hoy, the Tories spent about $5 million
on polling and related research during the campaign period;
the Liberals "well over $600,000," and the N.D.P.,
$300,000.29 The N.D.P. was openly criticized for their use
of research both during the campaign and after by then
Canadian Auto Workers President Bob White: *Hdaybe . . .
senior strategists should have pulled themselves away from
their sophisticated databanks and knocked on some doors with
labour. 21

Those within the party felt it was an unfair criticism,
especially given the limited resources of the party when
compared with both the Liberals, and especially, the Tories.
Indeed, critics have stated that this election was one of
the most "scandalous" in Canadian history, because while
advertising counts as an election expense, "massive polling

-operations®™ do not .22



The last point of note about this campaign is the
degree to which the "parketing vernacular"” had penetrated
the strategy sessions of all three parties. Graham Fraser
comments that while such vernacular was Yold hat" to both
the Liberals and the Tories, "many in the N.D.P. found {the
language} foreign and offensive to the Methodist socialism
of the party’s tradition.m23

This vernacular was continued by the N.D.P. in post
campaign analyses by N.D.P. Campaign Director Robin Sears:

We attempted to move in marketing terms from a niche

marketer intoc a national brand name without examining

what the costs and consequences of that would be. .

Qur resources were smaller . . . and our anticipation

of the ferocity of the attack which would be launched

against us was naive.
Besides, as Sears lamented in an interview with Claire
Hoy:
. . . our polling has consistently shown that if you
scratch every Canadian deeply enough, you’ll find a

Grit. They’re the most resilient, the Coca-Cola of
Canadian politics.

The New Democrats

By the time the election writ had been dropped, N.D.P.
Leader Ed Broadbent had topped the polls "as the leader the
public would most prefer to have as Prime Minister.n25

During that same time period, the party had watched the

"virtual disintegration® of the Parti Quebecois, while
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membership in the Quebec wing of the N.D.P. went from 500 to
10,000.2%7

The combination of both factors led the N.D.P. to
launch their first national campaign. The N.D.P.‘’s
confidence in this launch was also enhanced by the fact that
for the first time, the "N.D.P. had built a substantial
database of polling material."28

This information convinced N.D.P. strategists that the
budget for the ‘88 campaign be raised from $4.7 million to
the $7 million dollar range. Of that amount, $3 million
would be set aside for advertising and an additional
$330,000 for opinion research. 29

One of the party’s first moves was to hire Washington
based pollster Vic Fingerhut to direct spending of those
funds. In conjunction with the polling data already
obtained, it was decided that $100,000 be spent in the
immediate pre-election period and just over $200,000 during
the campaign.30 Because this amount was still rather
iimited in what it could accomplish, an "electronic
triangle® was set up to get the most out of their research
budget:

The bulk of N.D.P. polling data was gathered by Access

Survey Research, a Winnipeg based company llnked to
the ¥ onted to do

pollster Angus Reid. However, the N.D.P. opte

its own Ottawa in house analysis of the data under the
supervision of Brian McGee. Thus a computerized
electronic triangle emerged with data gathered from

ﬁinnlpeg detailed analysis occurring in Ottawa, while
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unde? the sgfervision of a polling specialist in

Washington. -

For the first time, the N.D.P. alsc made extensive use
of focus groups in selected cities. The discussion in these
groups revolved around party ads, and arguments for and
against voting N.D.P. were tested.

What party strategists found from these groups was that
"voters don’t expect and don’t want very drastic changes
under a New Democratic government."32 These findings were
backed by a major poll undertaken for the N.D.P. in an
attempt to find out more about the swing vote. Within party
circles, this poll became known as the ACM Soft Vote Survey,
and as was noted at the time, the "ordinary Canadian" theme
tested well in the survey.33

Research had also convinced Fingerhut that the N.D.P.
was seen as "weak on the economy" and that "the issue of
free trade was a non-starter for the party."34 As a result,
Broadbent’s opening statements for the /88 election did not
even mention free trade.

It was an omission that angered the Canadian Labour
Congress (CLC), a key supporter of the N.D.P., and so began
an "internal split on election strategy" between the CLC and
the N.D.P. As Claire Hoy notes:

The Canadian Labour Congress wanted the party to fight

the election on free trade, but party officials argued

that their polling showed they should concentrate on

Mulroney’s lack of credibility. . . . "And then they
wonder why our people vote Liberal," says one labour
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leader. '"We bust our guts, and our bank accounts, to
fight this bloody deal, and they say, lay off it.
Worse, the advice comes from an American pollster, for

god’s sake.n35

The "American pollster" also provided the basic grist
for individual ads within the N.D.P. advertising campaign
through the N.D.P.’s agency of record, Michael Morgan and
 Associates (as we shall see later, other pollsters were
providing the same services to their parties as well). One
of the party’s ads, whose subject was medicare, was so
closely based on research that "every line of the text was
drawn from Vic Fingerhuts’s polling research."3% It was the
same research that convinced the N.D.P. to refer to the Free
Trade Agreement as the Mulroney deal or the Mulroney/Reagan

deal. It was a strategic decision made by the Liberals as

well.
Liberals

On July 20, 1988, over two months prior to the
"official"™ start of the Canadian General Election, Liberal
Leader John Turner announced that the Liberal dominated
Senate would block passage of the free trade deal until
after an election.

It was an announcement that was precipitated by a
$200,000 public opinion poll conducted by Liberal pollster

Martin Goldfarb. Conducted exclusively in Quebec, it showed
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that the public supported such a move by Jchn Turner and the
Liberal Party,B?

The polling had also convinced Goldfarb that the
"sovereignty issue was on the rise," and that "the public
was looking for ieadership.”>? He framed his advice to the
Liberal Party like this:

Free Trade should be used as a device to demonstrate

that Mulroney cannot and should not be trusted. The

central theme of the Liberal campaign should be that
you cannot trust Hulroney.-~

Like the N.D.P., the advice was discussed and bandied
about by focus groups over the summer prior to the election.
In total, over 70 ads were developed in conjunction with
Goldfarb’s input. The scripts were developed by Red Leaf
Communications, Y“the Liberal advertising team put together
for every English language Liberal advertising campaign."49
All 70 ads were sketched and laid out on storyboards; the
reaction of the focus groups determined the five that would
make it to the commercial stage.%l

One of the major debates in the focus groups was
whether John Turner should be used or avoided in the Liberal
commercials:

At the focus groups during the summer, people said they
didn’t want to see Turner much, but they wanted to see

Mulroney. "Oh, show me more of Brian,"” said one woman
in a focus group. *I love to hate him.”
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Ironically, the absence of Turner in the Liberal ads
resulted in one of the most notable of the “88 election, by
any party:

The Liberal party‘s t.v. spots were particularly

effective in casting doubts on the government’s free

trade initiative. One ad in particular, which showed
the government removing the boundary between Canada and
the U.S. as a result of the free trade pclicyl tugged
on the nationalist heartstrings of canadians.?3

The ads were directed at "men, younger Canadians and
middle~income earners,” because "Goldfarb’s polling showed
that Liberal support was already strongest amongst women,
ethnics, and people over 35.n44

They were emotional ads, and as shall be seen shortly,
were in direct contrast to the ®Just The Facts, Ma’am," acd
campaign of the Tories.

The polling itself was done on a rolling sample of two
hundred people a day. The Liberals targeted $500,000 for
research, but like the N.D.P., the money didn‘t go very far.
As a result, their strategy was to depend on their own
analysis of published polling. As Liberal Mational Campaign
Director John Webster noted:

. . . the party didn’t do national samples because we

knew the media would be doing a ton of them. Our polls

enabled us to measure the rolling samples against the
national media samples.%>

The Tories didn’t have that problem, however. Indeed,

they were even doing focus groups on Liberal ads.
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Conservatives

Claire Hecy notes that "the Tories actually started
getting sericus about this election in 1986, when Senator
NMorman Atkins set up his strategy group, with pollster Allan
Gregg as an important component.“46 With a budget of $8.1
million?’ set aside for the election campaign, the Tories
also hired a separate polling consultant in Quebec: SECOR.

By January of the election year, both Gregg and Marcel
Cote of SECOR were advising the party on strategy, based on
what weré to be the first of many polls and focus groups
conducted during the election year.

For English Canada, Gregg coined the term "managing
change," which "Gregg had picked up as a perceived source of
Tory strength."48 It was a theme Greqgg believed was
particularly important to those groups which polling
research had revealed "were soft in their support of the
party - women and low-to-middle income earners."4?

Claire Hoy claims that Gregg and his colleaques at
Decima called this group the "open-minded confused," or,
less charitably, ®the urban stupid.“sg Wwhatever the group
was called, it meant the Tory ad budget was spent on "t.v.

and radioc buys . . . directed to a great extent to the soaps

i

and mass orientated programmes.™>
The ads themselves were prepared only after extensive

focus group discussion:
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The focus groups proved responsive to some negative
advertising, but they resisted other ads. One
commercial of the perhaps fifty that were made (only
thirty-four were used) showed a man tearing up a
document with a voice saying, YIf John Turner gets
elected, he’ll rip up the Free Trade Agreement.
Currency will flee the country," the voice said, and a
hand snatched money on a table, "and tear the heart out
of Canada.® The strategists . . . loved the ad:;
Decima‘’s focus group members said, "Now you‘re lying.
John Turner lied before about social programs, and now
vou’‘re lying.®™ Such ads were never shown. 2

Focus groups were also a Kkey component in the redesign

of the party logo:

Focus groups of voters had been asked a series of
guestions designed to probe how they viewed the party
at present, and more crucially how ideally they would
like to visualize the party in the future. From the
responses to the questions a series of prospective
logos had been constructed, and after testing by focus
groups, a new forward-looking party logo was created.

The culmination of Gregg’s research, both polling and
focus groups, was that people were more worried about the
P"effect of free trade on social programs than they were
about the possible impact of losing free trade."®% as a
result:

The net effect of the advertising campaign was to

produce a series of election advertisements which

tended to be more re-assuring to voters than hard-
hitting or emotional, stressing the government’s
records and the general competence of the prime
minister and his party team.®>

In Quebec, SECOR’s research resulted in findings

similar to Decima, but advised on a different strategy. The

them here became "Continuer dans le bons sens,” or "Keep



following your good instincts.">® Ccote believed this was

necessary because research showed that 40% of the Quebec

electorate was either a "soft PC voter" or a potential

switcher to the PC’s. This group wanted security

emphasized, not change.®’ cote felt Quebec voters were

especially wary because focus groups here "showed that

ordinary people felt that they (politicians) were all a

corrupt bunch of crooks."98

By August of the election year, Gregg was providing the

Tories not only with their own strategy, but with a

"strategic appraisal of what the Liberals were likely to

do*:

Gregg predicted that the Liberals would position
themselves as, in his words, "more practical New
Democrats®™ . . . he expected Liberal themes stressing
nationalism, economic questions involving compassion
such as illiteracy and working women, and protection
questions like health and the environment . . . we are
the only practical alternative.

This "strategic appraisal™ was backed up by even more

focus groups, but this time done with Liberal ads. The "map

ad®™ was one that particularly troubled Gregg:

Gregg showed the commercial to a focus group: the first
time they saw it, they laughed; the second time, they
were eerily silent. "They said, ‘You know it’s obvious
that they’re exaggerating; the border’s not going to go
away, and we‘re not going to become Americans, and
we’ll never become Americans,’ Gregg recalled. "But it
tells us that we’re going to lose something in free
trade, and that really worries me; I wonder if the risk
is worth it."80
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By the time the writ had been dropped, the Tories had
conducted one national poll with a sample of 1500, and
smaller weekly polls throughout the summer. During the
course of the campaign, they would conduct three more
‘national polls of the same size, national "rolling™ polls of
500 samples a night, and "tracking"” polls in 25 selected
ridings across canada.®l These latter polls were used
mostly by constituency organizations to advise on local
strateqgy. As Alan Frizzell notes, the combination of all
these polls allowed electoral trends to be deduced and the

fine-tuning of both local and national election strategy on

almost a daily basis.®?

When the ballots had all been cast on November 21, the
Tories had won another majority, but with a significant loss
of seats. In 1984, the Tories received a majority with 211
seats, the Liberals, 40, and the N.D.P., 30. 1In 1988, the
Conservative Party won only 169 seats. Liberal numbers had

more than doubled to 83, and the N.D.P. won 43 seats.®3
iti C ia wvincial Election - 199

~The 1991 British Columbia election dispels two popular

notions about current election campaign practices.
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The first is that such practices are only employed by
those on the right of the political spectrum. Clearly, this
was an election where those on the "left,"” the New
Democrats, used those practices as effectively as the ruling
“free-enterprise” Social Credit Party. Indeed, hindsight
indicates the N.D.P. actually outdid the Socreds in the
employment of these practices. As columnist Ian Mulgrew
noted: "Harcourt understood that a political party is a
multimillion dollar corporation whose product is not
ideology but management skill.vw64

The second myth is that it’s impossible to mount an
effective campaign today without using these techniques. 1In
contrast to this popular wisdom, this election showed a
third party rising out of complete obscurity to become the
Official Opposition, without benefit of these techniques.
This third party was the B.C. Liberals, who accomplished
tﬁis without access to either significant research
technology or advertising. Newspaper reports referred to
them as "a cash-~strapped party, with no province wide
advertising; no t.v. ads."®5

As will be seen shortly, the peculiarities of this
particular election shed some light on how the Liberals were
able to do this. More importantly, however, it illustrates
a point made earlier by observers of modern campaign

techniques; there are many variables that affect election
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outcomes, access to modern technologies is only one of them.
Political columnist Vaughn Palmer noted that the only
campaign theme Harcourt needed in this election was, "Hi

there, I‘’m not the leader of the Socreds."5®

The Campaign

When Social Credit Premier Rita Johnston called an
election for November 21, a number of polls had placed the
N.D.P. at least 18 points ahead of her party.57 Obviously,
it was an inopportune time for her to call an election, but
the party’s mandate had almost expired. Worse than that,
the party had been "plagued by a series of scandals"®8 that
" only seemed to culminate in the first weeks of the campaign.

The first of those scandals was a court appearance by
former Social Credit Premier Bill Vander Zalm, on charges of
conflict of interest over the sale of his family business,
Fantasy Gardens. The second was the resignation of Richmond
East Social Credit candidate John Ball, after the Vancouver
Sun revealed he had ties to Neo-Nazi groups. These two
events were the final crown to an election term that had
seen the resignation of twelve cabinet ministers.®?

Still, the Socreds had put together their well oiled
election teaﬁ, a group of experienced pecple who had

_overseen numerous Socred wins. They included Jess Ketchun,
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campaign manager; advisor and private consultant Jerry
Lampert, and senior strategist Patrick Kinsella. It was
Kinsella who, at the appropriate times, "bundled up the
latest numbers and shipped them off to Allan Gregg."’0

The New Democrat team was equally impressive. First
and foremost was a "top Democrat advertising consultant
based in Washington D.C."’! named Karl Strubel. It was
Strubel who "co-ordinated and piloted"’? the N.D.P.
campaign. His main partner was another Washington based
consultant, "media wizard” Michael Sheehan.’3

Strubel and Sheehan worked in conjunction with a number
of key research and advertising people and/or companies in
Canada. These included Dave Gotthilf, President of

jewpoints Research, who conducted nightly tracking polls
and focus groups for the N.D.P., the Vancouver public
relations firm Scali McCabe Sloves, and Shane Lunny
Productions, who created all of the N.D.P. ads.

The N.D.P. had actually hired Strubel and Sheehan in
the early spring of the election year. N.D.P. Campaign
Communication Director Ron Johnson says they were brought on
board specifically to provide the N.D.P. with "the ability
to be flexible during the course of the actual campaign.n’4%
The inability to change course during mid-campaign had been

seen as a major stumbling block in the party’s campaign at
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the federal level in the 1988 General Election, and the
provincial party was not anxious to repeat the same mistake.

The N.D.P. thought they needed that flexibility to deal
with Social Credit, but even before the writ was dropped, it
became clear it was actually the Liberals. Research
conducted on behalf of Social Credit was picking up the same
trend:

. . . as early as August, Socreds knew something was

up. (They) watched B.C. Liberals climb to 17% in their

internal polls - a level unseen since before 1979, when
the partv lost its last legislative seat. "No one was
talking,ahout it," campaign manager Jess Ketchum

said.”

The trend turned intc a tidal wave after the October 8§
debate between the three party leaders. The two major
parties were stunned, as was Decima’s Allan Gregg when
reviewing the most recent polling numbers after the debate:

Gregg took one look, then another, and said in all his

yvears of surveying Canadian electorates, he’d never

seen anything like it. The Liberals, who’d been
slouching along in the also-ran position for years, had
rocketed upward by something like 20 percentage points
in less than a week.

Ketchum states ®"they thought Liberal support would
level off within a few days."77 The "pundits" agreed with
him saying "it was a blip and that support would soon
drcp.“78 But the N.D.P. weren’t taking any chances. They
conducted focus groups immediately following the debate, and

®"decided the issue of growing support for the Liberals had

‘to be confronted head on."’% Within days of the Debate, the



N.D.P. had changed beth their radio and t.v. advertising to
focus on the Liberals.

Social Credit was using focus groups too, but as
Ketchum noted, "while the party’s ads were effective in
turning targeted voters away from the N.D.P. . . . they had
also made up their minds about Social Credit. . . . We
couldn’t overcome the past."80

According to the N.D.P.’s Strubel, the party’s internal
polls showed the Liberals could have formed the government
had the election been held a few days earlier. As it was
the "Liberal surge crested, retreated, and was waning"81 by
the last week of the campaign. By Thursday, October 17, the
day of the election, however, Liberal suﬁport was still
strong enough to engineer "a collapse of the vaunted Socred
election machine."82 It was a collapse that ended almost 40
years of Social Credit rule, interrupted only from 1972-1975
by the N.D.P.’s only former win in B.C. Out of the
province’s 75 ridings, Social Credit won in only 7; 14
cabinet ministers had been defeated. The Liberals became
the Official Opposition with 17 ridings, after being totally
absent from the Legislature since 1979. The New Democrats
became the electorate’s choice for a new government, winning

51 of the 75 ridings.
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CONCLUSTON

Reflecting on the goals outlined at the beginning of
this thesis, there is little doubt that research is, indeed,
an integral component of modern day election campaigns. It
also seems evidentrthat such a condition has come about
directly as a result of the prominence accorded it by ad
agencies in product marketing.

The case studies illustrate the degree to which
research is integrated into modern election campaigns.

Regardless of political persuasion, all parties seek to make

use of the "tools of Madison Avenue." Technological

innovations such as personal computers, campaign management
software, and computerized network communications now allow

even the most leanly financed candidate or party to make use

of the new tools. Additional services offered by the

parties themselves have also enhanced the accessibility of

"such services to all who seek them.

The types of research employed by modern day campaigns
range from a variety of gquantitative survey instruments to
those arising out of psychiatric group therapy, primarily
focus groups. This latter technique achieved special
prominence begiqging in the late 1970’s when Reagan
strategists usedmit.to formulate and pre-test all campaign
themes. Today, their significance is such that campaign

spots are rarely aired without their approval.
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Focus groups themselves are one more example of a
technique appropriated by ad agencies to serve the needs of
product marketing, and then transferred to the political
narketplace. As numerous observers have pointed out, there
are few, if any, techniques used in political campaigns,
which were not first used to market products.

The degree to which the marketing vernacular has
penetrated both the strategy sessions and post-campaign
analyses by political parties is another illustration of
this. As pointed out in one of the case studies, terms like
"niche marketer® and "brand name"® rare being applied to
politicians and parties. If some of those within the
parties flinch at their use, strategist now accept them as
"de rigueur.™ Perhaps this is because many of the
strategists move regularly between corporate and political
accounts. Not only do agencies regularly provide research
services to their clients, but research firms regularly
offer advertising and creative services to theirs. The
distinction between research and creative has been blurred.

Another goal of this thesis was to explore the
implications of research in political campaigns. Chapter
Two provided an extensive review of the defences and
criticisms levied against the use of market‘research in
politics, but generally, the arguments fall into two main

cCamps .
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The first is that the use of market research by
politicians is an enhancement to the democratic process.
This is a view that extends back to George Gallup and his
book, T 3 . Democracy. Many contemporary observers
concur with Gallup‘s original premise that the "collective
wisdom of ordinary people” be sought and used to guide
politicians and govérnments. Crespi, Mauser, Kotler and
Sabato are some of those who would agree with Gallup.

The other camp has its roots in the eighteenth century
with the now famous Edmund Burle letter. Contemporary
~journalists are especially fond of citing Burke, charging
that the current dependence by politicians on research
findings makes such politicians followers, not leaders.

The problem with both sets of arguments is the lack of
empirical evidence to support either one of them. Indeed,
as was pointed out numerous times, empirical evidence to
support any variable(s) in an election campaign is difficult
to come by.

Does this mean the use of market research in political
campaigns is ineffectual in the outcome of those campaigns?
Hardly, for as numerous observers have again noted, they
’previée such camspaigns with much needed expertise and
experience. The practitioners of the art and science of
a&rket«research have probably worked on more campaigns in a

yearrthan most politicians will in a lifetime.
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Has the employment of these practitioners, then,
affected the democratic process, as critics charge? 1Is the
use of market research "usurping the power of the people?

The issue has once again been taken up by the
Government of Canada in the recently released Royal
Commission On Eléctoral Reform and Party Financing. Charged
with the mandate of how to reform the electoral process and
develop recommendations for electoral reform, the Commission
noted as one of its concerns the unregulated use of opinion
polling as a threat to electoral democracy:

The reporting of public opinion polls during campaigns

has . . . been controversial in recent elections.

These concerns involve the validity of polls, their

effect on media coverage of campaigns, the quality of

media reporting of polls, the publication of ’‘polls’
that do not meet accepted professional standards, and
the effect of 11s on the decisions of voters and
voter turnout.

The controversies surrounding the use of polls during
election campaigns were elaborated upon in a series of
studies commissioned as part of the research program of the
Commission. The concerns raised stemmed not from the use of
opinion polls per se, but rather with the reporting of those
polls by the media. Professor Frederick J. Fletcher, a
Research Coordinator for the Commissicn, outlined how both
he and the Commission’s hearings perceived opinion polls

affecting democracy.
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The first concern expressed was the trend towards
increasing prominence of opinion polls as a major news item:
Polls were mentioned in 20 percent of all network

television election items in 1984. . . . These figures

are all higher than in 1979 and 1980. . . . The trend

continued in 1988 and deserves careful scrutiny.
Fletcher believes much of this coverage was at the expense
of substantive issues, and leads to a type of "horse-race
journalism" where "undue importance is given to the relative
fortunes and standings in public opinion polls of leaders
and parties."3

Particularly distressing, notes Fletcher, is that major
gains in the polls, whether valid or not, will bring about
coverage by journalists. Poll standings will also often
‘leak into other forms of coverage, for example, background
commentary and issue analysis.

Another concern raised by the Commission was whether or
‘not opinion polls lead to a "politics of expectation" during
' election campaigns. In reference to both the 1984 and 1988
federal election campaigns, Fletcher noted:

. .« . the electorate was so volatile . . . that several

observers have speculated that the poll results played

a critical role in the outcome. As one journalist put

it, "the party that was able to persuade the voters it

was going to form a national government might emerge as

the winner.® The 1988 National Election Study found

evidence that a "politics of expectations " was at work
and that the polls contributed to strategic voting."4
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It is a contribution, however, that is difficult to
quantify. As Fletcher himself noted, "the influence of news
coverage and comment is . . . difficult to specify . . . the
pattern of influence remains uncertain."®

In making legislative proposals to the Canada Elections
Act regarding opinion polls, the Commission reflected
Fletcher’s concern that "it seems unreasonable to deprive
voters of information available to party strategists (and to
anyone else who can afford access).“6 As a result, the
recommendations are not that opinion polls be banned during
election campaigns,’ but rather that details regarding all
polls published or broadcast accompany the poll and be made
available to anyone who requests them. This Qould include
information such as the sponsor and size of the survey,
method, margin of error, etc.8

The Commission seems to accept the premise that public
opinion polls and other methcds of market research are here
to stay. Accordingly, they are simply seeking to integrate
such practices into democratic law. It is an attempt to
acknowledge a change in the way democracy is practiced, a
change that is a reflection of broader societal changes, not
‘an isolated factor. As observers have pointed out, current
realities such as the sheer size of the electorate, make the
old style of two-way communication between politician and

voter obsolete. By reviewing existing legislation and
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making recommendations for change, the Commission addresses

this very point.

It is a significant point, for as Leiss, Kline and

Jhally have noted:

The true significance of political marketing lies in
another dimension, namely in the observation that,
after about forty vears of experience with its
increasingly adept strategies, it is unlikely that, at
least for the foreseeable future, we will be able to
conduct our pclitical business in any other way.

The consequences of this for democracy are still being
explored. Like those involved with the Commission, I do not
believe democracy is enhanced when the results of public
opinion surveys are in the hands of an elite few. However,
the more basic question seems to be whether or not such
surveys influence the vote, and on that point, the evidence
is far from conclusive. As stated earlier, polls and other
forms of market research are one more variable analysts have
' been unable to isolate. Does this mean their use should go
totally unregulated? Is that an enhancement to democracy?

Leiss, Kline and Jhally make reference to these last
questions while discussing the broad implications of
political marketing generally:

In democratic political systems, the difficulty faced

by citizens in making their representative institutions

serve the best interests of the citizens themselves is
a perennial one.nl0



In the late twentieth century, that perennial search
has once again been undertaken, and erring on the side of
caution, it appears likely that regulations such as those
proposed in the Commission protect the democratic rights of
individuals as well as provide a reasonable opportunity for
political parties to communicate their messages. As
Fletcher himself noted:

The objectives of election campaigns are best served

when regulations and practices strike a balance between

the freedom of the parties to market their candidates
and programs as they see fit and the need to provide

voters with sufficient information to make a reasoned
choice., . . .11

In a democratic society, surely that is the best we can do.



FOOTNOTES
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Elections In Canada,®™ chap. in Media, Elections and
‘Democracy, ed. Frederick J. Fletcher. Volume 19 of the
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9Leiss, Kline and Jhally, Social Communication In
Advertising, 404.

107pid., 404.

llpjetcher and Everett, 209-210.

123




BIBLIOGRAPHY

Books

Boyer, J. Patrick. Election Law In Canada: The Law and

Procedure of Federal, Provincial, and Territorial
Elections. Vol I & II. Toronto: Butterworths, 1987.

. Money and Message: The Law Governing Election
Financing, Advertising, Broadcasting and Canmpaigning in
Canada. Toronto: Butterworths, 1%83.

. Political Rights: The lLegal Framework of
Elections_In Canada. Toronto: Butterworths, 1981.

Boyle, T. Patrick. Elections: British Columbia. Vancouver:
Lions Gate Press, 1982.

Ccanada. Roval Commission On Electoral Reform and Party
inancin Reformi ctoral D (o] : Final
Report. Volumes 1 and 3. Ottawa and Toronto:
Minister of Supply and Services Canada/ Dundern, 1991.

Caplan, Gerald, Michael Kirby and Hugh Segal. Election:
The Issues, The Strategies, The Aftermath.

Scarborough: Prentice~Hall Canada, Inc., 1989.

Comber, Mary Anne and Robert S. Mayne. The Newsmongers:

How the Media Distort the Political News. Toronto:
McClelland and Stewart, 1986.

Crespi, Irving. Public Opinion 11 o .
Boulder: Westview Press, 1989.

Diamond, Edwin and Stephen Bates. The Spot: The Rise of
Political Advertising on Television. Cambridge: MIT

Press, 1984.

Dupont, Pierre. How Levesque Won. Toronto: James Lorimar
and@ Co., 1976.

Edsal, Thomas Byrne. over 4 Money. MNew York: W.W.
Norton and Co., 1988.

124



Pt
N
[$}]

Fletcher, Frederick J. and Robert Everett. "Mass Media and
Elections In Canada," chap. in Media, Elections and
Democracy, ed. Frederick J. Fletcher. Volume 19 of the
research studies of the Royal Commission on Electoral
Reform and Party Financing. Ottawa and Toronto:
Minister of Supply and Services Canada/Dundurn, 1991.

Fraser, Graham. Playing For Keeps: The Making Of The Prime

Minister, 1988. Toronto: McClelland and Stewart,
1989.

Frizzell, Alan, Jon. H. Pammett and Anthony Westell. The
adi General tio . Ottawa: cCarleton

University Press, 1989.

Gargrave, Anthony and Raymond Hull. o o Wi Electio
Toronto: Macmillan, 1979.

Goldfarb, Martin and Thomas Axworthy. Marching To 2
Different Drummer. Toronto: Stoddart, 1988.

'Graham, Patrick F. How To Win Elections. Vancouver: Elgin
Publications, 1982.

Hiebert, Ray, ed. The Political Image Merchants.
Washlngton. Acropolis Books, 1971.

Hoy, Claire. in of Error: llsters d
ipulati o anadian Politics. Toronto: Key

Porter, 1989.

Kaid, Linda Lee, Dan Nimmo, and Keith R. Sanders. New
ctiv itical Advertising. Carbondale:
Southern Illinois University Press, 1986.

Kotler, Philip. M >t b
Englewood Cllffs. Prentlce—Hall 1975.

Kotler, Philip and Alan R. Andreasen. Stra i ti
o nprofi izations. Englewood Cliffs:

Prentice~Hall, 1987.

Kotler, Philip, Gordon H.G. McDougall, and Gary Armstrong.
Marketing, Cndn. ed. Scarborough. Prentlce-Hall
1988.

b

Lee, Robert Hason. un : e o)
5 i c Toronto:

HacFarlane, Walter & Ross, 1989.



126

leiss, William, Stephen Kline, and Sut Jhally. Social

F4 LA

Communlcat;on In Advertising. Scarborough: Nelson

Canada, 1990.

Manthrope, Jonathan. The Power A T Tories. Toronto:
Macmillan, 1974.

Margolis, Michael and Gary Mauser, eds. Manipulating Public
inion: Essa On Public Opinion As A
Variable. Pacific Grove: Brooks/Cole, 1989.

' Mauser, Gary. oliti Marketing: An

Strateqgy. New York: Praeger, 1983.

Mickelson, Sig. The Electric Mirror: Politics In An Age of
Television. New York: Dodd Mead, 1972.

Morley, J. Terence. The Reins of Power. Vancouver:
Douglas and McIntyre, 1983.

Newman, Bruce I and Jagdish N. Sheth, eds. Political
arketi Readings d o i0 .
Chicago: Amerlcan Harketing Association, 1985.

Nimmo, Dan. The Political Perguade;s. Englewood Cliffs:

Prentice-Hall, 1970.

Persky, Stan. Son of Socred. Vancouver: New Star Books,
1979.

Sabato, Larry J. The Rise of Political Consultants. New

York: Basic Books, 1981.

Simpson, Jeffrey. Spoils of Power: The Politics of

Patronage. Toronto: Collins, 1988.

Speirs, Rosemary. Out of the Blue: The Fall of the Tory
Dynasty in Ontario. Toronto: Macmillan, 1986.

Swerdlow, Joel, ed. i {=o/ d \'{ :
Beok. Boulder: Westview Press for The Annenberg

Washington Program, 1988.

Winter, James P., ed. e Si volu i 1 H

vnlver51ty‘of Ottawa Ptess, 1990-’

Wright, John S. et al. Advertising. Toronto: McGraw-Hill

Ryerson, 1984.




Articles

Adams, Carol. "28 Days To Election Victory." The Democrat,
November/ December, 1991, 8.

Alter, Jonathan and others. "The Big Questions." Newsweek,
7 November 1988, 54-56.

'Alter, Jonathan and Howard Fineman. "The Fall of Joe
Biden." Newsweek, 5 October 1987, 28.

Alter Jonathan and Mickey Kaus. "Reign Of Errors."
Newsweek, 31 October 1988, 24.

Alter Jonathan and Margaret Garrod Warner. "And Now It’s
Finger Pointing Time." Newsweek, 7 November 1988, 60.

Barrett, Tom. %"Smear Tactics." Vancouver Sun, 14 September
1991, D1l.

Bech, Soren. "“The More Things Change; The More They Stay
The Same.™ The Democrat, November /December 1991, 15.

Bernstein, Alan. "Serving The Needs Of Political Junkies."

Online Access, Winter, 1591, 30-32.

Boyer, Patrick. "The Case For Election Law Reform."

Parliamentary Government, Summer ‘89, 13-15.

Bruce, Dennis. "It’s What Put The ’Great’ In Great
Britain’s Ads."™ Marketing, 14 December 1987, 41.

Drew, Elizabeth. "Letter From Washington." The New Yorker,
12 December 1988, 119-138.

Fineman, Howard. "How The Vote Brokers Operate." Newsweek,
10 November 1986, 22-23.

Fineman, Howard. "Poppy the Populist." Newsweek, 7
November, 1988, 57-58.

Fineman, Howard. "why Bush Is Winning." Newsweek, 24
October 1988, 18-20. '

Gault1 thn. “"The Power And The Glory." Toronto Life,
January, 1991, 17-35.

Gray, Charlotte. "MpPurchasing Power."™ Saturday Night, March
' 1983, 15-18.



128

Hitchens, Christopher. "Voting In The Passive Voice: What
Polling Has Done To American Democracy." Harper'’s,
April 1992, 45-52.

Honomichl, Jack J. "Agency’s Seek and Research Mission."
Advertising Age, 18 October 1982, M9-M10.

- Hurwitz, Donald. YBroadcasting Ratings: The Missing
Dimension.” Critical Studies in Mass Communication,
I(2), Spring 1984: 205-215.

Johnson, Ron. "Who Are These Liberals Anyway." The
Democrat, November/December 1991, 14.

Kaus, Mickey and Howard Fineman. "A Penny-Ante Game.'"
Newsweek, 15 February 1988, 24-26.

Kelman, Suanne. PConsumers On The Couch.” Report On
- Business, February 1991, 50-53.

Kopvillem, Peter. "Prime Time For A Blitz of Ads."
Maclean’s, 31 October 1988, 22-23.

Laver, Ross. "The New Tricks In An 0ld Trade."™ Maclean'’s
31 October 1988, 16~19.

MacKenzie, Colin. "U.S., Canadian Campaigns Alike On
Surface Only." Globe and Mail, 24 October 1988, Al.

Martz, Larry et al. "The Smear Campaign.” HNewsweek, 31
October 1988, 16-19,

Mulgrew, Ian. "The Making Of A Premier.”™ Vancouver,
December 1991, 36-46,

"NDP Storms In.®™ Editorial in the Vancouver Sun, 18 October
1991, AS.

Noah, Tim. "The Non-Consulting Consultants.” Newsweek, 15
February 1988, 26.

Nocera, Joseph. "Big Money On The Campaign Trail."
Newsweek, 17 October 1988, 54-56.

Palmer, Vaughn. "Premier-elect Harcourt Stayed Out Of Way
Of Socred Loss." Vancouver Sun, 18 Octcocber 1991, Al.

Stipp, Ron. "Election Co-ordinators The Vital Campaign
Link." The Democrat, November/December 1991, 10.



129

"The Upside Down Campaign.® Editorial in t
i8 October 1991, B4.

"Voters Hunted Down And Destroyed Socreds.™ Editorial in
the Vancouver Sun, 19 October 1991, AS5.

Ward, Doug and Tom Barrett. "NDP Blasts BCTV Pre-Vote Polls
For ’Irresponsible’ Methodology." Vancouver Sun, 19
October 1991, Bll.

"Who’s Who In Advertising Research: The Ten Largest Agency
Research Operations Queue Up." Advertising Age, 18
October 1982, M11-M20.

Wilson, Deborah. "Is The Party Over?" Globe and Mail, 19
October 1991, Al.

Winsor, Hugh. "Game Played For Keeps on Road To White

House." Globe and Mail, 24 October 1988, Al.

Unpublished Papers

Hurwitz, Donald. "The Culture of Business and the Business
of Culture: Social Research, Scientific Management and
the Collection of Media-Audience Data." Paper
presented at the 1985 American Marketing Association
(AMA) Workshop "Historical Research in Marketing."

7 Hurwitz, Donald. "The Early Efforts To Promote Broadcasting
Advertising.® Paper presented to the 1984 Convention
of the American Academy of Advertising.

Hurwitz, Donald. "U.S. Market Research and the Study of
Radio in the 1930‘s." Paper presented to the
International Association for Mass Communication,

August, 1984.



