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ABSTRACT 

American women continue to be severely underrepresented in the number of elected 

political positions held. One of the obstacles that women face when seeking public office 

are gender stereotypes which reinforce beliefs that women may be less viable candidates 

than men. Gender stereotypes influence a range of evaluations about candidates including 

judgments about their credibility, competency, and communication strategies. This study 

analyzes communication campaign strategies as one area in which gender stereotyping 

may influence voters. Television political advertisements are the context for this analysis 

because of the increased relevance of advertising in imparting candidate image and issue 

information to the voters. Language Expectancy Theory and literature from the nonverbal 

communication field provided the theoretical rationale for this study. A micro-level 

analysis of the verbal and nonverbal communication strategies in political advertising was 

conducted to determine if these strategies adhered to or countered gender stereotypes. A 

total of 124 political advertisements of male and female candidates were content analyzed. 

Results of the study indicate that differences existed in how male and female candidates 

presented their image to the electorate. Specifically, for the verbal strategies examined, 

women candidates used less intense language, less humor, less direct attacks, and more 

prosocial strategies than their male counterparts. However, no differences were found 

between how men and women made references to autonomy nor were differences 

identified in their use of opinionated language. For the nonverbal conununication 

strategies, women were coded as having more pleasant voices, and as using more 
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ABSTRACT - continued 

inunediate and dominant kinesic cues. No differences were identified in regard to trait 

characteristics emphasized nor issues mentioned in the ads. The discussion focuses on how 

these findings can assist scholars in understanding the communication strategies male and 

female candidates utilized, and if these strategies supported or violated communication 

stereotypes. The findings of the study can facilitate fijture research related to 

understanding how female candidates can increase the persuasive efficacy of their political 

advertisements. 



12 

CHAPTER I 

RATIONALE AND tlESEARCH HYPOTHESES 

American women continue to be grossly underrepresented in the number of elected 

political positions held. Even though women comprise 51% of the population, they 

currently constitute 7% of the Senate, 15% of the House, and 20% of the State 

Legislatures. When compared with other countries, the United States places among those 

nations with smallest proportion of women in their legislative bodies. This lack of 

representation has several critical consequences including the facts that our legislative 

bodies do not mirror the societies from which they come, women remain an 

underrepresented segment of the American population, and society fails to benefit from 

increased competition for political office (Carroll, 1984; Darcy, Welch, & Clark, 1987; 

Mandel & Dodson, 1992; Mezey, 1994; Reingold, 1991). 

Although the aforementioned realities demonstrate the need for female 

representation, there are sparse explanations for this phenomena. Research which has 

attempted to offer explanations for the limited role of women in politics has concentrated 

on discovering what barriers prohibited women from winning elections. In the last 

decade, factors such as voter discrimination, campaign financing, and structural bias by 

party organizations have been dispelled as explanations for the small number of women in 

political office (Ambrosius & Welch, 1984; Darcy & Schramm, 1977; Darcy, et al., 1987; 

Ekstrand & Eckert, 1981; Rossenwasser, Rogers, Fling, Silvers-Pickens, & Butemeyer, 

1987; Welch & Sigelman, 1982; Wilcox, 1994). 
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However, there is no shortage of alternative culprits to explain problems women 

continue to encounter in electoral politics. These obstacles include such factors as 

incumbency advantages which help to insulate the resource laden, and often male, office 

holder (Bernstein, 1986; Burrell, 1988; Carroll, 1984; Leeper, 1991; Wilcox, 1994); lack 

of sufficient funds for female candidates, particularly at the pre-primary and primary 

election stage (Leeper, 1991); gender stereotypes which reinforce the notion that women 

are less credible and competent candidates than men (Alexander & Anderson, 1993; Lake 

1989, Lake, 1991; Mandel, 1994; Mueller, 1989; Rossenwasser & Seale, 1988); and, the 

failure of female candidates to develop successful campaign communication strategies to 

counter gender stereotypes held by voters (Williams, 1994; Witt, Paget, & Matthews, 

1994). 

In American society, gender stereotypes continue to set expectations about 

normative communication behavior (M. Burgoon, Dillard, & Doran, 1983). 

Consequently, female candidates may be penalized for and/or inhibited fi"om violating 

expectations about their roles and communication behaviors (M. Burgoon et al., 1983; 

Montgomery & Norton, 1981; Trent & Friedenberg, 1983). To date, there has been 

limited systematic research on the communication campaign strategies of female 

candidates and how their strategies differ from those of their male counterparts (Huddy & 

Terkildsen, 1993; Trent & Sabourin, 1993). This is "surprising" considering the 

substantial attention paid to sex differences in both the academic and popular press (Trent 

& Sabourin, 1993, p. 22). Thus, a better understanding of the challenges faced by women 
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seeking public oflBce can be achieved through a thorough examination of their campaign 

communication strategies. 

In order to accomplish this goal, a micro-level analysis of communication 

strategies in the political spot advertising of male and female politicians will be conducted. 

First, an examination of political advertising in contemporary American political 

campaigns will serve as a contextual guide for this examination. The prominent role of 

political advertising in campaigns is underscored by the fact that it is now one of the 

central sources of information for the American public about the positions of candidates 

on the issues (Ansolabehere, Behr, & Iyengar, 1993; Jamieson, 1992; Kern, 1989; 

Patterson 8c McClure, 1976). Although spot ads have been criticized for their vacuous 

content, a substantial body of research demonstrates that they provide important issue and 

character information for the electorate (Ansolabehere & Iyengar, 1995; Diamond & 

Bates, 1993; Hacker & Swan, 1992; Iyengar, 1991; Iyengar & BCinder, 1987; Kaid & 

Davidson, 1986; Kaid & Johnston, 1991; Kern, 1989; Patterson &. McClure, 1976). 

Next, Language Expectancy Theory will be presented as the theoretical base from 

which to study the expectations about communication behavior in the context of political 

advertising. Language Expectancy Theory (M. Burgoon, & G. R. Miller, 1985) is "a 

language based theory of persuasion which begins with the assumption that language is a 

rule-governed system and people develop macro-sociological expectations and preferences 

concerning the language or message strategies employed by others in persuasive attempts" 

(M. Burgoon, 1995, p. 30). Communication expectations pose a unique challenge to 
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women politicians who must simultaneously establish their credibility, present their 

platform, and respond to attacks without negatively violating the expectations of the 

electorate concerning the communication behavior of women (Jamieson, 1992; Lake, 

1991). The language strategies examined in this study will provide important information 

to the understanding of the relationship between gender and language use in the campaign 

environment. 

Finally, the role of nonverbal communication in political discourse will be 

addressed. The dominance of television in contemporary politics has increased voters' 

access to candidates' nonverbal behavior patterns, which aide in impression formation 

(Kaid & Davidson, 1986; Pfau, Diedrich, Larson, & Van Winkle, 1993; Rosenburg, 

Bohan, McCafferty, & Harris, 1986). Vocalic and kinesic cues combined with personal 

appearance can transmit important information about a candidate's credibility, and can 

subsequently be linked to suasory efficacy (J. Burgoon, Birk, & Pfau, 1990). The 

nonverbal literature confirms distinct differences between how men and women encode 

nonverbal expressions, and certain macro-sociological expectations exist concerning the 

use of a range of nonverbal cues (J. Burgoon, 1985). Therefore, an examination of what 

nonverbal cues now exist in campaign advertisements can assist in understanding the 

effectiveness of nonverbal communication strategies 

This study is designed to (1) establish what communication strategies are utilized 

by men and women candidates in their ads, (2) examine how the strategies adhere to or 
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diverge from cultural and social stereotypes, (3) construct a conceptual framework for the 

operationalization of verbal and nonverbal cues in the context of campaign 

communication, and (4) discuss how expectancy violations of communication behaviors 

can increase or decrease the persuasive eflBcacy of political advertising. 

The Role of Political Advertising in Campaign Communication 

American political campaigns are primarily played out on television (Patterson, 

1993). This dominance of television has afforded spot ads a prominent role in campaigns 

as they provide an easily accessible source of information for voters (Jamieson, 1992; 

Kaid & Johnston, 1991; Kern, 1989; McCombs & Shaw, 1972; Popkin, 1991). In fact, 

with news coverage of political races placing an increased emphasis on "horse race" and 

strategy components of campaigns to the exclusion of discussion of the issues, the 

electorate is forced to turn to advertising for issue information (Jamieson, 1992; Kern, 

1989; Patterson, 1993; Patterson & McClure, 1976). 

Political advertisements also appeal to the electorate by their very nature. They 

facilitate the ease of decision making because candidates' positions on issues are narrated 

in easy, understandable terms, and competing campaigns are contrasted in ways that 

dichotomize choices between the candidates (Diamond & Marin, 1989; Hacker & Swan, 

1992). Campaign advertising also has the potential to influence the viewers' evaluation of 

the candidates on character traits. For example, advertisements that emphasize personality 

traits of the candidates may make elections "depend more on charisma than on the issues" 

(Ansolabehere & Iyengar, 1995). 
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During the last decade, exposure to political ads has also escalated through the 

increased use of ads as "news of the day" about campaigns (Addato, 1990). Television 

and newspapers now cover ads regularly in the form of adbites and adwatches; 

consequently, in the face of poor campaign coverage, the ads now become the news 

increasing their exposure and role in the campaign exponentially (Jamieson, 1992). 

Moreover, candidates spend millions of dollars for production costs and air time to 

get their message out (Diamond & Bates, 1993; Kaid, Chanslor, & Hovind, 1992). In 

fact, expenditures for broadcast advertising far exceed expenditures on get-out-the-vote 

activities, direct mail, and other forms of voter contact (Ansolabehere & Iyengar, 1995). 

For example, "in 1990, an estimated $203,000,000 was spent by political campaigns for 

air time; furthermore, a study conducted by the Los Angeles Times concluded that 

television advertising represents the biggest single expenditure for the average Senate 

campaign" (Ansolabehere et al., 1993, p. 91). Morris and Garmache (1994) reported that 

in 1992, broadcast expenditures accounted for 52% of all funds spent in Senate elections 

and 34% of monies spent in contested House elections. These expenditures support the 

conclusions of a majority of political conununication scholars who believe that television 

ads can have a significant effect on voters' beliefs, attitudes and behaviors (Diamond & 

Bates, 1993; Jamieson, 1992; Kaid, Myers, Pipps, & Hunter, 1984; Trent & Friedenberg, 

1991). For women candidates, advertising is critical because it is the one communication 

modality over which they are able to retain control. 
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The relevance of this control rests on the fact that press coverage of female 

candidates tends to be stalled in this country's age-old debate over women citizens' proper 

roles versus 'proper women's places' (Witt, et al., 1992). Media reports of women 

candidates uphold a historical fixation on gender roles, physical appearance, emotional 

expression (such as, crying), irrelevant biographical dissection, and spousal finances 

(Jamieson, 1995; Witt, et al., 1994). Thus, when women do receive media attention, the 

story focus is often on everything but their policy positions or candidacy (Kahn & 

Goldberg, 1991; Walkosz & Kenski, 1994). For example, news reports about Senator 

Kay Bailey Hutchinson and Supreme Court Justice Ruth Bader Ginsburg chose to 

highlight important milestones in their careers such as cheerleading and baton twirling, 

respectively (Jamieson, 1995). 

Kahn and Goldberg (1991) report that female candidates in U. S. Senate races in 

1990 did not receive the same coverage as male candidates. Women received less news 

coverage overall and when they did receive coverage the concentration was on their 

viability as a candidate (vis-a-vis horse race coverage) to the exclusion of issues. 

Senator Barbara Mikulski states, 

...mostly the reporting is on our looks — our make-up, our hairdo, our clothing. 

It is always 'the short, stocky Barbara Mikulski said aggressively'... often our style 

is criticized - we 2ire either too soft spoken or too outspoken. If you're married, 

the press says you're neglecting him. If you're widowed deep down inside you 

really killed him. If you are divorced you couldn't keep him and if you are single 
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you couldn't keep somebody in the first place. Paid media is important to fashion 

our own messages about ourselves and our agenda... (Witt, et al., 1994) 

Furthermore, widespread journalistic practices continue to reinforce the notions of 

the "appropriate" role of women; and, the speech of women is more likely to be described 

as though it is more novel, provides inside information, and is more worthy of comment 

than male speech (Jamieson, 1995). Women are thus characterized as "soft spoken or 

outspoken, both suggesting behavior outside of the norm, and such press coverage more 

often reflects than creates social assumptions" (Jamieson, 1995, p. 172). Thus, political 

advertising serves as one modality in which a candidate can establish her own identity and 

respond to her critics without a mediated fi-ame. In this context, women have the 

opportunity to construct messages that strategically address cultural and social 

stereotypes. 

There is no easy way to describe or codify political television advertising The 

difficulty of characterizing ads is evidenced by the number of classification systems that 

have increased exponentially with the increase in their use (Trent & Friedenberg, 1991). 

The range of these systems include, but are not limited to: (1) a classification of ads 

according to the chronological stages of campaign communication (Diamond and Bates, 

1993); (2) categorical descriptions based upon video and production styles (Devlin, 1989; 

Kaid & Davidson, 1986); and, (3) examinations of, and development of categories for 

specific ad types, such as negative advertising (Jamieson, 1992; Trent & Sabourin, 1993). 

This study looks to Trent and Friedenberg (1991) to present the least complicated 
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view of political advertising as possible. Ads will be described according to their three 

basic rhetorical purposes which include: (1) to send positive information about the 

candidate's character and issue positions, (2) to attack and send negative information 

about the opponent, and, (3) to respond to attacks (Trent & Friedenberg, 1991). And 

even though ads are at times multipurpose, they can be clearly understood in terms of their 

primary purpose (Trent & Friedenberg, 1991). 

Positive Ads Political advertising research demonstrates that valence of the ad 

can effect voters' perceptions of the candidate's perceived strength, and intention to vote 

in the election (Ansolabehere & Iyengar, 1995; Garramone, 1984; Merritt, 1984 ). 

Positive advertisements are those concerned with the "attractive characteristics, issue 

stands, and accomplishments of the sponsor" (Kaid & Johnston, 1991, p. 53). Positive 

image information is concerned with related personal characteristics of the candidate 

without advocating any specific position issues while positive issue content defines the 

candidates' issues with an emphasis on support and development of specific topics 

(Thorson, Caywood, 8l Christ, 1991; Trent & Friedenberg, 1991). 

If a candidate is a relative newcomer, as many women are, "positive 

advertisements can help them present their story to the electorate in terms of their 

background, accomplishments, strengths, positions on issues, and family composition" 

(Trent & Friedenberg, 1991, p. 128). Positive ads are also the venue in which women can 

establish their credibility and present important source characteristics. Female candidates 

must define themselves early in the campaign because if they do not, the opposition will 
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take the opportunity to fill in the missing pieces or voters will be forced to rely upon 

stereotypes (Lake 1989, 1991). 

A major challenge facing any candidate is the design of the right image, the most 

appropriate presentation of self, or the most persuasive political strategy (Procter, Aden, 

& Japp, 1988). This presents women with a particularly delicate task (Williams, 1994) 

because establishing credibility is the first and biggest hurdle facing women candidates 

(Lake, 1991). Consequently, women are faced with the task of weaving the thread of 

credibility into the majority of their campaign messages and may then have less latitude 

than male candidates to make references to policy positions, levy attacks, answer attacks, 

or offer rebuttals (Lake, 1989, I99I; Trent & Sabourin 1989, 1993). 

Another important function of positive advertisements is to send information about 

the candidate's stand on issues. Because of the repetitive nature of advertising, by the end 

of the campaign, voters should know where a candidate stands on (an) issue (s) (Trent & 

Friedenberg, 1991). Finally, positive ads can also reinforce how a voter feels about a 

candidate (I knew that George Bush was a good family man and his ads show it), or, they 

can refine or strengthen a candidate's image (Trent & Friedenberg, 1991). While women 

can use positive advertising to establish credibility and present their platform, they are also 

placed in the position of having to run negative advertising in order to keep pace with their 

opponents. 

Negative Ads Negative or attack advertisements are messages whose primary 

purpose is to attack the character, record, achievement, associates, motives, or positions 



of the opponent (Trent & Friedenberg, 1991). In the 1980s and into the 1990s, negative 

advertising has become a mainstay of political campaign communication (Trent & 

Sabourin, 1993). To their merit, negative ads can convey information on policy-related 

topics (Josyln, 1986; Lau, 1986); can help voters distinguish candidate policy positions 

and performance more easily than other types of political information (Garramone, Atkin, 

Pinkleton, & Cole, 1990); can increase voter involvement by generating strong feelings 

toward the candidate; and, can create the perceptions of a competitive race (Garramone et 

al., 1990). The downside of negative advertising is that it can evoke negative affect 

toward both the ad and the ad sponsor (Garramone, 1984; Merrit, 1984; Pfau & Burgoon, 

1988; Pfau & Kenski, 1991); adversely effect the political process by disgusting voters and 

driving them away from the polls; and, result in ballot rolloff, wherein people vote for 

offices high up on the ticket but ignore lower offices in the face of negative campaigns 

(Ansolabehere. Iyengar, Simon, & Valentino, 1994; Ansolabehere & Iyengar, 1995; 

Garramone et al., 1990). 

The best predictor of the use of negative advertising is the closeness of the race: 

"the tighter the contest, the meaner the campaign" (Ansolabehere & Iyengar, 1995). 

Thus, women in close races, will be forced to respond to attacks by their opponents as 

political history dictates that pacifists generally commit political suicide by foregoing the 

attack (Trent & Friedenberg, 1991). 

Yet, women are placed in a precarious position when they choose to go negative 

as they run the risk of being seen as too aggressive, bitchy, and shrill, and may end up 



turning off voters (Mandel, 1994; Trent & Friedenberg, 1991). Women must somehow 

structure their negative ads in such a manner that they do not repulse voters (Trent & 

Sabourin, 1993; Williams, 1994). One such strategy was identified by Trent and Sabourin 

(1993) who found that negative ads of female candidates are more likely to be issue-

centered while those of males candidates are more likely to be opponent-centered. 

Another type of ad which has received limited attention in the literature despite its 

overwhelming use is the response ad. 

Response Ads "Politicians and partisans alike believe that an attack unrebutted is 

an attack believed" (Jamieson, 1992, p. 102 ). The importance of being able to answer 

attack ads lies in the fact that many attack ads are unfair, hold false charges about the 

opponent, and often lead voters to false conclusions (Jamieson, 1992; Trent & 

Friedenberg, 1991). Although there has been limited research on response ads, Trent and 

Friedenberg (1991) note that 

"the most frequently used forms of response ads employ either a refutation (e.g., a 

direct rebuttal to the ad), a counterattack (e.g.. instead of refuting the charge the 

candidate launches an attack on the character/issue positions/motives/actions of 

the attacker), or an inoculation strategy (e.g., alerting to the electorate to potential 

attacks of the opponent)" (p. 133). 

Of the counterattack strategy, Jamieson (1992) writes that the "simplest and most 

powerful response to visceral attack is visceral counter attack; however, it is tempting to 

counter an illegitimate ad by displacing it with an illegitimate counter-charge" (p. 106). 
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For example, one of Dukakis' responses to the notorious Willie Horton ads was a dredged 

up story of a convicted federal drug felon who escaped from a halfway house and 

murdered a citizen. While Dukakis' strategy was correct in this case, the poorly selected 

content of his counterattack failed to ignite his campaign (Jamieson, 1992). 

Jamieson (1992) claims that there are other strategies besides the "eye for an eye" 

or "kick in the teeth for a kick in the teeth" (p. 107). If an attack can be anticipated, the 

most effective strategy is forewarning or inoculation against the attack (Pfau & M. 

Burgeon, 1988; Pfau & Kenski, 1991). For example, Jamieson (1992) writes that Jim 

Maddox, a candidate for governor of Texas once claimed of an opponent: "if his lips are 

moving he must by lying." Inoculation strategists recommended that candidates pre-empt 

attacks before they occur, thus, mitigating their effectiveness (Pfau &. M. Burgoon. 1988; 

Pfau & Kenski, 1991). 

Summary 

Television advertising presents important information to the electorate about the 

candidate's stands on issues and their personal characteristics. Positive, negative, and 

response ads are three types of ads universally utilized across campaigns. The key factor 

to the successful use of these ads for women rests in how the material is presented in this 

context. The following discussion focuses on the specific communication strategies 

utilized by candidates. 
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Communication Strategies in Television Advertising 

Communication strategies are the central elements in political campaigns (Trent & 

Friedenberg, 1991). The strategic use of communication in political endeavors can 

influence public knowledge, beliefs, and actions on political matters (Nimmo & Swanson, 

1988). As the number of female candidates in national, state and local elections continues 

to increase, the role of sex differences and gender stereotypes in the construction, 

presentation, and reception of political campaign messages is gaining prominence in 

political communication research. The communication strategies examined are drawn 

from the base of research on political communication (Hacker & Swan, 1992; Johnston & 

White, 1994; Kaid & Davidson, 1986; Rosenburg & McCafFerty, 1987; Trent & 

Friedenberg, 1991; Trent & Sabourin, 1993; Williams, 1994). 

This study will add to the literature on the communication strategies of women 

politicians through a micro-level analysis of the verbal and nonverbal strategies employed 

in television advertising. This investigation specifically examines how these strategies 

adhere to or violate gender based stereotypes. Language Expectancy Theory (LET) 

provides a theoretical framework with which to examine the verbal strategies used in the 

context of political advertising. Derived from the work of LET, several relevant verbal 

strategies will be assessed including intense language, the use of humor, the use of 

autonomous or collaborative solutions to problems, the use of opinionated language, and 

the use of instrumental verbal aggression or the degree to which a compliance gaining 

message is anti-social or prosocial. 
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Societal expectations about nonverbal behavior can also effect the efficacy of 

political messages. The extant body of research on nonverbal communication provides a 

base from which to examine nonverbal cues in the context of political advertising. The 

nonverbal strategies included in this study include vocal intensity, facial expression, icinesic 

immediacy and dominance, and personal appearance. 

Language Expectancv Theory 

The importance of language in a persuasive context is explained by M. Burgoon 

and G. R. Miller (1985) in their theoretical position on the relationship of language and 

persuasion: 

Our language affects our lives powerfully. Others make attributions about social 

and professional status, background and education, and even the intent of 

communication by evaluating our language choices. Those intrigued with social 

influences, whether classical scholars or media image makers, have long pondered 

the influence of such language choices on the success or failure of persuasive 

attempts. The decision to appeal to people's logic or emotional side is manifest in 

the language used in persuasive messages: persuaders try to vilify, justify, terrify or 

crucify by ahering the language in their appeals, (p. 199) 

The primary assumption of LET is that because language is a rule-governed system, 

people develop norms and expectations concerning appropriate language use (M. 
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Burgoon, 1989; M. Burgoon, Jones & Stewart, 1975; M. Burgeon & G. R. Miller, 1985). 

These expectations are primarily a function of cultural and sociological norms which 

subsequently affect acceptance or rejection of persuasive messages (M. Burgoon, 1995). 

A key variable that determines the persuasive ability of a message is whether a 

source positively or negatively violates a receiver's expectations. A positive violation 

occurs when the source's language use is better or more preferred than was expected (M. 

Burgoon & G. R. Miller, 1985). In this case, a white middle class audience listening to an 

Afncan American "gangsta rapper" advocate a reduction of violence in music videos 

would be a positive violation of expectations. M. Burgoon (1990) modified the concept 

of what constituted a positive expectation with the addition of a proposition which 

allowed "for the occurrence of positive violations of expectations when a source who is 

expected to conform to normative language use behaves unexpectedly" (p. 6). 

Consequently, the case of a mediocre speaker giving an outstanding speech also results in 

a positive violation of expectations which may increase the persuasiveness of a message. 

On the other hand, language use that is viewed as culturally or socially inappropriate is a 

negative violation of expectations and negatively influences the degree to which a receiver 

is persuaded by a message (M. Burgoon, 1990, 1995). 

LET developed from a set of studies which focused on the combinatory effects of 

source characteristics and language expectations (M. Burgoon, 1975; M. Burgoon, Jones, 

& Stewart, 1975). These studies identified sub-groups of individuals, such as women and 

low credible communicators, who were expected to use less aggressive language. 
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Language use which deviated from normative expectations, such as aggressive verbal 

strategies used by women and low credibility communicators, proved ineffective in 

persuasive attempts for these sources. On the other hand, males and highly credible 

sources were successful in their persuasive attempts using highly aggressive language 

(M. Burgoon, 1993). 

These early studies empirically verified the fact that entire sub-groups of a 

population were restricted by what was appropriate language behavior while other groups 

had markedly more freedom (M. Burgoon, 1993). Thus, a normative band width, or 

expected range of language behaviors, for specific sub-groups was confirmed 

(M. Burgoon, 1990). For example, males, in general, or highly credible speakers have 

greater linguistic freedom (i.e.. a wider bandwidth) than do other groups such as females 

and speakers of low credibility. On the other hand, large numbers of the population, 

specifically, women, have restricted bandv/idths of communication choices and 

constrained choices in how they could argue if they wished to be successful at persuasion 

(M. Burgoon, 1995). This allowed for an explanation for the negative violation of 

expectations or the boomerang effect. As noted by M. Burgoon, Hunsaker, and Dawson 

(1993), men's use of aggressive language does not violate normative expectations, and in 

fact men who use such language will be viewed as dynamic, confident and in control. 

However, women using aggressive language may be seen as argumentative, 

uncooperative, and emotional (M. Burgoon, et al., 1993). 
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The traditional expectations for men's language use include characteristics such as 

toughness, argumentativeness, aggressiveness and dominance (M. Burgoon, Dillard & 

Doran, 1983). Men are expected to lecture, argue, pivot on claims from reason and logic, 

be authoritative, and provide evidence (Bernard, 1972; Campbell &. Jerry, 1988 ). On the 

other hand, communication expectations for women suggest that women be open, 

compassionate, polite and affectionate, use less hostile verbs, be more prosocial, and stress 

relationships rather than autonomous action (M. Burgoon, et al., 1983). In American 

society, women are not expected to use profanity, employ hard language of any kind, or 

be aggressive. Furthermore, women's speech is characterized as compassionate, 

affectionate, polite, affiliative, and open (Campbell & Jerry, 1988). 

Thus, males have greater freedom to use a number of forms of more intense and 

aggressive language without negatively violating expectations while females have less 

freedom. Consequently, women are more persuasive when they use language low in 

intensity and opinionatedness (M. Burgoon, et al., 1983). Indeed, women may be 

penalized when they adopt a more masculine, or credible, style as this may result in a 

negative violation of expectations (M. Burgoon, et al., 1983). 

Communication stereotypes pose a unique challenge to women politicians who 

must simultaneously establish their credibility, present their platform, and respond to 

attacks without negatively violating the expectations of the electorate (Jamieson, 1992; 

Lake, 1991). Furthermore, women candidates may be penalized for violating expectations 

about their roles and behaviors, and may be inhibited by sex-role stereotypes (M. Burgoon 
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etal., 1983; Montgomery & Norton, 1981; Trent & Friedenberg, 1983). Thus, certain 

campaign strategies may be less effective for women based when normative expectations 

are considered. 

The acceptability of women's communication strategies used in political messages 

are dependent upon societal norms set for women's behavior as public communicators (M. 

Burgoon & G. R. Miller, 1985; Mandel, 1981). Women candidates are faced with the 

dilemma of developing communication strategies which allow them to portray themselves 

as strong and able without defying societal norms or facing a backlash if normative 

standards are defied (Trent & Friedenberg, 1991). For example, women must face the fact 

that when they have to attack they may be seen as a shrill and nagging rather than as a 

forceful communicator (Mandel, 1994; Trent & Sabourin, 1993). 

LET has been extended into a variety of contexts including persuasive appeals in 

mediated messages (Hall, 1992), preventative messages for intravenous drugs users 

(Melcher, 1993), and health care (J. Burgoon & M. Burgoon, 1990; M. Burgoon, Birk & 

Hall, 1991; Klingle, 1994). In the health care context, a study by M. Burgoon, Birk, and 

Hall (1991) supported the hypothesis that there were perceived differences in expected 

communication behaviors such that male physicians are expected to use more aggressive 

verbal strategies and female doctors are expected to utilize less aggressive verbal 

strategies. The study also supported the prediction that an interaction between physician 

gender and message strategy would occur. In this case, male physicians had a greater 
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bandwidth of instrumental verbal aggression; however, for female physicians there was an 

inverse linear relationship between level of verbal aggression and reported compliance. 

In the face of societal expectations, language choice becomes a central 

consideration in the construction of campaign messages. Few studies exist which have 

attempted to isolate the strategic language choices that female candidates utilize. This 

study proposes to extend LET into the context of political communication. The following 

discussion presents the starting place for such a micro-level analysis with Language 

Expectancy Theory providing an explanatory mechanism for how language can influence 

the efficacy of political communication. 

Micro-Level Language Strategies in Political Advertising 

There are a number of micro-level language strategies which can be used to 

examine the language used in political advertising by male and female candidates when 

assessed under the rubric of Language Expectancy Theory. This study offers 

conceptualizations of these strategies in the context of political campaigns. If politicians 

and strategists adhere to what constitutes normative expectations then one should be able 

to predict the degree to which candidates employ these strategies and consequently 

whether or not the message will be effective. 

Language Intensity The first micro-level strategy to be discussed is language 

intensity or "the quality of language which indicates the degree to which the speaker's 

attitude toward a concept deviates from neutrality" (Bowers, 1963, p. 345). M. Burgoon 

and associates were able to provide evidence that strategic language choices made by 
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different sources were powerful predictors of the success of suasory attempts (M. 

Burgoon, 1975; M. Burgeon & Stewart, 1975). In these cases, highly credible sources 

were found to be more effective when they used intense language and less effective when 

they used language low in intensity. Similarly, the opposite effect was found for low 

credible sources, who were more effective when they used language low in intensity than 

when they used highly intense strategies. Examples of intense language include the use of 

future verb tenses, adverbial qualifications and intensifiers, and intense metaphors. For 

example, the statement "This is the very best choice for our future" is more intense than 

"This is an important choice for our future." In the same manner, a statement such as 

"Current economic policies are raping the poor" or "Being forced to pay higher taxes is 

like having a gun put to your head" are examples of highly intense metaphors. 

While intuition drives the notion that there is a direct linear relationship between 

language intensity and persuasive effectiveness, that is not always the case. The use of 

intense language can increase or decrease the persuasive efficacy of a message based on 

perceptions of the source. For example, women in North America are expected to use less 

intense language than males. When women negatively violate normative expectations by 

being highly intense, they may fail in their influence attempts (M. Burgoon, 1990). In the 

campaign environment, women are viewed as low credibility sources (Lake, 1991). Thus, 

the combinatory effects of gender and credibility suggest that women would achieve 

greater success in their suasory attempts with less intense language in their construction of 



political messages. Therefore, the following hypothesis is forwarded regarding the 

relationship of gender and intense language in political ads: 

HI a: The use of intense language in political advertising will be related to gender 

such that male candidates will be more likely to use more intense language 

while female candidates will be more likely to use less intense language. 

Opinionated Language Opinionated language is closely related to intense 

language (M. Burgoon & G. R. Miller, 1985; M. Burgoon, 1990). Opinionated 

statements send two messages: the source's attitude about the topics and his or her 

attitude toward people who agree or disagree with the source on an issue. Thus, 

"Abortion should be kept of out the political debate and anyone who thinks otherwise is a 

fool" is an opinionated statement because it conveys a persuasive claim (Abortion should 

be kept out of the political debate) and the source's attitude toward anyone who would 

disagree (...is a fool). Opinionated statements valence attitude toward the receiver in 

either a positive or negative direction. In the aforementioned example, because the 

statement derides anyone who would disagree, it constitutes an opinionated rejection 

statement. On the other hand, if the source praised those who agree (i.e., any enlightened 

person can see that the abortion debate should be kept out of politics), then this claim 

would be categorized as an opinionated acceptance statement (M. Burgoon, 1990; 

Melcher, 1993). 

The constraints which apply to the use of intense language also apply to the use of 

opinionated language. Thus, highly credible sources find the use of opinionated language 
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a more effective strategy than less credible sources (G. R. Miller & Lobe, 1967; G. R. 

Miller & Basehart, 1967). Women candidates run the risk of negatively violating 

expectations about their communication behavior with the use of opinionated language. 

Furthermore, if women do use opinionated language, based on societal norms, a woman 

would be more likely to negatively violate expectations using opinionated rejection versus 

opinionated acceptance statements. Because women are considered less credible in the 

context of the campaign environment, the following hypothesis is offered regarding the 

use of opinionated language in political advertising; 

Hlb: The use of opinionated language in political advertising is related to gender 

such that male candidates will be more likely to use opinionated language 

while female candidates will be more likely to use less opinionated 

language. 

HIc; The use of opinionated acceptance/rejection statements in political 

advertising is related to gender such that male candidates will be more 

likely to use opinionated rejection statements while female candidates will 

be more likely to use opinionated acceptance statements. 

Instrumental Verbal Aggression Another micro-level language strategy related to 

persuasive efforts are the compliance gaining strategies developed by Marwell and Schmitt 

(1967a; 1967b). The original typology identified 16 different persuasive message 

strategies. M. Burgoon et al. (1983) and Dillard and M. Burgoon (1983) claim that 

knowledge about the effects of these strategies when used by specific sources could be 
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predicted. They further proposed the most appropriate conceptualization of the typology 

would be as continuum of instrumental verbal aggression, ranging from anti-social to pro-

social tactics, predicting that normative expectations about the appropriateness of use of 

message strategies would differ for males and females. The hypotheses which predicted 

that males were more persuasive when using verbally aggressive strategies and females 

were penalized when they dexiated from the use of less verbally aggressive strategies were 

supported (M. Burgoon, et al., 1983). This pivotal work supported the claim that people 

have different expectations for males and females in their use of instrumental verbal 

aggression. In political campaigns, candidates often use varying degrees of instrumental 

verbal aggression in order to get the vote. The conceptualization of instrumental verbal 

aggression in campaign communication can be exemplified through the use of promises 

(e.g., I promise not to raise taxes) or threats (e.g.. If you do not vote for me, you will be 

worse off). Because female candidates are less credible in the campaign context and 

because differing sets of expectations exist for men and women, the following 

hypothesis is forwarded; 

Hid: The use of instrumental verbal aggression in political advertising is related 

to gender such that male candidates will be more likely to use instrumental 

verbal aggression while female candidates will be more likely to use more 

prosocial strategies. 

Direct versus Indirect Attack Although recent studies have found that male and 

female candidates both employ negative or attack ads (Bystrom, 1994; Sabourin & Trent, 
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1993), the nature of the attacks differ. For example, in one study, the negative advertising 

of women candidates was more issue-centered, while the attack strategy of male 

candidates was more likely to be opponent-centered (Trent & Sabourin, 1993). 

Women have less latitude to attack their opponent's character as this strategy may 

result in arousal of negative stereotypes of women as shrill and bitchy (Jamieson, 1992; 

Mandel, 1994; Trent & Sabourin, 1993). On the other hand, male attacks on the 

opponent's character are correspondent to perceptions of males as aggressive allowing 

men to be more confident in the use of such attacks. Therefore, it is expected that to be 

successfijl, women must use different attack strategies than men in their advertising. 

As cited above, there are two common attack strategies used in political 

advertising; one which is opponent-centered, conceptualized here as a direct attack, and 

the other which is issue-centered, conceptualized as an indirect attack. Language 

Expectancy Theory can be used to the examine how candidate credibility can effect the 

success of the attack (Pfau. Parrot, & Lindquist, 1993). Thus, candidates rated high in 

credibility, or males, have more latitude in defining the nature of their attack and may be 

expected to levy more direct attacks at their opponents. On the other hand, candidates 

lower in credibility, or women, will not have as much latitude in the nature of their attacks. 

Low credibility candidates can thus bring about a negative violation of expectations if the 

attack is too harsh or strident. Pfau et al. (1993) summarize a number of studies which 

report that in situations when relatively unknown, or low credibility, candidates use direct 

attacks, a backlash effect occurs (see p. 15). However, lower credibility candidates can 
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use attack advertising successfully if they employ issue-centered or more indirect attack 

strategies. To that end, the following hypothesis is forwarded; 

Hie; The use of attacks in political advertising is related to gender such that 

male candidates will be more likely to use direct attacks while female 

candidates will be more likely to use indirect attacks. 

Relationships versus Autonomous Action Psychologists believe that because girls identify 

more closely with their mothers and then recreate the mothering role in their lives, their 

capacity for nurturance and empathy is more developed than boys (Jamieson, 1995). 

Furthermore, the result of these developmental processes is that women are more likely to 

develop social relationships than men (Jamieson, 1995). This phenomena can also be 

illustrated in language usage. Thus, as mentioned above, the language of women tends to 

be more prosocial, particularly in their stress on relationships rather than on autonomous 

action (M. Burgoon et al., 1983). 

Jamieson (1992) writes that feminist historian Rosalind Rosenberg contends that in 

the workforce men and women have different goals in that women's participation in the 

labor force is affected by values the have been internalized; thus, women tend to be more 

relationship centered and men need tend to be more work centered. "Specifically, women 

are more interested in the cooperative, social aspects of the work situation while men are 

more likely to endorse autonomous actions and display less interest in the development of 

relationships"' (Jamieson, 1992, p. 113) 
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Attention to relationships is also manifested by women once they achieve political 

office as women legislators are more likely to build coalitions within their own party and 

across party lines once elected (Witt, et al., 1994). To that end, the following hypothesis 

is presented; 

Hlf: The use of references to autonomous action in political advertising 

is related to gender such that male candidates will be more likely to 

refer to autonomous action while female candidates will be more 

likely to refer to working with others. 

Humor There is limited research on the use of humor as a micro-level strategy 

used in the persuasive context. Bettinghaus and Cody claim that "humor may not be able 

to change attitudes or overcome resistance on the part of issue-involved receivers but 

humor does have a place in persuasion" (Burgoon, 1990). Consumer research has found 

that humorous ads such as the Wendy's ad in which Clara Peller asked "Where's the 

Beef?" can be used to draw attention to a product and aid in the recall of a product's name 

(Bettinghaus & Cody, 1987; Madden Weinberger, 1984). M. Burgoon (1990) 

recommends that additional research on the forms of humor as antecedents to attitude 

changes in source perception, attitudinal shift, and behavioral modification would be a 

beneficial addition to the body of knowledge about message effects. 

While there is limited research on the use of humor in political advertising, humor 

has been identified as a strategy in negative political advertising by selected candidates to 

dilute attacks (Diamond & Bates, 1993; Trent & Friedenberg, 1991). Depending upon the 
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source and the nature of the humorous attack, humor can be successful in its attempts to 

persuade or can fail miserably. Examing the use of humor in political advertising with 

LET as an explanatory mechanism, Pfau et al. (1993) found that Paul Wellstone, an 

unknown candidate and thus a less credible source, was extremely successfiil in his 

humorous ads which attacked the incumbent Senator Rudy Boswich R-MN. Wellstone's 

ads were based on the film "Looking for Roger" which parodied a search for the President 

of General Motors. Wellstone, a less credible source because of his new comer status, 

was able to positively violate expectations with his use of humorous ads and win the 

election (Pfau, et al., 1993). 

Little systematic attention has been given to women's use of humor, inside or 

outside of politics (Palczewski, 1995). The research that does exist suggests that 

women's use of humor may violate stereotypes in a negative direction if the humor is too 

aggressive or hostile (Palczewski, 1995). Barreca (1991) writes that "a woman who can 

make a man laugh when he does not want to is as dangerous as Medusa" (p. 19). Thus, 

humorous strategies may be risky for women, and women must exert caution if they 

choose to utilize these messages. Therefore, the following researched question is 

forwarded; 

RQ1: What is the relationship between the use of humor and gender in political 

advertising? 

Source Credibilitv Social science research has established that the source can enhance the 

persuasiveness of the message (Brewer & Crano, 1994; M. Burgoon et al., 1993; Hovland 
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& Weiss, 1951; Stiff, 1994). However, the interdependent relationship of source and 

receiver characteristics must be recognized because source characteristics are a perceived 

phenomenon bestowed by receivers (M. Burgoon et al., 1993; Stiff, 1994). Nonetheless, 

an examination of source characteristics in isolation can provide important information 

about the scope of measures women candidates must consider when designing their 

communication strategies. 

Voters readily use perceived candidate qualities as part of the candidate evaluation 

process (Alexander & Andersen, 1993; Conover & Feldman, 1989; Kinder, 1986; Masters 

& Sullivan, 1993; Rapoport, Metcalf, &. Hartman, 1989). These source characteristics 

have been identified by communication, social psychology, and political science 

researchers and include; credibility and its dimensions of trustworthiness, competence, 

character, dynamism, and sociability (Brewer & Crano, 1994; M. Burgoon et al., 1993; 

BCinder, 1986; A. Miller, 1990; Stiff, 1994), leadership (Kinder, 1986); compassion or 

empathy (Alexander & Andersen, 1993; Kinder, 1986; Popkin, 1991), reliability or the 

ability to follow through and get the job done (A. Miller, 1990); responsiveness or the 

candidate's service to his or her constituency (A. Miller, 1990); and, outsider status, as 

emphasized in the 1992 elections (Wilcox, 1994). 

The strategic inclusion of these traits in political advertising can influence the 

electorate on these dimensions, resulting in a more favorable evaluation of the candidates. 

Of the characteristics identified, the credibility of a communicator may be the single best 

predictor of the success or failure of most communication transactions (M. Burgoon et al.. 



41 

1993; Stiff, 1994). As noted above, for women candidates, credibility has been described 

as the "Gordian knot which ties women's campaigns together" (Lake, 1991, p. 2 ). 

The dimensions of source credibility include competence, character, composure, 

sociability, and dynamism (M. Burgoon et al., 1993). Competence or expertise and 

character or trustworthiness have been identified as the strongest dimensions (Stiff 

1994). In politics, competence and character are linked to attitudes toward the candidate 

and as predictors of future performance (Fiske & Kinder, 1981; Iyengar & Kinder, 1985; 

Kinder, 1986; Popkin, 1991). The following section reviews the dimensions of credibility 

that are central to the relationship of gender and political advertising. 

Competence When the function of a communication act is to persuade or inform, 

competence or expertise is a strong indicator that the communicator is credible (M. 

Burgoon, et al., 1993). Voters evaluate a politician's competence as a measure of ability 

to handle a job, and as an assessment of effectiveness in office (Popkin, 1991). A. Miller 

et al. (1986) further define competence as political experience and statesmanship, 

comprehension of political issues, realism, and intelligence. 

Many women candidates are forced to address competence early in the campaign. 

The more unfamiliar voters are with a woman, the harder she has to work at establishing 

her credibility in order to avoid being viewed through a screen of stereotypes (Witt et al., 

1994). In a study of nine Democratic women who ran for Congress in 1988, Lake (1989) 

found that female candidates, even those who had held office in the past, had to establish 

credibility before voters would listen to their message. Mandel (1981) writes. 



42 

In addition to deciding how feminine to look and sound, how assertive and how 

outspoken to appear, and whether or not to move on the opponent with an 

attacking stance, women more than men must convince people that they know 

what public business is all about and that they are equipped to conduct it. (p. 51) 

There are several avenues open to women to demonstrate their competence. 

Women's political expertise can be illustrated through references to incumbency, activities 

in local politics, nonprofit agencies, or policy making; through mention of her ability to 

raise funds; and through the attainment of endorsements (Lake, 1989, 1991; Witt et al., 

1994). For example, Lynn Yeakel was able to establish herself as credible enough to run 

for the Senatorial seat in Pennsylvania without prior electoral experience through 

reference to her credentials as community activist (Hansen, 1994; 

Witt et al., 1994). For female incumbents, the use of past political experience can also be 

used to demonstrate the competency dimension. Barbara Boxer used incumbency to her 

advantage in her 1992 Senatorial race against Republican Bruce Herschensohn by calling 

upon her experience as a member of the Armed Services Committee to defend a point 

about SDI during a debate (Rinehart, 1994). 

Female candidates are also advised to seek non-traditional and unexpected 

credentials, such as experience in taxes and foreign policy, which will ease voters' doubts 

by countering stereotypes about women's abilities in these areas (Lake, 1991). Finally, a 

well-established method for increasing perceptions of competency is through 

endorsements (M. Burgoon, et al., 1993; Witt et al., 1994). Women candidates often use 
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male endorsements to validate their campaigns and in a sense to ensure their credibility 

(Lake, 1991). 

However, evidence of incumbency, credentials, and financing does not mean that 

the challenges are eradicated (Witt et al., 1994). Barbara Mikulski, who won her U. S. 

Senate seat after twelve years on the Baltimore City Council, calls herself a "twenty-two 

year overnight sensation." Voters and the media still have a difficult time accepting 

women outside of their traditional roles. On the other hand, the other salient dimension of 

source credibility, character, may be easier for women to establish than their male 

counterparts. 

Character To be seen as being of strong character is to be evaluated as honest 

and trustworthy. The establishment of a sound character, a prerequisite of electoral 

success, is a challenge in an environment where Americans rate politicians as being less 

honest than lawyers and stock brokers (Ansolabehere et al., 1993). Furthermore, when 

people believe a communicator to be of low character they are less likely to listen to that 

person (M. Burgoon et al., 1993). Chapman writes, 

...personal integrity is one of the few matters that lend themselves firsthand to 

judgments by voters. Most voters may feel unable to judge whether a politician is 

right about the defense appropriations bill. But they are able to consider evidence 

about a politician's ethics and reach a verdict (1987, p. 3). 

Sincerity and character take on greater importance under conditions of uncertainty 

about what someone will do (Popkin, 1991). If we do not have the time or resources to 
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evaluate someone's past performances, we often make judgments based on personal 

character. Patterson (1993) argues that candidates' private lives can offer some insights 

regarding character; however, such information is by no means a reliable guide to a 

person's character. For example, that Gary Hart's philandering was a predictor of how he 

would vote on women's issues is dubious based on his Congressional record (Patterson. 

1993). 

Trustworthiness may be easier for women to demonstrate as there is a perception 

that women, when compared to men, will be more likely to take the higher moral ground 

when faced with ethical decisions (Pomper, 1993; Rajoppi. 1993). Women should feel 

confident on the success of explicit references to character traits such as honesty and 

trustworthiness. 

Compassion Another important characteristic which voters use in the assessment 

of candidates is compassion. Compassion is a sympathetic consciousness of others' 

distress tied together with a desire to alleviate it. A. Miller (1993) writes that judgments 

of character extend to assessments of leadership qualities and compassion for others. In 

the presidential election in 1992, for example, assessments of compassion had a strong 

impact on the outcome of the election. George Bush had a hard time convincing the 

electorate that he had compassion or cared about the average voter; in fact, 50% of the 

voting public saw him as lacking in empathy (A. Miller, 1993). His inability in the second 

debate to answer a question on how the recession had affected him personally removed 

him even further from a large sector of the American public (A. Miller, 1993). By election 
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day, only 34% of voters saw him as a caring person, and these conclusions opened the 

door for both Perot and Clinton to portray themselves as reaching out to the average voter 

(A. ?vliller, 1993). 

Polls confirm that voters see women candidates as more compassionate than men 

(Kahn, 1993). As compassion takes on increased salience in the eyes of the voter, female 

candidates would be wise to underscore this favorable characteristic. The burden of proof 

is on the candidate to provide evidence of compassion through any number of actions. As 

Popkin (1991) writes, voters evaluate "empathy and understanding, by deciding who 

shares one's own concerns" (p. 65). 

In regard to compassion and understanding, women candidates have been 

successful by providing examples of personal experience on raising children, and managing 

household finances (Lake 1989, 1991). Women may also want to take the lead fi"om an 

"empathy expert," President Bill Clinton who constantly assures us that he "feels our 

pain." 

Outsider Status The source characteristic of outsider refers to candidates who 

portray themselves as outside of the status quo of the political decision-making 

community. With the current anti-Washington climate prevalent during the 1990s, 

outsider status is often considered a benefit for candidates. For example, in 1992, public 

opinion polls revealed that voters wanted new faces in leadership and a new approach to 

politics. Thus women, who by definition are political outsiders, found this status a 

characteristic which could be used to their advantage. 
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Summary 

Gender stereotyping about source characteristics has explicit ramifications in that 

women are perceived as passive, emotional, and caring, and men as active, ambitious, and 

competent (Huddy & TericildserL, 1993; Mandel, I98I;Sapiro, 1982). The assignment of 

these traits drive expectations that men and women will have different areas of expertise 

and perform differently in office. Thus, female candidates are viewed as better able to 

handle the compassion issues such as poverty, education, child-related issues and as less 

able to deal with issues related to taxes, the budget, big business, the military, and defense 

(Leeper, 1991; Rossenwasser & Seale, 1988; Shapiro & Mahajan, 1986). 

Female candidates are then compelled to demonstrate to voters that they possess 

the most typical of masculine traits such as power, toughness, and the capacity to win, in 

order to succeed (Huddy & Terkildsen, 1993; Lake, 1989; Leeper, 1991; Rossenwasser & 

Seale, 1988; Trent & Friedenberg, 1991). Recently, the importance of trait associated 

gender stereotypes has been recognized by both male and female candidates to the that 

extent many candidates now feel compelled to adopt at least some positions or traits 

thought typical of the other gender (Huddy & Terkildsen, 1993; Kahn, 1993). This recent 

growth in the number of androgynous candidates is an attempt to overcome or dispel 

these stereotypical views. 

The distinctions between how men and women deal with stereotypes of male 

versus female characteristics remains unclear (Kahn, 1993; Trent & Sabourin, 1989). 

Benze and DeClerq (1985) reported that Congressional female candidates were not likely 
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to alter "their perceived lack of toughness in ads but rather there was a tendency for 

women to stress their strengths such as compassion rather than counteract their 

weaknesses" (p. 283). Trent and Sabourin (1989) reported that women blurred gender 

distinctions through a combination of production techniques and verbal and nonverbal 

strategies. For example, women projected masculine attributes of strength, competence, 

and qualifications by utilizing male voice-overs in their ads, and through focusing on 

competence and expertise by showing the candidate dressed in a very professional manner. 

But to present a more balanced image, the women would talk about social welfare issues 

and be shown with seniors and children (Trent & Friedenberg, 1991). In order to assess 

which of these source characteristics men and women chose to emphasize, the following 

research question is forwarded. 

R.Q2: What are the differences in the types of source characteristics emphasized 

by male and female candidates in their political advertising?. 

Nonverbal Strategies 

With increased exposure to candidate images on television, nonverbal behavior is 

now considered a relevant political cue in the formation of attitudes toward a candidate 

(Masters & Sullivan, 1993). "Television communicates a message that is more personal" 

(Pfau et al., 1993, p. 3), and viewers now see close-up images of political leaders 

exhibiting facial expressions that communicate emotion and suggest character (Rosenberg, 

Bohan, McCafferty, & Harris, 1986). Political leaders can convey impressions by their 

nonverbal style, including voice quality and facial expressions (Sullivan & Masters, 1988). 
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The role of nonverbal cues has been shown to impact how citizens think about 

candidates, social issues and political outcomes (Bower & Gilligan, 1982; Kaid & 

Davidson, 1986; Marcus, 1988; Masters & Sullivan, 1993; Rosenberg et al., 1986; 

Rosenberg & McAfFerty, 1987). In televised messages, not only what candidates say but 

how they say it is a key for initial perceptions concerning candidate image (Pfau et al., 

1993). The importance of the personal nonverbal cues transmitted via television can be 

understood by the role that nonverbal communication plays in impression formation (J. 

Burgoon, 1985). As noted above, the role of a candidate's image is critical in 

contemporary politics. Thus, viewers use important nonverbal cues, like facial 

expressions, clothing formality, and voice quality, for impression formation. 

Nonverbal cues have also been linked to persuasion and credibility (J. Burgoon, 

Birk, & Pfau, 1990) In a set of studies, J. Burgoon et al. (1990) established that 

nonverbal channels, such as those which send vocal and kinesic/proxemic cues, can 

contribute to persuasive efficacy of messages. Significant relationships were established 

between a source's vocal pleasantness, immediacy, and dominant nonverbal behaviors such 

that a source's credibility and persuasiveness increased with a more pleasant voice, more 

immediate behavior, and increased dominant nonverbal behaviors (J. Burgoon, et al., 

1990). 

Explicit gender differences have been identified in the decoding of nonverbal 

behaviors (J. Burgoon, 1985; Eagly, 1987; Hail, 1984). Male and female communicators 

may exhibit specific behaviors that may be more effective for them based on what is 
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generally observed behavior or expected behavior. Furthermore, cultural expectations can 

also effect the viability of the message based on what is considered normative behavior for 

the source. Therefore, candidates can potentially increase the persuasive efficacy of their 

message through the strategic selection of nonverbal cues. 

Vocal Cues The research on vocal cues indicates that a number of vocal 

properties including pitch, pitch level, pitch variation, loudness, tempo, tempo variation, 

pauses, and fluency are related to credibility and persuasive efficacy. J. Burgoon and her 

research associates (1990) write that these cues can be linked to three superordinate 

percepts: pleasantness, potency and arousal. The pleasantness cues include vocal 

dimensions of fluency, greater pitch variety, and clear vocal quality. Fluent speech is more 

credible than nonfluent speech, and in the terms of source credibility characteristics it 

relates to the dimensions of competency and dynamism while pitch variation enhances the 

competency, character, and sociability characteristics (J. Burgoon et al., 1990). 

The potency vocal cues include the dimensions of faster tempo, more tempo 

variety, and greater loudness. The nonverbal literature reports that tempo is perceived as 

a more dynamic and dominant cue and contributes to evaluations of competency, 

regarding those speak faster and with tempo variety as being more intelligent, 

knowledgeable, and objective (J. Burgoon et al., 1990). As hypothesized, J. Burgoon and 

associates confirmed the relationship between both greater vocal pleasantness and potency 

and credibility in that speaker credibility increases with vocal pleasantness and potency. 
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Women's vocal pitch has often been deemed deficient, and often works against 

them in the campaign environment (Jamieson, 1995; Lake, 1991). Female candidates are 

often criticized for sounding shrill (Lake, 1991), and there is documentation that the high 

pitched female voices of the early female West Point candidates were ridiculed by their 

male counterparts and superiors (Jamieson, 1995). Media experts note that female 

candidates often suggest weakness through ending comments with upward voice 

inflections, suggesting doubts where none exists (Lake, 1989). History informs us that 

Jackie Kennedy's breathy voice was her least admired characteristic and decreased her 

credibility in her public speaking presentations, including the infamous televised tour of the 

White House (Gilligan, 1982). 

On the other hand, "a deeper male pitch has long been assumed the norm for the 

exercise of leadership" (Jamieson, 1995, p. 121). Female candidates are now coached to 

increase their credibility by lowering their pitch, and prominent political figures, such as 

Margaret Thatcher, have used this advice to their benefit (Jamieson, 1995). Vocal cues 

provide an opportunity for women in that they could increase their credibility and suasory 

powers through conformity to more normative male voice patterns. Thus, the following 

hypotheses concerning vocal cues are proposed; 

H2a: The relationship between gender and vocal pleasantness is such that male 

candidates are more likely to display a greater degree of vocal pleasantness 

than female candidates. 
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H2b: The relationship between gender and vocal strength is such that male 

candidates will be more likely to have greater vocal strength than female 

candidates. 

Kinesic Cues The research on the relationship between credibility' and kinesic 

cues has established that speakers who were more credible used more eye contact with the 

audience, leaned back less or adopted closer distances, used more afEliative head nods, 

gestured more, and were more facially expressive (J. Burgoon et al., 1990). Indeed, minor 

alterations in facial expression (e.g., a slight smile versus a slight frown) have produced 

significant differences in how a candidate is perceived (Rosenberg et al., 1986; Rosenberg 

& McCafferty, 1987). These important cues help to underscore such credibility 

dimensions as friendliness, caring, honesty, and sincerity (Pfau et al., 1993). 

Kinesic immediacy includes the dimensions of increased eye contact, forward lean, 

and facial pleasantness, and can be related to attributions of speaker competence, 

character, composure, and sociability (J. Burgoon et al., 1990). Women send more 

immediate messages than men via facial expression and eye contact; on the other hand, 

men smile less and are seen as less immediate (J. Burgoon, 1985). The need for female 

candidates to establish that they are tough but caring is often satisfied through the sending 

of tough verbal messages which are cushioned by immediate or affilitiative nonverbal cues 

(Jamieson, 1995; Trent & Sabourin, 1993). Former Texas Governor Ann Richards turned 

this into an art from in that she always smiled when she attacked her opponents (Jamieson. 

1995). In fact, women who do not send immediacy cues run the risk of violating voter 
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expectations in a negative manner. Because nonverbal immediacy cues are seen as 

normative behavior for women, the following hypothesis is proposed; 

H2c; The relationship between nonverbal immediacy and gender will be such that 

female candidates will be more likely to use nonverbal immediacy cues than 

male candidates. 

An additional method of demonstrating immediacy is through the use of touch. 

Candidates can demonstrate affiliation, caring, and likeability through touching others in 

their television advertising. Women are more likely to touch others than are men and, in 

fact, men often use touch as a form of status rather than as a form of affiliation 

(J. Burgoon, 1985; J. Burgoon, Buller, &. Woodall, 1987). Therefore, 

H2d; The relationship between touch and gender will be such that female 

candidates will be more likely to touch others in their ads than male 

candidates. 

Kinesic dominance is defined as the use of more illustrator gestures and more facial 

expressiveness, and can be related to credibility dimensions of competence, composure, 

and dynamism (J. Burgoon et al., 1990). Men use more gestures in their speech such as 

pointing and animated hand movements to establish credibility. On the other hand, women 

typically display more submissive postures such as open palm display, moderate postural 

tension, and closed arm and leg positions. While women may not violate stereotypes 

through the increased use of gestures, it is expected that as a group they will not display 

dominant nonverbal kinesic cues. Therefore, the following is proposed; 
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H2e: The relationship between nonverbal dominance and gender will be such 

that male candidates will be more likely to use nonverbal dominance cues 

than female candidates. 

Dress Women are also likely to utilize their mode of dress as a means to 

communicate both competence and compassion (Procter, et al., 1988; Trent & 

Friedenberg, 1991; Williams, 1994). For women, formal attire such as business suits is a 

metaphor for presenting the desired male qualities preferred by voters and says that 

"women are ready for business" (Williams, 1994, p. 203). On the other hand, informal 

dress may be a method of identifying with the electorate. However, the image of a woman 

appearing dressed in a barbecue apron may evoke different evaluations than a man 

cooking the same burgers dressed in the same apron. Because women may have less 

latitude than men in their behaviors, including dress, the following is proposed: 

H3: The relationship of gender and dress will be such that female candidates 

will dress more formally than male candidates. 

Summary Important nonverbal communication strategies including vocalic and kinesic 

cues, and personal appearance can influence impression formation of candidates. Because 

different gender based expectations have been established concerning the efficacy of such 

cues as they relate to credibility, the strategic use of these cues can assist candidates in the 

execution of their campaign goals. Furthermore, an examination of the interaction of 

gender and nonverbal communication establishes a more refined understanding of the role 

of nonverbal behavior in contemporary politics. 
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Issues in Political Advertising 

As noted above, a primary goal of political advertising is to inform the public 

about a candidate's stand on the issues. However, research on what range of issues 

advertising contains is limited (Kern, 1989). Candidates have the option of using the 

"thousand flowers approach" by addressing all relevant public policy issues, running a 

single-issue campaign, or following a common "issue-thread" in their messages (Kern, 

1989). 

Female candidates are viewed as better able to handle compassion issues such as 

poverty, education, child-related and health policy issues and are seen as less able to deal 

with taxes, the budget, big business, the military, or defense (Huddy & Terldldsen, 1993; 

Leeper, 1991; Rossenwasser & Seale, 1988; Shapiro & Mahajan, 1986). Thus, similar to 

the presentation of source characteristics, female candidates must choose if they wish to 

support issues which they are perceived as capable of dealing with or issues which run 

counter to existing stereotypes. 

Furthermore, the absence or presence of women's issues in campaign discourse 

bears investigation as these issues have received scarce attention in the literature. In fact, 

a certain amount of confusion exists as to what actually constitutes women's issues. This 

study will employ the following definition: "women's issues can be designated as those 

whose policy consequences are more likely to have a more immediate and direct impact on 

significantly larger numbers of women than men" (Carroll, 1984, p. 15). For example, 

not all social welfare or compassion issues are necessarily women's issues, such that 



unemployment and education would not be considered women's issues. However, 

women's issues do include policies such as those addressing advocacy of federally funded 

child care, rape, domestic violence, a desire to improve women's employment 

opportunities through pay equity and afiirmative action, maternity leave, teen pregnancy, 

enforcement of sex discrimination and sexual harassment laws, and support for 

reproductive rights (Carroll, 1984). 

It is not always the case that female representatives advance all women's policy 

issues. However, once elected, women do make a difference on these issues as women 

are more likely than men to introduce legislation that address the issues of women, family 

and children, and are more likely to act on these issues with support from other women 

office holders (Thomas 1991; Thomas &. Welch, 1990). For example, on the national 

level. Secretary of Labor Elizabeth Dole in 1990 presented a "glass ceiling initiative" to 

pressure corporations to promote women to top management. Similarly, Congresswoman 

Pat (D-CO), and others who challenged the procedures at the National Institute of Health 

(NIH), were instrumental in establishing a program of research on women's health at NIH 

(Thomas, 1991; Thomas & Welch, 1990). 

Because it is currently unclear which issues women choose to highlight in their 

political advertising, the following research question is posed. 

RQ3: What differences exist in the campaign issues presented between male and 

female candidates in their political advertising? 
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Production Strategies 

Political conimercials today use a variety of production strategies or videostyles 

but all tend to use similar styles (Trent & Friedenberg, 1991). A limited number of 

studies have investigated the relationship of gender and production strategies in political 

advertisements (Bystrom, 1994; Kaid, et al., 1984; Trent & Sabourin, 1989, 1993; 

Williams, 1994). These studies have focused on the use of typical male and female 

settings, other actors in the ad, voice-overs, and computer graphics. Although certain 

production values are nearly universal, there are several that may be unique to female 

candidates. 

Kaid et al. (1984) found that when male and female candidates are placed in 

stereotypical male and female settings, female candidates were evaluated positively both in 

the male and female settings. Trent and Sabourin (1993) report that women use male 

voice-overs more than men in their political advertising and the rationale behind this 

strategy is that women use the male voice as a surrogate to establish credibility. As Trent 

and Friedenberg (1991) note, the masculine voice enables women to present a masculine 

image of strength, competence, and qualifications. At the same time, a candidate can also 

portray the notion that she is not exclusively a voice for women. However, Williams 

(1994) points out that, ironically, even though women emphasize the need for more 

representation in the political process, the female voice-over is blatantly absent fi-om their 

advertisements. 
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Who is pictured in the ad with the candidate can also present a specific image to 

the electorate. For example, Ronald Reagan often placed himself in a particular setting to 

convey a particular image such as visiting a senior center or chopping wood at his ranch. 

His visits to the senior centers were often used to affiliate Reagan with a supportive 

position on issues related to seniors (Ansolabehere, et al., 1993). To the same end, 

candidates often place actors in their ads to present a certain association with a policy 

issue. Thus, we often find candidates pictured in schools with children, at home with their 

families, in factory settings with workers, and/or at senior centers (Kaid, et al., 1984). As 

with the voice-over, women may choose to be pictured with men more than with women 

to present a sense of credibility or may choose to be pictured with women to demonstrate 

support for women's issues. 

Female candidates can also choose specific production techniques to exhibit 

specific trait characteristics. For instance, female candidates can emphasize competence 

through male voice-overs and placement with male figures such as law enforcement 

officers (Trent & Sabourin, 1993). Conversely, a female candidate seeicing to emphasize 

her commitment to women's issues may choose to surround herself with women and use a 

female voice-over. Therefore the following research question is posed in regard to use of 

voice-overs and placement of other actors/individuals in political advertising: 

RQ4; What differences exist in the production styles male and female candidates 

utilize in their political advertisements? 
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CHAPTER n 

METHODS 

Overview 

This investigation used a content analysis to determine the differences in 

communication strategies utilized in the televised advertisements of male and female 

candidates. A sample of 124 political spot advertisements (55 female and 69 male 

candidates) was obtained for analysis from compilation videotapes available from C-Span 

and Aristotle Industries. (See Appendix A for a list of candidates whose ads were 

included in the study.) 

The 1992 election year provides the majority of the data base because that 

campaign year provided a unique set of circumstances for an analysis of gender differences 

in campaigns. Set in a political environment dominated by incumbency scandals, a "throw-

the-bums-out" mood in the country, and the Hill-Thomas hearings, 1992 opened up new 

avenues of opportunity for female public officials at the state and local levels to throw 

their hats into the national arena (Cook, Thomas, & Wilcox, 1994). Women responded 

accordingly; 218 women ran in their party's primaries, a substantial increase from the 

previous record of 134 in 1986. In 1992, 108 women won their party's nomination for 

House elections and eleven won nomination for a Senate candidacy (Cook, et al., 1994). 

In 1992, more women ran for the Senate than ever before. Of those women who ran in 

the general election, one Democrat, Mikulsi of Maryland, was an incumbent, six 

Democrats and one Republican challenged incumbents, and three Democrats competed 
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for open seats. These races provided a considerable sample of campaign advertisements 

by female candidates. While the sample of messages in this study is not a random sample 

of all campaign messages produced, it supplies a substantial data base for the proposed 

investigation. 

Procedures 

Two coders, one male and one female, conducted the content analysis of the 

political advertisements. Bystrom (1994) recommends using coders of both genders to 

control for bias in the coding process. The coders completed nearly 30 hours of training 

consisting of formal instruction designed to explain and demonstrate the coding 

procedure. For a pilot study, the coders next rated 20 advertisements (10 male and 10 

female candidates) that were not included in the sample to assess their understanding of 

the coding procedure. Each coder then rated every advertisement in the study. 

Independent and Dependent Variables 

The independent variable in this investigation is the biological sex of the candidate. 

The dependent variables are all those variables concerned with the verbal and nonverbal 

communication strategies of the candidate. These dependent variables, measured as 

interval level data, include language intensity, use of humor, relationship building, 

opinionated statements, opinionated acceptance/rejection statements, instrumental verbal 

aggression, attack style, establishment of credibility, vocal cues, body motion, dress, 

interaction with others, and setting. 
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These variables were all measured on seven point scales ranging from 1 to 7. The 

scales for each of the variables were constructed as follows: intense language; I (very 

intense) to 7 (not very intense); humor; 1 (very humorous) to 7 (not very humorous); 

relationship building; I (autonomous action) to 7 (emphasis on relationships); opinionated 

language; 1 (opinionated) to 7 (non-opinionated); type of opinionated message; I 

(opinionated rejection) to 7 (opinionated acceptance); instrumental verbal aggression; 

1 (very aggressive) to 7 (not very aggressive); vocal pleasantness; I (very unpleasant) to 

7 (very pleasant); vocal strength; I (very weak) to 7 (very strong); kinesic immediacy; I 

(not immediate at all) to 7 (very immediate); kinesic dominance; l(very weak) to 7 (very 

dominant); dress; 1 (very informal) to 7 (very formal); touching; I (no touching) to 7 

(touching); setting; I (very informal) to 7 (very formal). The variables in the credibility 

scale also were measured using a seven point scale ranging from I (rated high on the 

variable) to 7 (rated low on the variable). 

There are also a limited number of variables relevant to the study that are coded as 

nominal level data. They include ad type, issues discussed in the ad, references to political 

party, other actors in the ad, and the use of voice-overs in the ad. The nature of the 

relationship between the biological sex of the candidate and these variables was also 

assessed. 

Instruments 

The development of the coding scheme was guided by communication theories 

regarding expectations about communication behavior and political science literature 
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concerned with the function of political advertising in the campaign environment. The 

coding scheme includes three main categories; (a) ad type, (b) verbal communication 

strategies, and, (c) nonverbal communication strategies. (See Appendix B for coding 

protocol and coding instrument). Following is a brief description of the coding categories; 

Ad Tvpe An essential step in analyzing spot ads is to determine the function that 

the ad serves. This study borrows from the typology developed by Trent and Friedenberg 

(1991) to classify ads according to their three basic commurucative functions; to extol the 

candidate, to attack the opponent, and to respond to the opponent. The categories of ads 

which fulfill these flinctions are (a) positive, (b) negative, and (c) response. 

Positive ads include those in which candidate source characteristics and positions 

on issues are communicated (Trent & Friedenberg, 1991). Positive ads were coded as 

image-oriented or issue-oriented. Negative or attack ads are those ads whose primary 

purpose is to attack the character, record, achievement, associates, motives, or issue 

positions of the opponent (Trent & Friedenberg, 1991). Response ads are those which 

respond to an attack by an opponent. The three categories used to classify responses ads 

are; (a) refutations or direct rebuttals to attacks, (b) counterattacks in which the candidate 

acknowledges the attacks and then launches an attack on the character/issue/position of 

the attacker, and (c) preemption of attacks through the use of inoculation messages which 

anticipate and respond to the attack before it is initiated (Trent & Friedenberg, 1991). 

The verbal, nonverbal, and production categories were derived from previous 

studies (Benze & DeClerq, 1985; Kahn, 1993; Kaid & Davidson, 1986; Trent & 
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Sabourin, 1993; Williams, 1994) which examined how communication strategies operate 

in political advertising. 

Verbal Communication Strategies The verbal communication strategy categories, 

which analyze the language use of the candidates, were developed from the body of 

literature on Language Expectancy Theory (M. Burgoon et al., 1983; M. Burgoon & G. 

R. Miller, 1985; M. Burgoon, 1990). The communication strategies were coded using a 

seven- point semantic differential scale. The items on the verbal communication scales 

include; very intense, very weak, very humorous, humorless, autonomous action emphasis 

on relationships, opinionated non-opinionated, opinionated rejection opinionated 

acceptance, and very aggressive not very aggressive. 

Intense language was coded as the degree to which the language deviated from 

neutrality. Examples of intense language include the use of ftiture tense verbs and 

aggressive verbs, adverbial qualifications, and intense metaphors. Individual words and 

phrases in each ad were coded for degrees of intensity. The coders then assessed the 

degree of intensity through the type and amount of intense language present in each ad. 

The verbal strategies related to humor, autonomous action, and opinionated language 

were evaluated according to the degree to which the candidate utilized the strategy in their 

advertisements. 

The category of instrumental verbal aggression consisted of messages that are 

compliance gaining attempts which vary in degrees of aggression from anti-social or very 

aggressive to prosocial or not very aggressive. Coders assessed both the type of message 
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and degree of aggression related to message type. 

In attack advertisements, the type of attack was differentiated by whom and at 

what the attack was levied. Attacks directed at opponents' issue positions were coded as 

indirect whereas attacks levied at the opponent's personal character were evaluated as 

direct attacks. 

Credibility The scale used to measure the candidate's credibility is based on the 

assumption that the credibility of a communicator may be the single best predictor of the 

success or failure of most communication transactions (M. Burgoon, et al., 1993; Stiff, 

1994). The dimensions of credibility assessed by the scale were developed from the 

literature on source credibility (M. Burgoon et al., 1993; Kinder, 1986; Stiff 1994). The 

items on the seven-point semantic differential scale include: competent incompetent, 

honest dishonest, informed uniformed, reliable unreliable, compassionate, not very-

compassionate, believable not very believable, bright stupid, trustworthy untrustworthy, 

friendly unfriendly, political outside political insider, capable, incapable, and, 

toughness no reference to toughness. Additional verbal communication categories include 

the issues discussed in the ad (e.g., social, defense, crime, economic, women's issues, and 

foreign policy), and references made to political party. 

Nonverbal Communication Strategies Nonverbal strategies have been examined 

in previous investigations (Kaid & Davidson, 1986; Trent & Sabourin, 1993; Williams, 

1994). The coding scheme for the nonverbal communication strategies for this study is 

derived primarily from the work of J. Burgoon et al., (1990) which established a 
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significant relationship between nonverbal communication cues and speaker credibility and 

persuasiveness. The nonverbal content categories include vocal cues related to 

pleasantness and potency, kinesic cues related to strength and dominance, touch, 

candidate appearance, or dress, and setting of the ads. 

All nonverbal behaviors are measured by a seven-point semantic differential scale: 

vocal cues {very unpleasant very pleasant, very weak very strong), body motions {not 

very immediate very immediate, very weak very dominant), dress ( very informal very 

formal), and, interactions with others in the ad {no touching touching). 

Production Categorv The content categories for production were derived from 

previous studies which have examined this variable (Kaid & Davidson, 1986; Kaid, et a!., 

1984; Trent & Sabourin, 1993; Williams, 1994). The three categories include (I) who 

speaks in the ad: candidate only, voice-over, sex of voice-over, or other actor or person, 

(2) who appears in the ad, and, (3) setting (formaiinformal). 

Statistical Procedures 

Two statistical procedures were utilized to analyze the content analysis: 

independent groups t-tests and cross tabulations. The independent groups t-test was used 

to analyze the relationship between the sex of the candidate and the verbal and nonverbal 

communication strategies. Cross tabulations were conducted to analyze the relationship 

between the sex of the candidate and those variables which have been coded as nominal 

level data including ad type, issues, references to political party, other actors in the ad, and 

who speaks in the ad. 
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CHAPTERS 

ElESULTS 

Intercoder reliability was assessed on each variable using Cronbach's coefficient 

alpha for the interval level data and Holsti's (1969) formula for the dichotomous variables. 

To reach acceptable levels of reliability the coders were trained in using the coding 

instniment and in the categorization system. Sample ads were coded by both coders, and 

disagreements were discussed as they occurred; any confusion about the category 

definitions resulted in adding more specific instructions to the coding protocol. Next, a 

pilot study was conducted, and the coders rated the ads independently. The results of the 

pilot study were evaluated and the coding protocol was fijrther specified. The coders 

independently coded the main body of data. 

Intercoder reliability ratings were as follows: ad type (n =124), .94; language 

intensity (n =124), .83; humor (n = 124), .85; autonomous action (n= 124), .80; 

opinionated language (n= 124), .84; type of opinionated language (n = 62), .82 ; 

instrumental verbal aggression (n= 124), .94; attacks (n = 49), .88; issues discussed in ad 

(n= 124), .92; references to dimensions of credibility (n = 124); competency .91, honesty 

.92, informed .64, reliable .93, compassionate .78, believable .40, bright .84 , trustworthy 

.82, fnendly .60. outsider .77, capable .89, toughness .87; vocal pleasantness (n = 35), .65; 

vocal strength (n= 35), .41; immediacy (n= 63), .80; dominance (n = 63), .80; dress (n= 

122), .81; touch (n=65), .84; setting (n= 124) .95; others in ad (n = 124) .96; speaking in 

ad (n=124), .95. 
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A total of 124, 30-second spot, advertisements were analyzed in the study. The 

sample contained 69 ads by male candidates and 55 ads by female candidates. Because the 

sample included races in both the primary and general elections, differences based on type 

of advertisements were not hypothesized because the nature of the race can determine the 

degree of negative or positive advertising utilized. In this convenience sample, female 

candidates used positive advertising more than male candidates, 79% vs. 59%, 

respectively. See Table 1 for the types of ads used by male and female candidates. 

Table 1 
Type of Advertisements 

Male Female 

Positive 41 43 
(59%) (79%) 

Negative 22 7 
(32%) (13%) 

Response 6 5 
( 9%) ( 8%) 

Total 69 55 

Furthermore, when female candidates did use positive advertising they used it more often 

than men to represent personal characteristics or combined image and issue characteristics. 

See Table 2 for the type of positive advertisements used by male and female candidates. 

This strategy is common among women candidates who often are forced to sacrifice 
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focused discussions on issues in order to establish or re-establish credibility. 

Table 2 
Type of Positive Advertisements 

Male Female 

Issue 10 7 
(24%) (16%) 

Image 18 15 
(44%) (35%) 

Both 13 21 
(32%) (49%) 

Total 41 43 

Verbal Communication Strategies Hypotheses H1 a through H1 f predicted gender 

differences in the verbal communication style of the male and female candidates. 

Similarly, Research Question 1 asked about the differences in the use of humor. 

Independent Groups t-tests were performed to assess these differences. See Table 3 for a 

summary of the results. 

HI a, that men would use intense language to a greater degree than women, was 

confirmed, (male M = 3.33, female M = 4.53), t (122) = -.384, g < .01. The strength of 

the relationship between men's and women's use of intense language as indexed by eta" 

was .10 indicating a relationship of import. 

Hypotheses lb and Ic which predicted the use of opinionated language were not 

confirmed. Hypotheses Id, which predicted that men would be more likely to use 
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instrumental verbal aggression to a greater degree than women, was confirmed, (men M = 

4.38, women M = 5.64), t_( 122), = -2.92, g < .01. The strength of the relationship 

between men's and women's use of instrumental verbal aggression as indexed by eta" was 

.07. This measure indicates a fairly robust relationship in a field study between the two 

variables. A fi-equency count and percentages of the specific strategies of instrumental 

verbal aggression used by male and female candidates are reported in Table 4. 

Table 3 
Means of Verbal Communication Strategies of Male and Female Candidates 

Strateav Men Women t-values eta' 
(M) (M) 

Language Intensity 3.38 4.22 -3.46** .11 
(n=69) (n=55) 

Opinionated Language 5.34 5.04 .87 .01 
(n=69) (n=55) 

Opinionated Acceptance 4.51 4.80 -.84 .02 

Verbal Aggression 4.38 5.64 -2.92** ,07 
(n=69) (n=55) 

Attack 2.10 3.25 -2.07* .07 
(n=38) II 00

 

Humor 6.02 6.86 -3.55** .10 
(n=69) (n=55) 

Autonomous Action 3.56 3.63 -.49 — 

(n=69) (n=55) 

*P< .05; ** p< .01 

Note; The language variables were coded in such a manner that the lower means indicate 
more intense language, greater verbal aggression, more direct attacks, and a greater use 
of humor. 
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Table 4 
Frequency Count of the Types of In-^frumental Verbal Aggression Utilized in the Political 
Advertising of Male and Female Candidates 

Strategy Type Men Women 

Threat 2 
(2%) 

Aversive Stimulation JJ 20 
(37%) (26%) 

Debt 1 1 
(1%) (1%) 

Negative Altercasting — — 

Negative Esteem I — 

(1%) 
Negative Moral Appeal — — 

Positive Self Feeling — — 

Negative Self Feeling — — 

Positive Altercasting 1 1 
(1%) (1%) 

Promise 11 11 
(9%) (14%) 

Indirect Promise 18 11 
(18%) (14%) 

Pregiving 19 15 
(19%) (19%) 

Positive Moral Appeal J 2 
(3%) (3%) 

Altruism 8 10 
(8%) (13%) 

Totals 98 77 

Note; Because the strategies were often used in combination in the advertisements, these 
numbers do not reflect the total number of advertisements in the study. 
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Hie, which predicted that men would be more likely to use direct attacks in their 

political advertising was confirmed, (male M = 2.10, female M = 3.25), t (54) = -2.07, 

g<.05. The strength of the relationship between how men and women use attacks in their 

political advertising as defined by eta" is .07. 

Hlf which predicted that men would be more likely to make references to 

autonomous action while women would be more likely to make references to working 

together was not confirmed. Research Question 1 which investigated the relationship 

between men and women's use of humor women in their political advertising produced 

significant results in that men used humor to a greater degree than women (male M= 6.02, 

female M = 6.86), t (122) = -3.84, ^<.01. The strength of this relationship as indexed by 

eta" was .10. 

Source Credibility 

Research Question 2 asked what differences existed in how men and women 

portrayed traits related to their credibility in their political advertisements. No differences 

were found in the credibility scale, (male M = 3.52, female M = 3.53), t (101) = .03, p 

> 05. indicating that men and women present similar personality traits in their advertising. 

Table 5 reports the means for the source credibility scale. The only individual trait which 

was emphasized to a greater for men than for women was outsider status. Women 

candidates were more likely to emphasize outsider status than males candidates. 
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Table 5 
Means of Credibility Scale for Male and Female Candidates 

Men Women t-value eta' 2 

Source Credibility 3.52 
(n=5I) 

3.53 
(n=52) 

-.03 XXX 

Nonverbal Communication Strategies Hypotheses 2a through 2f predicted gender 

differences in the nonverbal communication styles of male and female candidates. Table 6 

provides a summary of the results of the independent groups t-test for the nonverbal cues. 

Hypotheses 2a and 2b predicted differences between men and women for vocal 

pleasantness and vocal strength such that men would have voices that were more pleasant 

and stronger than women. While the results of the independent groups t-test for vocal 

pleasantness was significant, (males M = 4.82, females M = 5.08), t (48) = -2.40, p_< .01, 

the differences were not in the direction predicted. Women were coded as having vocal 

qualities related to fluency, greater pitch variety, and clearer vocal quality to a greater 

degree than their male counterparts. The strength of the relationship as indexed by eta" 

was .10. No significant differences in the degree of vocal strength between men and 

women were identified. 

Hypotheses 2c through 2e predicted differences in the use of idnesic cues between 

male and female candidates. Hypothesis 2c, which predicted that women would be more 

likely than their male counterparts to display nonverbal immediacy cues, was confirmed. 
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(males M = 4.31, females M = 4.83), t (83) = -2.72, g < .01. The strength of this 

relationship as indexed by eta" was .06. 

Table 6 
Means of Nonverbal Communication Strategies of Male Female Candidates 

Men Women t-value eta" 

Vocal Pleasantness 4.62 5.08 -2.40** .10 
(n=30) (n=20) 

Vocal Strength 4.37 4.67 -1.46 .04 
(n=20) (n=29) 

Immediacy 4.31 4.83 -2.72** .06 
(n=40) (n=45) 

Dominance 3.28 3.72 -1.99* .06 
(n=40) (n=45) 

Touch 2.02 2.72 -1.88* .04 
(n=44) (n=45) 

< .05, ** g < .01 

Note: The means are such that the higher the mean indicates more vocal pleasantness, 
greater vocal strength, more immediacy, greater dominance, and more touch. 

Hypotheses 2d, which predicted that men would be more dominant than women in 

their nonverbal kinesic cues, was not confirmed. The relationship was significant but not 

in the direction predicted in that women displayed greater nonverbal dominance than men, 

(males M = 3.28, women M = 3.72), t (83) = -1.99*, g < .05. The strength of the 

relationship as defined by eta" was .06 

Hypothesis 2e, which predicted that there would be significant differences between 

the use of touch by male and female candidates in that females would use more touch in 
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their political ads than males, was confirmed, (males M = 2.02, females M = 2.72), t (89) 

= -1.88, ^ < .01. The strength of the relationship as defined by eta^ was .04. The 

hypothesis which predicted that women dress more formally in their ads than men was not 

supported. 

Issues 

Research question #3 asked if there were any difference between the issues 

addressed by male and female candidates in their political advertising. The results of the 

Chi-square analysis were not significant such that men and women generally discuss the 

same issues in their ads. The type and fi-equency of issues discussed in the political 

advertisements of men and women candidates are reported in Table 7. 

Table 7 
Contingency Table of Issues Discussed in the Political Advertisements of Male and Female 
Candidates 

Issues Men Women Totals 
Social 32 26 58 

(43%) (39%) (42%) 
Defense 5 — 5 

(7%) (4%) 
Crime 7 8 15 

(9%) (12%) (11%) 
Economy 23 19 42 

(3 1%) (29%) (30%) 
Women's Issues 5 10 15 

(7%) (5%) (3%) 
Foreign Policy 2 2 5 

(3%) (5%) (3%) 

Totals 74 66 140 

Note: Several issues may have been discussed in one spot ad, thus the total number of 
issues does not correspond to the total number of ad. 
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Production Strategies 

Three production strategies were coded in the current study. The three strategies 

included the setting used, the use of other actors in the ads, and who spoke in the ad. For 

men and women there was no diflFerence identified in the degree to which they used formal 

(inside) versus informal (outside) settings in their political advertisements. 

A chi-square test was applied to the relationship between gender and use of other 

actors in the ad and was found to be statistically significant, (df = 6, N = 198) = 14.14, 

p < .01. The observed fi-equencies for the 14 cells can be found in Table 8. 

Table 8 
Contingencv Table for Other Actors in the Political Advertisements of Male and Female 
Candidates 

Actors in Ad Men Women Totals 
Women 21 28 49 

(22%) (27%) (25%) 
Children 14 17 31 

(15%) (17%) (16%) 
Men 18 30 48 

(19%) (29%) (24%) 
Seniors 12 10 22 

(13%) (10%) (11%) 
Family 6 2 8 

(6%) (2%) (4%) 
Elected Officials 1 4 5 

(1%) (4%) (3%) 
Opponent 24 11 35 

(25%) (11%) (18%) 

Totals 96 102 198 

.r rd^6,N=198) = 14.14, p<.01 
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An examination of the frequency values of the cells indicates there are several differences 

regarding who appears in the political ads of male and female candidates. First, male 

candidates present images of their opponent more often than do female candidates. 

Second, female candidates use male actors or present males in their ads more often than 

do their male counterparts. 

The other production strategy that was evaluated was who spoke in the ad. 

A Chi-square test was applied to the relationship between gender and who spoke in the 

advertisements of male and female candidates and the results of the analysis were found 

to be statistically significant, X" (df= 4, N = 121) = 14.22, p < .01. The observed 

frequencies for the 10 cells can be found in Table 9. The observed values indicate that 

male candidates speak alone more often in their ads more than do female candidate. 

Second, in regard to the use of mixed strategies, women speak in their ads with a male 

voice-over more often than male candidates whereas male candidates choose to use a solo 

male voice more than their female counterparts. 
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Table 9 
Contingency Table for Speakers in Political Advertisements of Male and Female 
Candidates 

Speaking in Ad Men Women Totals 

Candidate Only 12 6 18 
(17%) (11%) (15%) 

Voice Over Only 
Male 44 21 65 

(64%) (38%) (52%) 
Female J 5 8 

(4%) (9%) (6%) 
Mixed 

Candidate plus 
Male Voice Over 9 22 30 

(13%) (44%) (24%) 
Candidate plus 
Female Voice Over 1 1 2 

(1%) (1%) (1%) 

Totals 

(df = 4, N ^ 121) = 14.22, p < .01 

69 55 124 
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CHAPTER 4 

DISCUSSION 

The theoretical rationale presented in the first chapter proposed that a central 

reason for the scarcity of women in elected ofiBce is the failure of female politicians to 

develop successful commum'cation strategies to counter gender based stereotypes held by 

voters. In order to examine the veracity of this proposition an examination of the political 

advertising of male and female candidates was conducted as a first step in assessing 

communication strategies employed in the campaign context. The focus of this 

investigation entailed a micro-level analysis of the verbal and nonverbal strategies of male 

and female candidates, and contributed to the body of the research on female political 

candidates in the following ways. 

First, the analysis of the verbal communication strategies of the candidates extends 

Language Expectancy Theory to the context of political advertising. Second, the analysis 

of the nonverbal cues of the candidates is one of the first studies to analyze vocal and 

kinesic cues at a micro-level in political advertising. Third, the differences identified 

contribute to the previous research assessing the relationship of gender to political 

advertising. Fourth, the initial work conducted in this study identifies how candidates are 

presenting themselves to the electorate and is imperative as a base of knowledge for the 

development of more successful strategies for candidates. 
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Summary of Findings 

The purpose of this investigation was to determine if men and women use different 

communication strategies to present their message to the electorate. Several of the 

hypotheses which predicted gender differences for both verbal and nonverbal 

communication strategies were supported. 

Verbal Communication Strategies 

The theoretical framework for the investigation of language use in political ads 

was grounded in Language Expectancy Theory (M. Burgoon, 1990; M. Burgoon & G. R. 

Miller, 1985). The underlying assumption of LET is that society holds gender based 

communication stereotypes and that language choices are powerful predictors of suasory 

attempts. Several language strategies were evaluated in this investigation. Furthermore, 

this analysis illustrates how candidates present specific character traits and issue positions 

to the electorate. 

Hypotheses la which predicted that male candidates would use more intense 

language than female candidates was supported. Language intensity was evaluated by the 

type and occurrence of intense language use including intense or aggressive verbs, 

aggressive metaphors, and the use of adverbs and adverbial qualifiers. In this sample, 

male candidates used intense language to a greater degree than did female candidates. 

This finding suggests that female candidates are not violating culturally held stereotypes 

through the use of less intense language (M. Burgoon, 1995; M. Burgoon et al., 1983). 



79 

However, the content analysis provides one striking result in that for several 

women candidates the language they are employing may be too weak. These candidates 

may be missing the opportunity to positively violate stereotypes with the possible use of 

moderately intense language. Because women are generally seen as less credible than men 

in the political context, the opportunity for positive violations does exist. In several of 

the women's commercials, there were few future tense verbs, adverbial qualifiers and 

intensifiers, and intense verbs. Thus, while women take a risk of using language that is 

too intense, their current communication strategies may keep selected candidates from 

positively violating culturally held stereotypes through the use of extremely weak 

language. 

Conversely, for the women who used extremely intense language, the opposite 

situation exists, wherein these candidates may negatively violate stereotypes through 

language use that is believed to be too intense for women. Women who use harsh and 

intense language are consistently evaluated negatively (M. Burgoon, et al.. 1983). Thus, 

women's ads, which are replete with intense language, may produce an unexpected 

backlash. 

The investigation found that there was no difference in the use of opinionated 

language between male and female candidates. Further, when this strategy was employed, 

both male and female candidates used opinionated acceptance/rejection statements to the 

same degree or valence. In the case of opinionated acceptance/rejection statements, 

attitudes of the candidates toward voters who agreed or disagreed with the candidate were 
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in a positive direction. This strategy makes senses in that a candidate takes a risk in 

levying opinionated rejection statements toward the electorate through turning off 

potential supporters. 

However, male and female candidates did differ in the degree to which their 

compliance gaining techniques used aggressive versus prosocial strategies. This extension 

of the compliance gaining literature to the political context provides insight into specific 

appeals candidates employ. Overall, women used prosocial strategies to a greater degree 

than their male counterparts. Specifically, men were likely to suggest that there would be 

negative consequences to pay if people did not vote for them wherein female candidates 

were more likely to extend promises and/or request compliance for altruistic reasons. 

Furthermore, when women did use an aggressive strategy they combined the aggression 

with a prosocial comment thus balancing their aggressive comments. Thus, we could 

expect to hear women talk about the negative consequences of not voting for them 

coupled with a promise or an altruistic appeal. On the other hand, the male candidates 

were more likely to simply deliver a singular aggressive message. Women who used an 

aggressive strategy alone run the risk of violating expectations in a negative direction with 

the use of the specified aggressive strategies. 

In the case of attacks, this study confirmed other studies which found that men are 

more likely to levy harsher attacks than women in their political advertising (Trent & 

Sabourin, 1993). However, this study found that when women do attack, the attacks are 

directed more in the direction of their opponents character than toward their policy 
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positions. While less harsh than the male attacks, the direction of these attacks pose risks 

for women who run the risk of negatively violating expectations and perhaps creating a 

backlash effect. 

No support was found for references to autonomous action, and in fact both men 

and women referred more to providing solutions to their problems through their own 

actions rather than through working together. Thus women are not portraying their 

perceived interest in cooperative work and the building of coalitions. Because women are 

viewed as more likely to use this micro-level strategy than men, they may be viewed as self 

serving, thus violating expectations in a negative manner. 

Finally, this study identified a virtual absence of any humorous strategies by 

women. Because women, as low credible sources, are not expected to use humor, this 

strategy , when used moderately could be rather successful. While hostile or aggressive 

humor may be risky for women, female candidates should explore the use of humor to 

dilute attacks or to violate stereotypes in a positive direction. 

Thus, this investigation found that women adhere to cultural stereotypes primarily 

in their use of less intense language and instrumental verbal aggression. However, women 

who present a humorless, self-focused strategy combined with attacks on their opponent's 

character create a concoction of communication strategies that can spell disaster for their 

candidacy. On the hand, males candidates use intense language, aggressive compliance 

gaining techniques, and humor. These strategies conform to social stereotypes that held 

for men, and men run little risk of negatively violating stereotypes with these strategies. 
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In regard to how candidates portray themselves as credible through the 

presentation of character traits, this study confirms other investigations which report that 

male and female candidates discuss both typically masculine and feminine traits to the 

same degree in their political advertising (Kahn, 1994; Williams, 1994). Thus, both men 

and women used their commercials to present an image which conveyed both competence 

and compassion. Further, both men and women chose to portray themselves as caring but 

tough. The only trait upon which men and women significantly differed was in the 

mentioning of outsider status which women stressed more than men. This may have been 

a result of the nature of the 1992 election season wherein the women felt that the insider 

versus outsider theme would one on which they could capitalize. These trait 

representations support the notion of the development of the androgynous candidate who 

combines the best of the stereotypical masculine and feminine personality traits (Huddy & 

Terkildsen, 1993). 

Because political advertisements are now the primary source of issue information, 

male and female candidates both address issues to the same degree in their commercials. 

Certainly attention to issue must be considered in the context of the election and 

candidates will talk about which issues they think are important (Kahn, 1994). Thus 

through paying attention to ads, voters can learn the candidate's issue agenda. In this 

sample, there was little difference between the issue agendas of male and female 

candidates for topics related to the economy, crime, and social issues. This finding differs 

from several studies (Trent & Sabourin, 1993; Kahn, 1994) which found that women 
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address social or feminine issues more than men in their commercials. However, the two 

aforementioned studies examined races during a different time period, and the political 

context may have been a determinant for attention to specific issues. The findings in this 

investigation confirm a study which looked at a smaller sample of 1992 commercials 

wherein the issues that were addressed by men and women were not significantly different 

(Williams, 1994). However, one category where numeric differences did exist was that 

female candidates expressed concern about issues related specifically to women to a 

greater degree than male candidates. 

Iyengar and Kinder (1985) write that voters who pay attention to these ads will 

then come to think that these issues are important and will think about these issues when 

evaluating candidates. Thus, having women in the campaigns increases attention to 

women's issues and places these issues on the national agenda thus allowing greater 

representation for women. One note of caution is that women who exclusively mention 

women's issues may be seen as single issue candidates and thus reduce their appeal to the 

entire electorate. 

As mentioned above, women are often forced to spend precious time in their 30 

second spots addressing both their issue positions, and presenting information about their 

character, particularly establishing credibility (Lake, 1991). This investigation found that 

women use the nonverbal channel differently than men to send information about their 

image; however, three of the gender related hypotheses were not confirmed. 
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Specifically, while not in the direction predicted, women's vocal cues were found 

to be more pleasant than men's voices such that women's voices were coded as having a 

more clear quality, being more fluent, and having greater pitch variety than men's voices. 

Further, the hypotheses which posited that men's voices would be stronger than women's 

voices was not supported and if fact, women's voices were evaluated as being somewhat 

stronger than the male voices. One possible explanation for these results is that the female 

candidates have received voice coaching or consultation prior to the production of these 

advertisements. Thus, women candidates use their voice to project pleasantness and 

strength in order to increase the persuasive efficacy of their messages and to counter the 

negative stereotypes held about women's vocal qualities. 

The use of video may lead both men and women to make the necessary 

adjustments for this channel. Because the presentation of self is hypercritical for women 

candidates, they may also be aware of the need to be as telegenic as possible and thus 

strive for this quality more than men as they prepare their television advertising and 

rehearse their voice. 

On the other hand, the prediction that women would use more immediacy cues 

than men was supported. Thus while both men and women mention compassion issues to 

the same degree in their advertisements, women use nonverbal cues to portray the notion 

of caring and compassion to greater degree than men. Women send more aflRliative 

nonverbal cues through facial pleasantness, increased eye contact and forward lean (J. 

Burgoon et al., 1990). Women also demonstrated their compassion and caring through 
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touch thus confirming the hypotheses that women would be more likely to touch others in 

their ads than their male counterparts. 

The hypothesis that men would display nonverbal dominance cues to a greater 

degree than women was not supported. In fact, women used more gestures in their 

speech, exhibited more open arm display, and had more expressive faces than did men in 

their political advertisements. Consequently, while women's language was less intense 

they may have been able to compensate for this in these kinesic messages. 

In summary, male candidates, as a group, generally do not smile, appear rather 

stiff, do not touch anybody in their ads, have little expressiveness in their voices, and show 

limited emotion through their facial displays. Women display greater immediacy cues, 

more facial expression, voices which are stronger and more pleasant, more facial 

pleasantness and gestures which demonstrate dominance and caring. As Jamieson (1995) 

notes, television is a more personal medium and women are well advised to use it 

strategically in their attempts to reach elected ofBce. 

Finally, in addition to verbal and nonverbal cues, candidates also use specific 

production strategies to present a particular image. The first strategy that was 

investigated was the placement of other actors in the ad. In this study, men and women 

used different actors in their ads. Female candidates used more men in their ads while the 

male candidates pictured families more. The rationale behind these strategies may be that 

male actors may offer a certain degree of credibility for female candidates while being 
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shown with a family demonstrates that men can be caring and compassionate (Trent & 

Sabourin, 1993). 

The other production strategy in which differences existed was who speaks in the 

ad. While past research has shown women often use male voice-overs to assist in 

establishing credibility (Trent & Sabourin, 1993), in this study while women chose to use 

male voice-overs, they also chose to speak in their ads more than male counterparts. 

Thus, while men almost exclusively used male voice-overs to speak alone in their ads, 

females candidates chose to speak on tape in conjunction with the male voice-over. 

Women may used this strategy to make a stronger and personal connection with the 

audience as they attempted to establish their credibility. There was also scant use of an 

female voice-overs in the ads which was somewhat ironic given that this was " The Year 

of The Women" (Williams, 1994). And in fact, in women's ads other women were 

visually and vocally absent. One might speculate that female candidates were using this 

strategy to illustrate that they were able to deal with issues over and above those relating 

to women. 

In summary, distinct differences in the communication strategies that male and 

female candidates use in their political advertising were identified. Although there have 

been references to the development of the androgynous candidate, this study has found 

that men and women send different verbal and nonverbal messages to the electorate, and 

that these differences have been identified through a micro-analysis of their verbal and 

nonverbal communication strategies. These findings can assist in understanding how 
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messages have been designed for political advertisements and add to the growing body of 

research on gender and political communication. 
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Directions for Future Research 

The current investigation has shown that men and women choose different verbal, 

nonverbal, and production strategies to present their image to the electorate. In the case 

of female candidates, a necessary piece of research is to examine selected language and 

nonverbal variables, and assess in an experimental condition if these strategies negatively 

or positively violate stereotypes. The ads in the study provide a rich base for the 

construction of such experimental conditions. In these future examinations, important 

receiver characteristics such as gender of voter and party affiliation can be assessed as they 

interact with gender of the candidate. 

Further, one strategy that was rarely used by either male or female candidates was 

aggressive or intense metaphors. While a powerful verbal strategy, the use of metaphors 

in the campaign context bears fiiture investigation such that intense metaphors may be too 

aggressive for campaign communication. Similarly, instrumental verbal aggression serves 

as a powerful explanation for how to construct both aggressive and prosocial strategies to 

achieve electoral compliance. A beneficial investigation would be the use of aggressive 

and prosocial strategies using male and female candidates and intense and weak language 

and studying the interactions of these variables. 

Finally, while the sample of this study did not focus on a specific race, fiiture 

research should concentrate on how the strategies used by women candidates when they 

are incumbents and when they are challengers. Such an investigation may be able to 

determine if female incumbents have a greater bandwidth of latitude as it refers to intense 
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language and instrumental verbal aggression. For example, is a well known female 

politician such as Anne Richards, or a female incumbent, less likely to negatively violate 

stereotypes with aggressive language or do socially held stereotypes apply to all women 

regardless of their electoral status. Thus when women attack at what risk do they make 

these attacks given their current status. 

The discussion of political races cannot preclude political party or incumbency 

status as an important factor in the success or failure of candidates (Baer, 1993; Rahn, 

1994). While this study did not include political party as a variable in the study of 

communication strategies, party is a critical determinant in directing how people vote. 

One observation about the 1992 "Year of the Woman" was that is should be aptly named 

the "Year of the Democratic Woman" because the women candidates were primarily form 

the Democratic Party. Future studies should include political party as a variable in order 

to determine the interaction of gender and party in the political process. 



APPENDIX A 

Sample of Political Advertisements 

Female Candidates #Ads OflBce 

Geraldine Ferraro 3 Senate 
Majorie Mevinsky 1 House 
Gloria O'Dell J Senate 
Lucy BCillea J State Senate 
Carol Moseley Braun 2 Senate 
Mary Rose Oakar -> 

J House 
Barbara Boxer J Senate 
Eva Clayton I House 
Patty Murray J Senate 
Leslie Byrne J House 
Louise Slaughter 3 House 
Blanch Lambert 2 House 
Claire Sargent J Senate 
Diane Feinstein J Senate 
Ann Richards 2 Governor 
Pat Saiki J Senate 
Barbara Roberts -> 

J Governor 
Dee Caperton 2 Governor 
Liz Holtzman I Senate 
Jean Lloyd Jones I Senate 
Susan Gelding 2 Mayor 
Lynn Yeakel 3 Senate 
Arm Marie Aaron I 
Linda Chapin 1 County Treasurer 

Total 55 
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Male Candidates 

Dan Coats 
Russ Feingold 
Bob Kasten 
Jerry Hucakby 
Alan Wheat 
Herman Clark 
Chuck Grasely 
Harley Staggers 
Paul Cloverdale 
Joe King 
Harry Longsdale 
Nick Spaeth 
Tom Humbert 
Michael Huffington 
Ben Nighthorse Campbell 
Pat Williams 
Peter Hoagland 
Charlie Wilson 
Cody Graves 
John Van Winkle 
Buddy Darden 
Rick Santorum 
Pete Davis 
Tom Ridge 
Tom Dashle 
Bob Abrams 
Byron Dorgan 
Fritz Hollings 
Bruce Sundlun 
John Seymour 
Bruce Herschensohn 
Richard Williamson 
John Glenn 
John McCain 
Mike Dewine 
Ernest Hollings 

#Ads Office 

2 Senate 
-> 
J Senate 
J Senate 
1 House 
2 House 
1 House 
1 Senate 
I House 
J House 
2 House 
I Senate 
1 House 
1 House 
J House 
I Senate 
1 House 
I House 
-» 
J House 
1 House 
1 House 
1 ***  

2 Senate 
1 ***  

1 House 
2 Senate 
2 Senate 
1 Senate 
2 Senate 
1 Governor 
2 Senate 
2 Senate 
2 Senate 
2 Senate 
2 Senate 
2 Senate 
1 Senate 
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Judd Gregg 1 Senate 
John Rauth 1 Senate 
Arlan Specter I Senate 
Bob Packwood 2 Senate 
Les Aucoin 2 Senate 
Milton Marks 2 State Senate 
Terry Considine I Senate 

Total 69 
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APPENDIX B 

Coding Protocol: Political Advertising 

You wll be rating the ads of the political candidates on the following criteria. Watch the 
entire ad before making your rating. You will have to watch the ad at least twice; once to 
code the verbal information, including the credibility rating, and once to code the 
nonverbal behavior. You will circle either a I, 2, 3, 4, 5, 6, or 7 depending where upon 
the scale you feel the candidate's communication style fits. For the categories which 
include issues discussed, political party, speaking in ad and others in ad, you will check the 
appropriate category. Following is a guide to explain how each variable should be 
evaluated. 

A. Ad Type 
1. Positive ad; an ad concerned with the attractive characteristics of the 

candidate, issue stands or personal accomplishments of the candidate. 
2. Negative ad: an ad whose primary purpose is to attack the character, 

record, achievement, associates, motives, or issue positions of the 
opponent. 

3. Response ad: an ad whose primary purpose is to; 
a. rebut - answer an attack by an opponent 
b. counterattack - instead of refuting the charge the candidate launches 

an attack on the character/issues/motives of the attacker 
c. inoculate against an anticipated attack. 

B. Verbal Coding 
1. Aggressive/not aggressive messages. This category consists of messages that are 

compliance gaining attempts which vary in instrumental verbal aggression, or the 
degree to which a message is anti-social (aggressive) or prosocial (not aggressive). 
An aggressive message is one in which the candidate attempts to gain the vote 
through such strategies as threats (If you vote for my opponent your taxes will go 
up) while a prosocial message relies on gaining compliance through strategies such 
as promises (If you vote for me, I will lower your taxes). See the attached sheet 
for examples of instrumental verbal aggression. 

In order to determine the degree of instrumental verbal aggression utilized by a 
candidate you must first codify the specific types of appeals that are used by the 
candidate. It is through identification of how the candidates seeks compliance (or 
asks for the vote) that one can then determine the degree of instrumental verbal 
aggression used. Because it is possible that a candidate 
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may use more than one type of appeal in their ads, it is necessary to codify each 
type of compliance gaining attempt and identify its existence or absence in the ad. 

The degree of aggressiveness found in the ad will be determined from the types of 
compliance gaining attempts you have identified. For example a candidate who 
uses only threats or calls in debts to get the vote would be coded as a 1 or "very 
aggressive." Referring to the continuum on your handout you will codes 
candidates who use a single strategy according to the continuum as it ranges from 
very aggressive to prosocial strategies. Thus a candidate who uses only promises 
would be coded as a 7 or "not very aggressive." 

In the case of candidates who use both aggressive and prosocial strategies, the 
coding of these mixed strategies should result in a midrange evaluation such as a 4 
if the strategies are split equally, such as one threat and then one promise in the 

commercial. 

Intense/weak language. Intense language in a message can be thought of as 
the degree to which the language deviates from neutrality. Examples of intense 
language include the use of future tense verbs, adverbial qualifications, and 
intense metaphors. Examples of intense language use in political ads may 
include; 

Verbs: Intense; You Must vote for me and make a 
Weak: You Can vote for me and make a difference. 

Adverbs/ Intense; This is a Critical choice for our future. 
Qualifiers Weak; This is an Important choice for our future. 

Intense; This is the Best course of action we can 
Weak; This is the course of action to take. 
Intense; Without doubt, a vote for me is your only 
Weak; A vote for me is your choice. 

Sexual or violent metaphors are also considered to be highly intense. 
For example: 

Current economic policies are raping the poor. 
Being forced to pay higher taxes is like having a gun put to your 

As you listen to the language used in the ad rate the intensity of language 
based on the verbal, adverbial, and metaphorical language choices selected 
by the candidate. The rating should reflect the degree to which you think 
the candidate used very intense language (1) to very weak language (7). 
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3. Sumorous. Messages based in humor. Make your evaluation based on the 
degree to which you think the ad is very funny (1) to not fiinny at all (7). 

4. Relationships/autonomous action. This category refers to if the 
solutions proposed include cooperation with other groups, the building of 
coalitions, and concepts of working together or if the solutions are based 
solely on the actions of the candidate. Make your judgment based on the 
degree to which the candidates offer to work with others (1) or propose to 
solve problems by themselves (7). 

5. Opinionated. Opinionated language includes both the candidates' stand on 
an issue and their attitude toward those who agree or disagree with them. 
Rate the opinionated category as the degree to which you think the 
candidate takes a stand on the issues (puts forth a position) to not taking a 
stand at all (7). 

6. Opinionated acceptance/rejection statements reflect the attitude that the 
candidates have toward those who agree or disagree with them on an issue. 
Rate this category to the degree that you think the candidate rejects those 

that do not agree with them (if you don't agree with me you are not a 
patriot) (1) or accepts those that agree with them (the smart voter sees it 
my way) (7). 

Attacks. A direct attack is one which is levied at the opponent's personal character 
and image while an indirect attn.ck is one in which charges are made 
against the opponent's stands on issues. Rate the degree to which you think the attack 
is direct (1) or indirect (7). 

Issues. Check the issue category that is mentioned in the ad. 

1. Social issues - issues related to health care, the elderly, social security, 
housing, the environment, education. 

2. Crime - issues related to crime, criminals, prisons, and sentencing laws. 

3. Defense issues - issues related to the military and defense of the country. 

4. Foreign policy- issues related to America's relationship with other nations 



APPENDIX B - continued 

5. Economic issues -issues related to taxes, budget, trade, business, and the 

6. Women's Issues - issues related to abortion, sexual harassment, pay 
equity, equal representation, rape, child care, and domestic violence. 

Credibility 
When evaluating the of credibility the candidate, base your evaluations on the 
degree to which the ads refer to the following list of traits. For example, after 
watching the ad, to what degree do you think the candidate is competent, honest. 
and/or informed? 

1. Competent - competency can be illustrated through references to political 
experience, statesmanship, comprehension of political issues, incumbency, 
activities in local politics, non-profit agencies, ability to raise fiinds, 
endorsements fi-om other public officials. Rate this category based on the 
degree to which you think the candidate is very competent (I) to very 
incompetent (7). 

2. Honest - honesty. Rate this category based on the degree to which the 
candidate is honest (I) to dishonest (7). 

3. Informed - knows the issues, the needs of the people, knows government, 
rate this category based on the degree to which the candidate is very 

informed (1) to not informed at all (7). 

4. Reliable - can be depended upon to do the job. Rate this category based on 
the degree to which you think the candidate is very reliable (I) to unreliable 
(7). 

5. Sympathetic - shows compassion and empathy. The candidate 
understands and demonstrates compassion toward the situation of others , 
and has a desire to alleviate stress. Rate this category on the degree to 
which you think the candidate is very sympathetic (1) to not sympathetic at 
all (7). 

6. Believable - can be believed, is honest, does not lie or offer unattainable 
solutions to a problem. Rate this category on the degree to which you 
think the candidate is believable (I) to unbelievable (7). 
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7. Bright - intelligent. Rate this category on the degree to which the 
candidate is bright (I) or very stupid (7). 

8. Trustworthy - is honest, is of high character, and can be trusted. These 
claims can be made through references to personal integrity, ethics, and/or 
personal lives. Rate this category on the degree to which the candidate is 
very trustworthy (1) to untrustworthy (7). 

9. Friendly - affable, likable. Rate this category on the degree to which the 
candidate is friendly (1) or unfriendly (7). 

10. Outsider - is a political outsider, not from Washington or part of the 
system while an insider has experience in government. Rate this category 
to the degree that the candidate is an outsider (I) or a political insider (7). 

11. Capable - is capable of doing the job. Rate this category to the degree 
that the candidate is very capable(l) to incapable (7) of doing the job. 

12. Tough - can make tough decisions. Rate this category according to the 
degree that the candidate is tough (1) to not very tough (7). 

F. Nonverbal Coding/Production Strategies 

You will be rating the candidates on the following nonverbal cues. Consider the 
candidate's nonverbal behavior in the entire commercial before you make your 
rating. 

I. Vocal cues 

A. Pleasantness: Vocal pleasantness is characterized by vocal qualities 
including fluency, pitch variety, and clearer voice quality. "Fluent speech is 
free of lengthy pauses, hesitations, sentence changes, and interruptive 
vocalizations." Based on fluency, pitch variety and clear vocal quality, rate 
the degree to which you think the candidate's voice is unpleasant (1) to 
very pleasant (7). 
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B. Strength: Vocal strength is characterized by speech which is faster in 
tempo, has more tempo variety and is louder. Tempo is the rate of speech 
and can be judged as slow, moderately fast, and fast. Tempo variety is the 
degree to which the candidate changes the tempo of their speech. Based 
on tempo, tempo variety and volume, rate the degree to which you think 
the candidate's voice is very strong (I) to very weak (7). 

2. Kinesic cues 

A. Immediacy: Immediacy includes a group of nonverbal behaviors which 
portray the degree to which the candidate communicates a sense of 
closeness to the audience. Inunediacy behaviors include eye contact, the 
forward lean of the body, and how much the candidate smiles or is 
pleasant. On the other hand, "nonimmediacy is communicated through 
gaze aversion, backward lean, indirect body orientation, and little facial 
pleasantness." Rate the degree to which you think the candidate is very 
immediate (I) to not very immediate (7). 

B. Dominance: Dominant nonverbal behavior is associated with the use of 
illustrator gestures and facial expressiveness. Illustrator gestures are those 
which help describe or accent what is being said, such as making a gesture 
like holding a globe when referring to world peace. Dominance is also 
reflected through facial expressiveness. Code the degree to which you 
think the candidate is very dominant (I) to not very dominant (7). 

Dress Formal dress includes business attire - suit and ties for men, business suits 
for women. Informal dress is characterized as casual or sportswear. Code the 
degree to which the candidate is dressed from very formal (1) to very informal (7). 

Touching Does the candidate touch other actors in the ad? Rate the degree to 
which the candidate is touching others in the ad from touches other very much (1) 
to no touching at all (7). 

Setting. A formal setting would be an office setting with the candidate sitting or 
standing near a desk. A workplace setting, such as classroom or industrial site 
would be less formal and rated as "4," while setting such as parties, bar-b-ques or 
the candidate pictured in the "great outdoors" would be considered less formal. 
Rate the degree of the formality of the settings. 
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Who Speaks in the ad. Code for the: candidate; endorsement or other speaker; 
voice over; combination of candidate and voice over, and, gender of voice-over. 

Note: in the case of voice over only ads code all items as references to the 
candidate with the exception of the voice. 



Instrumental Verbal Aggression 

Very Aggressive-
(Anti-social) 

•Not Very Aggressive 

Threat 
Avcrsivc Stimulation 

1 2 3 
Negative Aitercasting 
Negative Esteem 

4 5 6 
(Prosocial) 
7 
Promise 
Pregiving 
Pes Mor App 
Altruism 

Negative Expertise 
Debt 

Negative Moral Appeal 
Positive Expertise 
Positive Self Feeling 
Positive Altcrcasting 
Negative Self Feeling 

Examples: 
Threat: If you don't vote for me, (1) you will pay higher taxes or (2) your future is in danger. 
Aversive Stimulation: Your ta.ves will keep going up, unless you vote for ine. 
Negative Expertise; If you do not vote for me you will not be able to participate in the American dream. 
Debt: Vote for me because of all the things I did in the past to help you. 
Negative Altercasting: Only a person wlio does not understand my tax policy would not vote for me. 
Negative Esteem; Your family/ friends will think worse of you if you do not vote for me. 
Negative Moral Appeal: You arc going against basic American nioral standards if you don't vote for nie. 
Positive Expertise; If you vote for me, the American dream is yours for the having. 
Positive Self feeling: You will feel proud if you vote forme. 
Negative Self Feeling: You will feel poorly/ashamed if you don't vote for me. 
Positive Altercasting; Smart people vote for Jones. People who understand the need for a change will vote for me. 
Promise: If you vote for me, 1 will lower taxes. 
Pregiving: I lowered taxes, now vote for me. 
Positive Moral Appeal; Moral people vote for Jones. 
Altruism: 1 need your help to accomplish my goals, please vote for me. 



CODING OF COMBINED STRATEGIES FOR INSTRUMENTAL VERBAL AGGRESSION 

Very Aggressive 1 2 .1 4 5 6 7 Not Very Aggrcssi\'e 

Threat (or) 
Aversive Stiniulalion combined with 

Threat (or) 
A\'ersive Stimulation combined witli 

Threat (or) 
Aversive Stimulation combined with 

Negative Expertise (or) 
Negative Esteem combined with 
Negative Expertise or Debt 

Promise (or) 
Pregiving combined with 
Positive Moral Appeal 
Altruism 

Promise (or) 
Pregiving combined with 
Positive Moral Appeal 
Altruism 

Promise (or) 
Pregiving 
Positive Moral Appeal 
Altruism 

= 4 

Negative Expertise (or) 
Negative Esteem = 2 

Negative Moral Appeal (or) 
Positive Expertise = 3 
Positive Self Feeling or Altercasting 

Negative Moral Appeal (or) 
Positive Expertise = 4 
Positive Self Feeling or Altercasting 

Negative Moral Appeal (or) 
Positive Expertise 
Positive Self Feeling 
Positive Altercasting 

= 6 

Negative Expertise (or) 
Negative Esteem 
Negative Expertise 
Debt 

= 5 
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Coding Sheet: Political Advertising 
Candidate; 

Coder 
Sex: M 

Partv: 

Ad Type; Positive 
image 
issue 

Democrat Republican 

Negative Response 
rebuttal 
counterattack 
inoculation 

Verbal Communication Strategies 

Ver\- intense I 2 3 5 6 7 Very- weak 

Ver>- 1 2 3 5 6 7 Humorless 

humorous 
Autonomous 1 2 3 5 6 7 Emphasis on 

Action Relationships 

Opinionated 1 2 3 5 6 7 Non-opinionated 

(takes a stand/position) (no stand issue/position) 
Opinionated 1 2 •> J 5 6 7 Opinionated 
Rejection Acceptance 
Very-
Aggressive I 2 3 5 6 7 Not very- aggressive 

Strategj' Used 

Threat 
Aversive 
Stimulation 
Negative 
Expertise 
Debt 
Negative 
Altercasting 
Negative 
Esteem 
Negative Moral 
Appeal 
Positive 
Expertise 
Positive Self 
Feeling 
Negative Self 
Feeling 
Positive 
Altercasting 

Strategj- Not Used 
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Promise 
Pregi\Tng 
Pos Appeal 
Altruism 

Attacks 
Ver}' direct 1 2 3 

Issues Discusscd in Ad 

Social 
Defense 

Crime 

Political Part\' 
Reference made to political party 

Democrat Republican 

Competent 

Honest 

Informed 

Reliable 

Compassion 

Believable 

Bright 

Trustwortliy 

Friendly 

Outsider 

Capable 

Toughness 

Economy 
Women's Issues 
Foreign Policy 

Credibility Scale 

6 

6 

6 

6 

6 

6 

6 

6 

6 

6 

6 

6 

Ver\- indirect 

Incompetent 

Dishonest 

Uninformed 

Unreliable 

Not very compassionate 

Unbelievable 

Stupid 

Untrustworthy 

Unfriendly 

Insider 

Incapablc 

No reference to toughness 
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Nonverbal Communication Strategies 

Vocal Cues 

Ven unpleasant I 

Ven- weak I 

Body Motion 

Not ver\-
Immediate 1 

I Ver>' weak 

Dress 

Ver> informal 1 2 

Interactions with others in ad 

No Touching 

Setting 

Ven informal 

Others in ad: 
Women 
Children 
Men 

I 

Seniors 
Family 
Politicians/Elected official 

4 

Speaking in ad: Candidate Voice over (only) 
(only) Male 

Female 

Win Election: 

Yes No 

Very pleasant 

Very strong 

Very immediate 

Very dominant 

Ver>- formal 

7 Touching 

7 Vcr\- formal 

Mixed (Candidate + 
(Voice Cher) 

Male Female 
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