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Candidate Expenditures

		“Direct communications.”

		Campaign activities—polling, staff, travel, consultants.

		Transfer of money to other candidates.
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Campaign Messages

		Incumbent campaign:

		Pursue reelection throughout term.

		Preemptive campaign spending.

		Strategy based on opponent quality.

		Emphasize own experience and seniority.

		Tend to over estimate threat.
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Senate Campaign

		Incumbency effect less pronounced.

		More likely to face well-funded, quality candidate.

		Greater stake for party, groups in election outcome.

		Employ flexible strategy.
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The Stats

		90% of ads mention personal traits; only 30% are trait based.

		70% mention children or use children (visual) in their ads.



92% of candidates mention issues in at least one ad.

87% of ads contain issue appeal, 52% of ads are issue driven; however, issue position is vague.
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The Stats

		32% of candidates make at least one ad in which issue position was clear.

		53% of candidates made ad discussing taxes.

		60% of candidates mentioned education in ad.

		64% of ads promote candidate’s issue position or good qualities.

		20% of ads contrast one candidate’s position with another candidate’s

		16% of ads are attack ads.
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Responsible Party Model

		Republicans are 35% more likely than Democrats to mention tax cuts.

		73% of Republicans mention the economy compared to 40% of Democrats.

		Democrats are 18% more likely than Republicans.

		Democrats 12% more likely to mention juvenile justice.

		Key:  Candidates campaign within the policy space of their respective parties.
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Campaign Ad Content

		Informational.

		Emotional.

		Few make mention of party affiliation.
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Campaign Messages

		Candidates for open seats campaigns:

		More qualified, ambitious candidates.

		No particular pattern.

		Race outcomes influenced by partisan trends within the district.
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Campaign Strategies

		Goal:  Expand pool of potential voters and get them to the polls.

		Personal campaigning—personal contact with voters.

		Media campaign—choice of media determined by money and efficiency of medium.
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Campaign Messages

		Challenger campaign:  

		Identify incumbent’s weaknesses.

		Scandal, ideology, political failings, lack of attention to district, roll-call votes, link to unpopular president.

		Negative ads—inconclusive.
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Men vs Women Candidates

		Similar:  reasons for running, comparative resources, strategies, communication techniques, assessment of strengths and weaknesses, perception of how electoral process works.

		Difference: women’s campaigns are more likely to be focused on social issues than men’s.
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Campaigns and the Party

		Goal:  maximize number of congressional seats in their possession.

		Contribute money:  coordinated party expenditures, independent party expenditures, contribution limits.

		Contribute campaign services.
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National Party Strategy

		Identify competitive districts.

		Recruit for open seats.

		Reassess following primary election.

		Contribute money & services to revised list.

		Track electoral progress, adjust distribution of resources.
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Congressional Campaigns
















