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Ir is well recognized that the 1993 election campaign catapulted the Refonn party into the 
national political scene. but our understanding of how this was possible is quite limited. 
Drawing on the work in cognitive psychology on attitude change, the work on the news 
media coverage of elections. and the political science work on election campaigns. this 
thesis locates the impetus for Reform's success in the dynamic flow of ùiforrnation about 
the party that was available in television news broadcasts and votea' likelihood of king 
persuaded by that ULfonnation. This link is developed by an analysis that makes use of a 
content analysis of the 1993 campaign, the 1993 Canadian Election Study. and a merged 
analysis of the election and news data 

The Reform party began the campaign as a minor component of the news coverage of the 
election but the news media coverage changed dramaticaliy. Reform was provided with 
more news access than its support indicated it deserved and that coverage focused on what 
became a major theme of the election; the welfare state and the role of government. 
Coverage of Reform undenuent a fùrther change as it both decreased and focused on 
cultural issues during the 1 s t  two weeks of the campaign. Using a two-mediator mode1 of 
attitude change. the analysis shows that people who were predisposed to agree with 
Reform's anti-welfare state message and who were likely to be aware of the news 
information. changed both t k i r  perceptions of the party and increased their suppon for the 
party. Further support for the impact of the media is derived fiom the analysis of voter 
response to the second change in news coverage. 

The analysis suggests that campaigns do matter. but that the size of the impact is dependent 
upon the underlying uncertainty associated with the parties and candidates. and on the 
degree to which the uuormation flow of the campaign changes. n i e  information flow 
contributes to both learning and prirning among people who refeive and accept new 
information. While voters respond reasonably to new information the outcome will 
depend on what information voters are given and what information achially reaches the 
habit ually unaware segments of the population. 
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CHAPTER 1: INTRODUCTION 

Tbe Campaign as a Site of Political Change 

What the political campaign did. so to speak. 
was not to form new opinions but to raise old 
opinions over the thresholds of awareness and 
decision. Poiitical campaigns are important 
prharily because they activate latent 
predisposit ions. 
LazarsfeId, Berelson. & Gaudet (1 948: 74). 

Election campaigns are political contests. The outcome may ofien be predictabic, but 

like al1 contests, it may be detennined by the actions of the participants as the contest unfolds. 

While the conventional view is that campaigns do not generally matter (Geiman and King 

1993: Holbrook 1993), the presence of significant campaign effects in recent Canadian 

elections (JO hnston et al. 1 992: Johnston et al. 1994) suggests that campaigns can sometimes 

have drarnatic effects. There is no question that the campaign matterd for the 1993 Canadian 

eiection. which witnessed the Reform party rise h m  obscurity to capture I 8.7 percent of the 

vote. 

The appropriate question is. however. not "Do campaigns matterl', but rather "How do 

campaigns matter?" For even in those situations where there is no significant change in vote 

intentions. it is hard to believe that in the absence of the carnpaign the election outcome would 

have been the same. There are three main ways in which the campaign can matter. Fust, the 

campaign can persuade voters to change their underlying attitudes about the appropriate 

government response to an issue with a concomitant change in party support. For example. if 

voters becarne more supportive of  spending cuts then conservative parties would be 

advantaged. Second, the campaign can activate or prime certain kinds of underlying attitudes 

rather than others. Elections could be decided on the basis of a number of difEerent kinds of 



considerations (issues, character. mnomy) and the campaie can affect which considerations 

are most important for voters. Third. the campaign can inform voters about the parties' stands 

on issues or the character of their leaders dowing voters to make reasonable decisious. 

There is no question that the 1 993 Canadian elect ion campaign mattered. What began 

as a close race between the Likral and incumbent Conservative parties tumed into a relatively 

easy L iberal majority win. The key dynamic was the mid-campaign collapse of the 

Conservat ive party and the surge of Reform support in the non-Quebec electorate. Reform ran 

no candidates in Quebec. where the key race was between the Liberals and the Bloc Quebecois 

(BQ). Reform finished the campaign with 1 8.7 percent of the vote and 53 seats in the House of 

Commons. How did Reform manage a rnid-campaign rise in the poils? 

On the issues. Reform clearly staked out the most conservative positions of dl the 

parties on both cultural questions (multiculturalism, immigration, and French-English relations) 

and ro le of government questions (size of the deficit and welfàre state) before the campaign 

began. Given Reforrn's relative newness to the political landscape. before the campaign Ï t  was 

only on cultural issues that one would expect voters to be knowledgeable. The referendum 

campaign on the Charlottetown Accord in 1992 provided an opportunity for voters to 

understand Reform's locate on cultural matters. During the election campaign voters did learn 

the party's location on the deficit and welfare state and it seems clear that Reform's success 

c m  be linked to its positioning on the welfare state and deficit issues. As Johnston et al. (1994) 

O bserved. "on1 y as Reform's anti-deficit commit ment became clear did the party break out of 

its ethno-religious base" ( t 5). 

It appears therefore that leaming and primuig of attitudes about the w e b e  state were 

the key to Refom's success. Sorting out which of these processes was at work is. therefore. of 



centrai concern. Despite the importance of attitudes toward the we&e state. one also needs to 

consider the role of cultural attitudes. Did voters learn anything about Reform's positions on 

these issues? Did the campaign serve to remind voters of what they already knew? As we will 

see. coverage of Reform in the television news did emphasize the party's position on these 

issues late in the campaign when, in fact, Reform support acnially declines. 

I f  a campaign can matter in difFerent ways, then understanding campaign effects must 

also consider two subsidiary questions. How does the news media cover election campai=? 

And. ho w do voters incorporate new Uiformation into their perceptions and evaluations of 

parties? While the latter foliows h m  the fàct that we would not expect voters to be passive in 

react ing to the information in the news, the former takes the content and media's d e  in the 

production of news seriously. In other words, sorting out persuasion, prirning and leamhg 

requires an understanding of the generatbn and reception of campaign messages. 

The news media are a criticai pivot in understanding campaign effects and processes. 

The news is obviously a key determinant of the availability of information or cues about the 

political conflict for voters, but the media are also important because of their independence. 

The news is a product of the interaction between political elites, media actors. and the audience 

(Cook 1996: Just et al. 19%). While news coverage is neither solely determined by candidate 

action nor by independent decisions by the media. the effect of the media can shape the content 

O f the news h two ways. Fust, the media can focus attention on some things rather than others 

(gatekeeping). Second, the media c m  tell stories fiom a particular perspective (fiaming). 

The dramatic change in vote intentions across the 1993 campaign suggests that the 

in format ion provided to voters changeâ. As Converse ( 1962) and Zaller ( 1 989) have 

previousiy found. the flow of political idormation about the parties will be critical to observing 



campaign-induced changes in party support. An anaiysis of the average of the parties during 

the campaign suggests that just such a change occurred. More importantly, periaps. is the 

evidence that news decisions were independent of  actual changes in the political cornpetit ion. 

At the beginning of the campaign, one of the fhdamental questions was whether the 

news media were gohg to treat the Reform party as a serious contender for political power? 

After ignoring the party for the first couple of weeks of the campaign, the media did trat the 

party as a serious player in the campaign drama The media began to increase the amount of 

press the Reform party received and this increase in attention coincided with an emphasis on 

Reform's position on the deficit and welfare state. Later. coverage of Reform focused on the 

party ' s  position on cultural issues like mult iculturalism and immigration These changes in 

available cues are the ükely reason for the nature of Reform's successfiil mobilization. 

For campaigns to have effects voters must respond to the UifUrmation that campaigns 

make available. As Converse recognized some t h e  ago with respect to floating voters. the 

likelihood of a voter defecting to another party is conditional on the Uiformation flow of the 

campaign and the voter's motivation to attend to that information (Converse 1962). It is 

there fore necessary to conceive of the impact of  media cues in terrns of a model of att itude 

change. Building on the early work on attitude change and the recent work by Zaller, a two- 

mediator model of media influence is developed here. Media influence is understood to be a 

fùnction of both the likelihood that the voter receives the message and the likelihood that the 

voter accepts it (McGuire 1 969; Zaller 1 989; Zaller 1 992; Anso labehere and I yengar 1 995). 

The analysis based on the two-mediator model reveals su bstantivel y important 

individual differences in response to the campaign. Not al1 voters learned Reform's position on 

the welfare state and not ail voters were equally more likely to support Refonn as the campaign 



evolved. Voters responded to the availability of particular kinds of cues about Reform in a 

rnanner consistent with their underlying attitudes on those issues and their awareness of the 

cues in the news. 

The Reform success and carnpaign dynamics are placed in the context of both a multi- 

party competition and a two-party competition for conservative voters but the d y s i s  

presented here is not meant to be an explanation ofthe 1993 election outcome. To the extent 

t hat the factors w hic h account for Re form's rise also account for the other ddvaamics then some 

inferences about the etection may be possible, but the point is not to focus on which factors 

made Reform successfbl. Instead. Reform is used to demonstrate the macro- and micro- 

foundations to campaign change. In fact. it is insurgents, like Reform, which offer the 

possibility for observing a campaign proçess because their support is less contingent on history 

and partisan Io yalties. except to the degree to which mobilization must break through the 

inertia of party committments and institutional n o m .  

Another way to think about it is that Reform's presence disrupted the existing 

equilibrium and aiiowed for the observation of the interaction between parties. the media and 

voters. This is most apparent in the analysis ofthe relationship between Reform's rnass 

support and its attention in the television news. Theoretically there are good reasons to believe 

that causation runs in both directions such that coverage and support tend to establish an 

equilibrium. In the absence of an insurgent. the interested researcher is forced to observe the 

relationship and speculate on its underlyhg causes, but is given little insight into the political 

process that generates it. Reform's presence forces the system to adapt and seek out a new 

equilibrium which c m  be observed and identified. 



One furiher qualification is tbat the emphasis in this study is on the news media. 

part icularl y television rather than advertising or other direct communications between 

candidates and voters. This Limitation is possible for two rasons. The fkst is that the Reform 

party ran no major advertising campaign so there were almost no pro-Reform messages in the 

paid media. The second is that the media are the primary source of information for voters and 

insurgents seem to be pariicularly dependent on the news media. For example, othen have 

observed that the key to Perot's sucçessfbl campaign in 1992 was the news press he received 

rather than his paid advertisements or appearances on daytime talk shows and Lamy King Live 

(ZalIer with Hunt 1994; Zaller and Hunt 1995). Refonds success in 1993 should be no 

diffetent. 

The Refonn lnsurgency 

Reform' s insurgent qualities are easiiy est ablished. The prevailing view is that Reform 

was created as a reaction to the f d u r e  o f  the Conservative party to fulfill the -'consexvat ive" 

agenda that was promised in the 1984 election campaign. The party thus began as a direct 

challenge on the right. The challenge began and was centred in the West, particularly Alberta 

where disenchantment with the Conservat ive govemment was particularly strong. By 1993. 

the Reform pany was running candidates in al1 provinces except Quebec. 

While clear ly capitalizing on  disenchantment h m  the po litical process and tradit ional 

parties. Refonn has been unique in carving out distinct and even extreme positions on a 

number of issues. During the campaign, Reform released a very ambitious deficit reduction 

plan. pledging to reduce the deficit to zero in three years, and for the most part acknowledged 

the implications in ternis of  reduced public spending on social programs. In contrast, the 

Conservative party was proposing a much more modest five year plan that sought to maintain 



social spending. The tendency to challenge the political eiite is also clearly evident in 

Re form' s position against the Charlottetown Accord, whic h represented the "e lite" consensus 

of the tirne. This position reflected the party's antipathy toward recognition of Quebec's 

distinctiveness and federal policies of ethnic and linguistic tolerance reflected by 

multiculturaiism and bilingualisa 

Mi l e  Reform rnanaged to win a by-election and an election for an Alberta Senate seat 

in 1989. popular suppon was low for most of the period leaduig up to the 1993 election. 

Reform's breakthrough was a campaign phenomenon. Pre- and early carnpaign po 11s showed 

Reform trailing d l  the major parties including the New Democratic Party (NDP). but Reform 

tïnished in third place overall. For the frrst two weeks of the carnpaign, Reform was an 

inconsequential player in the electoral game. What iittle press Reform did get focused on its 

uniqueness and contrast to the emergence of the Bloc Quebecois (BQ) in Quebec. As the 

Conservatives faltered. Reform was the main benefciary, ending the carnpaign with its 18.7 

percent of the vote. The campaign thus produced a large L~heral major@ an opposition party 

- the BQ - committed to splitting up the country. and the virtual annihilation of two of 

Canada's traditional parties, the NDP and Progressive Conservatives. 

The Reform party is an interesthg phenomenon h m  a number of perspectives. From 

a party system perspective, the emergence of the Reform party and the Bloc Quebecois suggest 

a realignment of Canada's party system (Clarke and Komberg 19%: Johnston et al. 1 W6a). 

From a historical perspective. Reform is the latest in a long history of parties formd in 

Western Canada with a regional identity that have competed at the federai and provincial levels 

(Flanagan and Lee 1991 ; Lipset 1950; Macpherson 1953; Morton 1950; Sigurdson 1994; 

Young 1 969). Refom's populist credentials suc h as they are. also invite an analysis of the 



party fiom the perspective of îts orientation to the system and voter aiîenation @Iarrison 1995 : 

Harrison et al. 1996: Harrison and Krahn 1995; Laycock 1994; Patten 1993). m e r s  have 

sought to corne to terms with the broader historical development and ideological appeal of the 

party (Archer and Ellis 1994; Flanagan 1995; McCormick 199 l).' 

While these perspectives S o m  the generd contea of Reform's 1993 campaign. they 

tell us little about how Refom managed its electoral mobilization, especially given the 

apparent Unportance of the campaign The analysis undertaken here places the emphasis on the 

campaign as the site of  considerable dynamic change in knowledge about and support for the 

Reform party. The formation and historical positioning of the party before the campaign began 

are taken as part of the background context and discussed more fully in Chapter 2. 

Campaigns 

The study of campaigns has undergone a renaissance in ment  years. A recent 

conference held at U.B.C. (1997) devoted its entire delibration to exploring the question of 

whether and ho w campaigns matter, and to the question of how to study them. Numerous 

books and articles have also sought to offer evidence on the question (Finkel 1 993: Finkel and 

Schrott 1995: Gelman and King 1993: Holbrook 19%). In part the recent effort has emerged 

out of a paradox. Journalistic and some academic analyses O flen daim that the outcome of an 

election was the result of some element of the campaign: advertising; debate performance: or 

campaign strategy. In additioi political parties and candidates exert considerable effort in 

trying to influence the outcome and this effort would be irrational if it did not matter. Despite 

the persuasiveness of some of these clairns, they run counter to many explanations of election 

' This list is not meant to be exhaustive and authors oflen contribute more than one 
understanding of the Reform party. In addition, there has also been a nmber  of non- 
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outcomes which stress factors in place before the eiedoa The conventional view is that 

campaigns do not matter (Bartels 1992; Gelrnan and King 1993; Holbmok 1 W6), but there are 

good reasons to believe that this daim is overstated and may be more a product ofthe 

emphasis or. presidential elections, which are the object of most studies. rather than campaigns 

in general (Alvarez 1997b). The following two sections review the "minimal effects9' claim 

and the Canadian evidence before tuming to a discussion of a general mode1 of campaign 

efkcts. 

A Consideration of the "Minimal Eflects " View of Campaigns 

The standard claim of no etfects is based on the ability to predict election outcomes in 

the United States with rernarkable accuracy months before the campaign begins which implies 

a minimal role for the campaign in structuring electoral choices (Gelman and King 1993: 

Holbrook 1996). In fact. a considerable literature has ernerged around the question of 

developing an accurate forecast of presidential elections before they take place. Forecasting 

models vary considerably both in terms of the independent variables included in the analysis 

and the dependent variable k i n g  predicted." For example. some predict the two-party share of 

the vote wMe others predict the share of the vote in the States. Ahnost all of the modek 

include econornic indicators, pre-campaign measures of opinion (trial heat polis; government 

approval: or partisan strength), and çome indicator of incumbency to predict the outcome 

(Rosenstone 1983; Abrarnowh 1988; Campbell 1992; Lewis-Beck and Rice 1984; Lewis- 

Beck and Rice 1992) . One of the simplest models is supplied by Abramowitz (1 988) using 

only pre-campaign (November) popularity. GNP and a variable indicating two-term 

acadernic treatments of the Reform arty and its leader. Preston Manning (Dobbin 1 99 1 ; 
Manning 1992; Sharpe and Braid 199 5 ) 



presidency. Repeated estimations of a mode1 based on al1 of the elections but one successfully 

predicts the excluded election vote with an average e m r  of only 1.1%. Although the models 

are less successfiil predicting elections than explainhg them, Rosenstone (1983) and Campbell 

( 1992) using two different models were able to account for 93% and 85% respectively of the 

variance of state presidential votes in recent elections. It appears there fore that "Election 

outcornes and voting behaviour are easily expiained with just a few variables, none of which 

are related to the campaign" (Holbrook 1996: 43). 

Given the reasonable success of forecasting, the possible role for campaigns is said to 

be quite limited. The conditions in place before the campaign begins determine who will win 

the election. In a version of this argument. Holbrook (1 996) argues that for every election 

there is an equilibrium outcome that the campaign moves toward. While there can be 

fluctuations during the campaign, the campaign wiU only result in a minimal amount of 

movernent tiom the equilibrium point by election day. The daim is not that campaigns don't 

rnatter: t hey matter. however. only to the extent that they help ensure that the equilibrium 

outcome emerges. Effects, such as they exist, are understood in terms of the hevitable result 

of carnpaign activity and campaign shifts are not viewed as tùndamental alterations in the 

likely outcome. 

Despite the importance of pre-carnpaign forces in his own findings, Holbrook does 

allow for the possibility that the carnpaign will affect the outcome. In those situations when the 

national context does not heavily favour one candidate (i.e. close elections). the carnpaign can 

rnatter. Finkel also recognizes a potential for the campaign to rnatter even ifpresidential 

elections are rarely characterized by this kind of  change. But if some campaigns rnatter while 

' In addition to the social science attempts at forecasting discussed here, forecasting models 



others do not, then it becomes important to understand how conditions are able to predict 

electorai resuits so well and whether the equilibriurn is t d y  stable- That is. what does it take 

for a carnpaign to produce an unpredictable result? 

It is conçeivable that campaigns do not inevitably produce a given result. This is the 

lesson that can be derived kom the U.S. primary experience (Bartels 1988; Brady 1993) and 

recent Canadian experience (Johnston et al. 1992: Johnston et ai. 1996b). Campaigns may 

either change people's minds, the dimension of choice, or perceptions of the candidates thus 

offering the possibility of multiple rather than unique equilibria. The election context may 

po werfully shape the strategic Iandscape that parties face going h to  the campaign. but their 

own activities can be instrumental in shaping which of a number of outcomes emerges. From 

the multiple equilibria perspective, news media coverage, party strategy and events in the 

campaign can influence which equilibrium emerges whereas Eom the single equilibrium 

perspective. the carnpaign brïngs voters to the equilibrium 

The general approach to expkining the predictability of presidentiai elections involves 

an emphasis on the activation function of  campaigns. A campaign does not convert or persuade 

voten but activates and reinforces pre-existing attitudes and predispositions. Campaign effort 

c m  remind voters about what a party stands for and thereby motivate respondents who share 

sirnilar concerns to vote for that pany. The discourse of carnpaigns may be more about 

interpreting contemporary political issues h to  party politics than about trying to change 

people's minds. That said, what &es it possible for activation to be the ptunary story for most 

voters rnost of the time but not the story in some carnpaigns, especially in multi-candidate 

cornpet it ions? A consideration of the evidence suggests that activation is more iikely in 

and predict ions more generally are made by the news media and campaign strategists. 



presidential elections because of the structure of the choice and the minor chance that the 

carnpaign wiil reveal new informat ion about the candidates. 

The first systematic study that directly tested whether campaigns rnattered, among other 

things. was the fUst of the Columbia studies. Lazarsfeld and his coileagues using a panel study 

found that very few people changed their minds during the campaign ( 1948). Between May 

and Octo ber of 1 940. only 14% of voters were converted fkom one vote intention to another. 

Since not al1 of the conversions were in the same direction. the net effect of the campaign on 

the outcome was quite small. More important were other types of carnpaign changes. The 

authors concluded that the campaign was largely concerned wit h activating or reinforcing 

pre-exist ing preferences rather than changing people's minds or conversion. 

The Michigan studies which followed didn't look for campaign change (Campbell et 

al. 1960; Campbell et al. 1966). In these studies the ernphasis is on long term party 

attachments which were activated by political campaigning. In fact. the concept of the 

-'normal vote" whic h refers to the distribution of partisan ident ifiers and t herefore the relative 

advantage of one party over the other is the natural extension of the minimal effects 

conception of the importance of campaigns (Converse 1966). The normal vote does not 

preclude the possibility of campaign effects since the normal vote is a benchmark or starting 

point for understanding the outcome. Nevertheless. the notion of an underl ying partisan 

advantage that is the basis for the normal vote is based on the idea of a fiindamental stability 

of electoral results. Although party identification continues to be used to indicate long term 

and stable loyalties. there is considerable evidence that suggests that party id is susceptible to 

short-term (Fiorina 1 98 1 ), even carnpaign (Allsop and Weisberg 1 988), forces. A strong 



association between party identification and the vote is not necessarily evidence o f  minimal 

campaign effects. 

There is some contemporary s u p p n  for the idea that carnpaigns continue to activate 

group and partisan identifications. From this perspective a campaign serves to reinforce and 

remind voters of  their party loyalties and the reasons for such loyalties (Finkel 1993). in one 

formulation of this effect campaigns are said to matter to the extent that t hey provîde 

information necessary for voters to express their eniightenedpre$erences (Gelman and King 

1993). That is. voters are pmvided with the means to figure out what the election is about and 

for whom they. given their attitudes and social situation, should vote for. For example. as the 

cmpaign nears its conclusion, the weights that voters attach to fùndamental variables 

(ideolou; race; income; education) are clarified (Gelman and King 1993). in other words 

racial minorities figure out which candidate is doser  to them as a group. As Finkel mncluded 

about recent presidential campaigns: "what occurred . . . was not mininial in the sense of  simple 

rein forcement of  preferences but predictable movement by the electorate toward casting votes 

in accordance with t hese underlying conditions and theù accompany h g  polit ical 

predispositions" (1 993 : 18). 

Campaigns can also activate a third variable: the respondent's perceptions of  incumbent 

performance. This approach is consistent with the fact that prediction rnodels in the United 

States are based on variables such as economic growth and presidential popularity. It is also 

supporteci by evidence concerning the strong link between economic performance and electoral 

support for the president (JZrikson 1989; Markus 1988). For exarnple, in the 1992 U.S. 

presidential election the carnpaign reminded voters about the poor economic performance 



cnder President George Bush, contributing to bis eventual defeat (Hetherington 1 9%: Just et al. 

1 996). 

O bvio usly neither the partisan activation aor the incumbency explanat ions pertain to 

pruliary campaigns. While it could be objected that primary campaigns are by definition not 

electoral contests if the goal is to generate a general theory of campaigns, then any mode1 

about the individual-level processes of carnpaigns should be able to acçount for the dynamics 

of primaries. There does appear to be signincant campaign effects in the non-partisan prïmary 

campaigns (Bartels 1 988). Most obvious are the findings concerning media-induced 

rnornentum affects for primary candidates (Bartels 1988; Shapiro et al. 1991). In a sense. 

primary season offers the potential for multiple equilibria One camot predict who will emerge 

at the convention as the party's choice based only on information available before the primaries 

beg in. 

Cunadian Evidence 

Given the multiple-party nature of Canadian races. it may be more Iikely that one will 

observe campaign effects. Even with the three cornpetitive parties before 1993. the potential 

always existed for voters to move fkom the Likrals to the NDP ifexposeci to the right 

stimulus. In fact. it is oflen argued that party identification is weaker in Canada than in other 

countries thus O ffering a greater pool of weakly attached voters who could be moved by the 

campaign (Clarke and Stewart 1984; Clarke and Stewart 1985; Jobnston 1992).' In addition 

the short election campaign means that voters can enter the campaign with little information 

JO hnston's ( 1 992) experimental work fimdamentally challenged the previously held belief 
t hat party identification is rnerely a substitute for vote choice in Canada and offered Canadian 
researchers a new question wording. which is used in the 1993 election study. The effect of 
the question wording innovation is to suggest that Canadian-American differences would be 
reduced. but not entirety eliminated. 



about the political leaders, especiaiiy those leaders who were seiected in the months preceding 

the election. 

The Canadian experience does not provide uaambiguous support for the no effects 

thesis. The supposed impact of the debates in the 1984 campaign (Fletcher 1988: Lanoue 

1 99 1 ) suggest that carnpaigns do matter. Evidence eorn ot her elect ion debates is not. however. 

supportive (LeDuc and Price 1985). Recent Canadian election studies ( 1988 and 1992-3). 

which have made use of an empirical tool- the rolling cross-sectional survey - capable of 

O bsening campaign change when it occurs have identified substantively important. non-trivial 

campaign effects. In the 1988 Canadian election campaign vote intentions shifted fmt toward 

the tiberals and then back to the Conservatives at the end of the campaign (Johnston et al. 

1992). The Liberal party was able to raise problems with the Free Trade Agreement (FTA) and 

use the Mulroney character issue to its advantage, especially in the debate. but the 

Conservatives were able to move voters back by a defence of the FTA and by attacking 

Turner's own character in the latter part of the campaign (Johnston et al. 1992). Further 

evidence cornes £iom the campaign study of the 1992 Charlottetown referendum. During the 

campaign. support for the Accord underwent a ciramatic shifi toward No when Pierre Trudeau 

announced his opposition (Johnston. Blais, Gidengil, and Nevitte 19%b). In both cases, the 

evidence of campaign-induced change is convincing. 

I f  1988 and 1993 involved clear campaign effects, the results fbm the 1997 election 

are less clear. While there are a couple of campaign events which triggered short-term changes 

in party support (debate and Reform advertising), the effects of both eventually decayed (Blais 

et al. forthcoming). There was, however, a gradua1 increase in Reform support (Blais et al. 

fort hcoming) accompanied by voter leamuig about Reform's positions (Fournier n.d.). While 



the net impact of the campaign on vote intentions was &est, the campaign did prime 

attitudes about French Canada and thereby put in place the conditions for strategic voting to 

affect the outcorne (Jenkins 1 999). 

In part. the 1988 Canadian election could be viewed f?om the partisan activation 

perspective since Turner's success was mainly among Llkral defectors (Johnston et al. 1992). 

These voters responded to real campaign events and coverage and in the absence of these 

events. the debate in particular, may never have re-evaluated Tumer. The problem with this 

perspective is the campaign dynamics: voters moved to and then away fiom the Liberals. If 

partisan activation was the only thing occurring, then there would be a simple linear gro wth in 

Liberal support as Turner convuiced partisans to corne on side. Partisan activation c m o t  

provide an explanation for the 1993 election In 1993. the Reform pars had only about 4% of 

the identifiers. but received almost 18% of the votes on election day. Perhaps more 

importantly. the party actually gained identifiers as the campaign progressed which further 

undermines the idea of party identification as a stable individual attnbute (AUsop and Weisberg 

1988). Party identification may serve or appear to serve as a basis for mobilization in some 

cases. but it cannot explain significant changes in party support or provide a basis for a general 

theory of campaigns. 

The activation of attitudes conceming incumbent performance makes sense in 

presidential election campaigns but it is not generalizable to multi-candidate races because it 

assumes that there is a clear alternative to the incumbent. In multi-party contexts rerninding 

voters about the nature of ewnomic conditions (or other aspects of incumbent performance) 

provides no information about where voters should cast their vote. Researchers interested in 

examining the impact of economic performance on election outcornes have been limited to 



either relating economic conditions to incumbent vote (Carmichael 1990; Happy 1989) or to a 

s h g  le part y vote share (Nadeau and B lais 1 993 ; Nadeau and Blais 1 995). In 1 988 ant i- 

Conservative voters had more than one place they couid go so there is no clear prediction. 

S irnilarly. voters who moved to Reform in the 1 993 election were certainly abandonhg the 

incumbent. but moving to Reform was not the only alternative and if incumbent petformance 

was the critical evaluative dimension voten should have simply moved to the Liberals. The 

simple mode1 of Liberal vote share proposeci by Nadeau and Blais in 1993 does forecast the 

1993 vote share reasonably well(45 as compareci with an actual value of 41 percent). but it 

offers nothing in terms of an expianation for the other dynamics. 

Canadian expenence with respect to campaign effects is broad and diverse. In at teast 

two of the last three elections there was ewugh movement in aggregate intentions so as to 

ultimately affect who would form the government. Even when rnovement was smaller. there is 

evidence of campaign related changes. The question is how to understand the possible ways in 

which the campaign c m  matter. 

.4 Model of Campaign Eflects 

Some elections campaigns effectively do no more t han mechanically produce the 

outcome that could have been predicted months before the campaign began. In effect. the 

national coiitext (economic conditions; internationai events; etc.) in whic h parties compte  can 

limit the strategic possibilities o f  the parties. Activation as it is normally understood cannot. 

how-ever. be the whole story. It does w t account for observations of  campaign change in 

Canada and abroad. What is necessary is a fkarnework for understanding how the activit ies of 

parties and the media can affect the outcome which emerges h m  campaigns. The following 



section develops such a hmework based on the idea that wnpaigns involve three types of 

processes: ( 1 ) activation; (2) learning; and (3) persuasion. 

As discussed earlier. activation refers to the process which by certain pre-existing 

attitudes are made electorally relevant or d e n t .  Here, activation is not limited to party id and 

incumbent performance but is understood more broadly in terms of the more general values 

and ideo logical predispositions of voters. Readers may recognk that in this forrn. activation 

is a form of priming (Bartels 1997b; Iyengar and Kinder 1 987; Miller and Krosnic k 19%) such 

that while t here is a wide range of potentially relevant attitudes and issues only some of them 

become electordy relevant as a result of public concern party strategy. and/ or news çoverage. 

The campaign can rnatter because during the campaign the salience of certain issues or 

ideological dimensions changes or because parties chose to fight on some issues rather than 

others. While there is Iogic to party strategy, there is no question that different issue 

dimensions appeal to different kinds of party supporters (Johnston et al. 1992; Shafer and 

Claggett 1995). The fact that the 1988 election was fought over fkee trade and not national 

unity has important consequences for the outcorne. The question is. is it possible to predict - 

except perhaps when the econorny is bad -the important issues or the strategies of the parties'? 

Leamhg refers to the process by whkh voters gain information. Many observers claim 

that the campaign does provide voters with the ability to make uiformed decisions. Although 

the campaign did not erase aii differences, Fournier found that as the election day neared hi& 

and low aware respondents becarne more likely to base theu vote intentions on the same 

considerat ions (Fournier 1997). The lesson of this analysis is that the campaign aiIows the less 

aware to get up to speed on the choice and is consistent with the low information rationality 

perspective on voter choice (Lupia 1992; Popkin 1991 ; Sniderman et al. 1 99 1). Knowledge or 



lack of it has k e n  shown to be especially important for the success of candidates in multi- 

candidate primaries (Brady and Ansolabehere 1 989). and the logic applies equally to Canadian 

experience. One would be surprised to find that voters had attitudes about a party activated if 

those sarne voters did not know where the party stood on the issues. It is therefore possible to 

dist inguish leamhg £tom priming. 

Finally, there is the possibility of persuasion. Going back to the original studies. the 

expectation is that cainpaigns will not primarily fkction by changing people's minds. 

Nevertheless. there is some evidence that campaigns change the number of partisans and this is 

prima facie evidence that the carnpaign could rnatter through persuasion (Allsop and Weisberg 

1 988). More O bviously, the 1 988 Canadian campaign appears to have involved a persuasive 

situation. Over the campaign voters as a whole became less supportive of free trade and then 

becarne more supportive of kee trade as a fiction of Conservative party arguments that fiee 

trade would not threaten social programs (Johnston et al. 1992). W e  it appears to be 

persuasion. there is of course an element of learning. 

O bvio usly the three processes are interrelated and when campaigns are considered 

t hrough these t hree processes the wide range of O bserved effects and non-effects can be 

understood. Given that candidates enter the O ffic ial president i d  campaign period so well 

known because of extensive non-official carnpaigning and the tendency for news coverage to 

be balanced (Gelman and King 1993). is it aw wonda that carnpaigns have only modest 

effects o n  the final distniution in presidential elections? Where information is less available 

effects appear to be of a larger magnitude. An added benefit is that the three processes 

coincide with the apparent way in which parties and candidate carnpaign in terms of stresshg 

issues that are likely to advantage the candidate's party (Budge 1993; Petrocik 1996). 



The study of campaigns clearly motivates the analysis of the Re form party in the i 993 

campaign. While conditions were certainly favourable for an insurgent, it could not be said 

with any confidence before the campaign began that Reform would manage to niobilize voters 

to its cause. Did the mobilization proceed through leaming, pnming or persuasion? The 

dramatic reversal of Reform fortunes during the campaign nrns contrary to conventional - 

American - wisâom, but it less surprishg given recent Canadian expenence and the experience 

of US. prhary elections. What is necessary is to consider the two remahhg elernents of 

carnpaign change: the news media and the voters. 

The Media and Elections 

To the extent that a campaign generates one outcome rather than another or even helps 

ensure that voters rnake reasonable choices, we should expect the media to be pivotal. An 

election campaign in contemporary Western countries is a media event. Voters certainly l e m  

from the mass media about election carnpaigns in the American context (Bartels 1993) and it is 

media attention that drives the activation of political preferences in Finkel's (1993) anaIysis. 

Further evidence of the impact of media coverage is available fkom the 1988 Canadian 

elec tion. Mendolsohn ( 1994) O bserved priming effects among those who reported high media 

exposure, and changes in a number of media variables were related to evaluations of Turner 

and support for the Free Trade Agreement in 1988 (Johnston et al. 1 992). 

It is the media both paid and unpaid that serves as the primary conduit between 

candidates and voters supplanting the party organization and party press of previous perîods 

(Carty 1988). The focus here is on the unpaid media especially television which has become 

the most important source of news for voters. Two questions dominate our interest in news: 

( I ) what is the dynamic potential of news coverage? And, (2) how does the news cover 



insurgent parties or candidates? The question of  effects of  the coverage is discussed in a 

subsequent section. 

The Dynamics of News Coverage 

Considerable research effort has k e n  expended, especiaily in the US.. on assessing the 

manner by which the news media cover election carnpaigns." What is clear fiom the previous 

work is t hat both the amount and nature of news coverage of parties and candidates is related to 

the horserace. That is. who is ahead and why? The second thing is that there are good re-ns 

to believe that the news media have an independent effect on the nature of the news. These 

two factors mean that as the campaign evolves changing party fortunes and changing 

perceptions of the campaign on the part of journalists can change the nature of the stories to 

which the audience is exposed. 

Coverage takes on its particular form because of  the process that produces it. Recent 

work on news coverage emphasizes the interaction between polit icians or candidates. the 

media and the public in the construction of news (Cook 19%: Just et al. 1996; M e r  1997). 

While the politicians are dependent on the news media to convey their messages. they try to 

ensure that the message that is comrnunicated is in their interest by staging media events and 

spinning news issues in a favourable light. News media personnel. howcver. do not view their 

role as mere conduits of political messages h m  candidates and parties; journalists also want to 

avoid king  rnanipulated by politicians (Cook 1996; Kerbel 1994). Reporters are rnanipulated 

if voters are moved by rhetorical claims made by poiiticians and distributeci by the news media 

4 Sec for exam le. (Brady and Johnston 1987: Fletcher 1988: HaUin 1992; Lichter et al- 1988; 
Lichter and 8 oyes 1995; Robinson and Sheehan 1983: Semetko et al. 1991; Semetko and 
Cane1 1 997: Soderland et al. 1984: Wagenberg et al. 1988). A nurnber of tesearchers have 
been critical of the news media because of the pattern of coverage either because it does not 
serve democratic ends (Patterson 1989; Patterson 1993) or because its cynical maya1 of 
the political process contributes to political alienation (Cappella and Jarnieson 1 9$ 7). 



that are false or misleadhg. One of the ways to avoid being manipukted is to not accept the 

de fmition of  the campaign as provided by the candidates? In f a n  the desire to avoid being 

manipulated led the media to more actively interpret the campaign for voters in the 1992 

American eIection (L ichter and Noyes 1995). 

"An understanding of the news media's version of reality begins with a recognition that 

reporters must have a story to teli" (Patterson 1 993: 96). Since the outcome of an elect ion 

campaign is a party king selected to form the government, the natural story line is one tbat 

places each day's news in ternis of the likely outcome. This leads to an emphasis on whds 

ahead and why. The dominant t k m e  in this iiterature is the news media's tendency to focus on 

leadership. strategy. and the horse race aspects of the campaign at the expense of substantive 

issues (Hallin 1992: Lichter et al. 1988: Sigelman and Bullock 19%). This observation appiies 

equaIly to Canada as to the United States (Fletcher 1988; Wilson 198 1 ). Issues are by nature 

static (Robinson and Sheehan 1983) so it is not surprishg that media coverage tends to be 

overshadowed by coverage of t he more dramatic elements of the campaign. 

Even when the news media are "covering issues", they tend to do so fkom a strategic 

frame and thereby introduce the horserace into issue coverage. The 1988 news coverage about 

the Free Trade Agreement - a campaign that was ofien presented as a debate about fke  trade - 

was Earned in ternis of leadership. credibility and the honerace rather than in t e m  of the 

appropriate trade poiicy for Canada (Mendelsohn 1993). Thk suggests that what issue 

information that voters receive wiil be strongly influenced not only by selective partisan 

Reporters can also use other approaches. The "ad-watch stories. in which reporters 
deconstruct and attempt to validate partisan ads. of recent US. presidential cam ai- is an 
example of an attempt to prevent parties 60m manipulating the media a n f  the public 
(Ansolabehere and 1 en ar 19%: Jamieson 1992: Lichter and Smith 1996). Simlarly. 
during the Canadian r 99 election the television news proparm subrnitted some of the party 
daims to a "reality check." 



emphasis on issues. but also by news decisions about whaî issues are newsworthy. That is. 

what issues fit into the reporter's perceptions about what the campaign is about. 

Reporters find out what is happening in the campaign and interpret these events 

through their O wn understandings of the election and their perception of the interests and needs 

of the audience. While reporters are infiuenced by their own perspective. they are constrained 

b y the need to be. or at least the need to appear to be, objective and the general pack-like 

q ualit ies of joumalisrn Expectations about how the parties will flue on election day based on 

po Ils or other information, will thus be criticd to the process of covering parties. Zaller has 

labelled this the "rule of anticipated importance" because the news media ailocate coverage of 

candidates and issues "in proportion to its marginal value for shedding light on future 

developments" (Zailer 1997: 22). For exarnple. the perception that the National party was 

irrelevant to the outcorne of the 2993 campaign likely motivated the news media to ignore the 

Party - 

The amount of coverage that parties receive and not just the nature of the issue 

coverage is related to the horserace. While the allocation of coverage to parties is muiti-faceted 

and taken up more fully in Chapter 3, parties tend to receive coverage in proportion to their 

expected electoral support. The media are neither likely to ignore a popular candidate nor heap 

coverage on an unpopular coverage for two reasons The 6m is that to do so would violate 

n o m  of objectivity. The second is that candidates who are doing weli are the ones who are 

likely to win and therefore the ones people need to know about to make rational decisions 

(Zaller 1997). 

While the news is the pmduct of a complicated process involving media and political 

actors and economic interests, the important thing for our purposes is to understand how the 



nature of coverage can change. Clearly the most important impetus for change is a change in 

party support. I f  the horserace takes on an interest ing new character. then news Stones will 

have to incorporate and deal with the new information. It is often noted that George Bush went 

fiom the f i o n m e r ,  to the troubled candidate, to the solid candidate in news reports during 

the 1992 prùnary and campaign season (Paîterson 1989). This means that the qualitative 

nature of the news can change as reporters understand the story of the campaign to be different. 

As we \MU see. this has important implications for understar~ding the 1993 campaign because 

of the collapse of the Consemative party and the presence of a right-wing alternative in the 

Reform party. 

,LfedÏu Co veruge of Insurgent Parties 

By their very presence new or insurgent parties are disruptive. How then does the 

media deal with insurgents and what are the consequences of this treatment? The news media 

employ newsworthiness as the critical detenninant of press coverage. In particular, Zaller 

( 1 99 7) has argued t hat the media base coverage on the " d e  of anticipated importance." Skce 

insurgents are particularly dependent on news attention to convey their positions to voters. 

ne ws decisions are critical for successful rno bilization. 

Analyses of news treatment of insurgent candidates or new parties are sparse. Three 

possibilit ies suggest themselves. The first is that insurgents wiU either be ignored or given bad 

CO verage because they represent unacceptable rnainstream views. Robinson and S heehan 

( 1983) and others have noted that the media are selective in who they consider legitimate 

spokespeople and views (Hackett and Zhao 1998). A paity that advocates the abolition of 

basic human rights or democracy itself may not be given news coverage. The obvious question 

is where the media draw the line. Given Reform's generai antipathy toward the elite consensus 



on such things as accommodation with Quebec, the media may have been biased agakt  the 

party. In fact. there is no indication that Reform was punished despite its fairly extreme policy 

positions. 

The second is where the insurgent is the subject of news stones but the tone and 

fiarning O f the stories ernphasizes the unique aspects of the candidacy rather than the 

substantive importance. For exarnple. an insurgent is likely to get coverage beyond what 

wodd be justified by his or her popular support by- offering a unique or entertaining story of 

the carnpaign (Brady and Johnston 1987: Kerbel 1994). While this press is likely to be 

positive. it is uniikely the kind of press thai persuades voters to switch their vote intentions 

because very litt le of the information may be related to the issue positions of the party relative 

to the rest of the electoral discowse. For exarnple, if Reform only received coverage about its 

national unity position because it is interesting vis à vis the BQ. then Reform would be an 

interesting side story but would be unlikely to attract much voter interest as long as the issue 

discourse of the campaign focused on jobs and the deficit. Voters would be uncertain about the 

party's position on these important issues. 

The t hird is that the insurgent will get serious press attention both in terms of the 

amount of coverage and the content of that coverage. A new party which is stressing themes. 

which coincide with reporter's perception of the m a s  public. will more likely be treated 

seriously because reporters uncierstand the party's potential for the outcome. A party can also 

earn media coverage by doing better than expected. In effect, the sarne factors that innuence 

coverage more generally will apply to insurgents. As Zaller (1 997) notes. if the media 

anticipates that a party or candidate is going to do well, they wilI give that candidate more 

news attention. 



Like al1 candidates or parties, insurgents can expect bad press when it becomes more 

visible and viable. For example. in the pre-carnpaign nomination period Perot's rise and 

subsequent decline in public support can be attnbuted to his coverage in the conventional press 

(Zaller with Hunt 1994; Zaller and Hunt 1995). Conventional press coverage of  Perot 

resembled the "boom-and-bust pattern" that is typical o f  reiatively unknown candidates: 

candidates begin with good press but as they become more electorally viable the tone of  their 

press becomes more critical. The increase in bad press follows h m  a more critical news 

media and competitors who are more likely to see an insurgent as a threat when polls show it to 

be more viable (Hagen 19%). 

The success of  insurgents is k e l y  to be particularly dependent on the media. especially 

fiee media provided by news (Sernetko 1989: Saller with Hunt 1994). For insurgent parties. 

coverage is critical because voters begin the carnpaign lacking information about the party. 

Bartels' ( 1986) insight that voters dislike uncenauity therefore has particular relevance when 

considering the possible success o f  insurgent parties. Only insurgents like Ross Perot, who 

have access to large personal sums o f  rnoney. are likely able to circumvent the news media and 

appeal directly to the public. Parties like Reform are unlikely t o  generate bancia l  support 

without considerable public support which itself presupposes awareness in the rnass public. In 

fact. the Reform party chose not to nin an advertising campaign during the 1993 carnpaign 

leaving thc news media as the only effective channel for information about the party to the 

mass public. 

It seems unredistic that an insurgent could mount a successful mobilization effort in the 

absence of  media exposure. It might be possible to generate a grassroots organization capable 

of nominating candidates but the transition h m  such a core organization to a party with 



rneaningfùl electoral support would require the news media. Again. Ross Perot's expenence is 

instructive. While it is common to point to the numemus volunteers who managed to get his 

name on the ballot in aii of the States, Perot failed in his attempt to circumvent the conventional 

news media in the 1992 American presidential campaign (Zaller and Hunt 1995). While 

Perot's umediated campaign was effective. "His probiem . . . was that the audience for 

unrnediated communication in the United States is s h p l y  too small to sustain a successfÙ1 

presidential campaign" (Zaiier and Hunt 1995: 120). There is no reason to believe that ihings 

would be different in Canada especially when an insurgent, like Reform. does not use 

advert ising. 

Summan 

The analytic work on news coverage of elections suggests that the news media will 

emphasize the strategic and horserace aspects of the carnpaign at the expense of issues. When 

issues are covered they will be interpreted within a Lunited nurnber of fiames. especially a 

strategic fiame. This means that an insurgent party like Reform needs to convince the news 

media that it is d e s e d g  of attention h m  within this fiame. If the news media think the party 

is irreIevant to the main contest, we would expect Reforrn to be treated Iike a novelty story. On 

the other han& if the media are convinced that Reform is important, either on their own or 

because the party is doing better than expected, coverage will increase and. be more serious 

and substantive. Nevertheless, as an insurgent becornes more viable it is likely to be treated 

more like ot her parties or candidates. Demonstrat ing that news coverage changed is t herefore 

central to O bservuig campaign-induced changes in Re form support in the electorate. 



Attitude Change and Persuasion 

While the significant change in the proportion of the electorate supponing the Reform 

party as the campaign progressed can be related to changes in news coverage at the aggregate 

leve 1. the goal of the thesis is to understand the micro foundatiow of t he aggregate change. 

This requires an understanding of individual susceptibility to the persuasive content of news 

information. 

The study of persuasion bas a £àirly long history in the social sciences going back to the 

pioneering experirnental studies of war propaganda carried out by Hovhnd et al. (1953). In 

these early studies. the authon identifkd the three key aspects of a persuasive situation: the 

CO rnrnunicator; the communication (the message). and the audience (Cohen 1 964). Despite the 

extensive work on attitude change and media effects generaiiy. a fairly systematic review of the 

evidence found that the media had minimal effects on attitudes; reidiorcement rather than 

conversion was the major effect of media exposure (Klapper 1960). Both experimental and 

survey research came to the same basic conclusions. 

The minimal efEects thesis has dominated the study of media effects since Klapper 

reached his pessimistic conclusions. Twenty-six years later, McGuire concluded 

"demonstrated impacts are surprisingly slight" (McGuire 1986: 233). Research into agenda- 

sett ing and prirning (Iyengar and Kinder 1 987; McCombs and Shaw 1972; Mendelsohn 1 996; 

Mi 1 Ier and Krosnick 1 996), which found effec ts of coverage on such things as public priorities, 

undermined the scope of the minimal efEects daim but has not fùndarnentally altered its 

applicability for campaigns. Despite the weight of past findings, it is still possible for the 

media to have a large impact on attitudes. The key is to account for previous flndings and 

develop a fiamework for observing media effects on attitudes when they occur. 



Of the possible explanations for the lack of large media ef5ects (McGuire 1969: 

McGuÜe 1986), two possibilities stand out. The first is the lack of variance. Because such 

things as presidential election campaigns tend to provide fairly balanced partisan coverage. 

there is not enough variation in coverage to produce massive effects (Gelman and King 1993: 

Zaller 1996b). Fortunately, as will be shown in later chapters. there is signifiant variation in 

the flo w of messages about the Reform Party, which should allow for the identification of 

media effects if they are present. The second is that media effects researchers may be 

rnodeling the media effects process in the wrong rnanner. either by failing to consider 

respondent's ability to resist messages or by assurning that the effect of media exposure is a 

simple linear relationship (Zaller 1996b). 

In order to develop a model that dlows for the identification of media effects. one 

needs to begin with a broad understanding of attitude change. The best starting place is 

Hovland's five-step model of attitude change. The five steps. whic h follow the presence O f a  

persuasive message. are: attention; comprehension; yielding; retention; and, action (McGuire 

1969: Zaller 1996b). Since s w e y  data do not ailow one to distinguish each stage of the 

process. it is necessary to reduce our understanding of attitude change. The likelihood of king 

persuaded by a message can be conceptualized as a fùnçtion of two mediating processes: the 

person's likelihood of receiving a persuasive message and his or her likelihood of accepting it 

( McGuire 1 968; Zaller 1992; Zaller lW6b). 

In order to observe a change in opinion, the attitude change model frrst requires that the 

respondent be attentive to the persuasive message. A respondent who has the television on 

while the message is king carried, but is busy talking to family members would not be 

altent ive and therefore would not go through the other stages of attitude change. The second 



step is comprehension, which refers to whether the respondent understands the message. A 

number of characterist ics of the receiver and the message can affect cornprehension, inçluding 

the complexity of the message, the relationship of the message to personal experience. and the 

cognitive abilities of the receiver. Steps one and two clearly relate to the likelihood that the 

message will be processed and understood. If the message is not received. then there is no 

attitude change and the process ends. While there is çorne debate about the appropriate masure 

of news media consumption. it is clear t h  some respondents are more likely than others to 

consume and remember infiormation they received h m  the mass media (Brians and 

Wattenberg 1996; Price and Zailer 1993: Rhee and Cappella 1997; Zaiier 19%a). 

Once received and understood, the receiver is not necessarily persuaded by the 

message. Cit kens are not simply ciphers responding to rnass media inputs. Some messages 

are accepted and acted upon while others are rejected or discounted. In part this reflects 

classical processes such as selective reception or the reduction of cognitive dissonance 

(Festinger 1957). Josiyn and Ceccoli (1 9%) found that the effect of news attentiveness was 

dependent upon political predispositions. "Po lit ical predisposit ions. suc h as Hective purrisan 

fies. serve as filters, leading to patterns of selective exposure. attention and recept ion" 

(Schmitt-Beck 1996). It is also true that people who have a store of idormation should be 

better able to counter-argue new information reducing the persuasive impact of any part icular 

message. 

The attitude change mode1 is clearly compatible with the activation of underlying 

attitudes perspective on carnpaigns. There is. of course, some controversy about the degree to 

which people have stabIe attitudes (Achen 1975; Converse 1 964: Luskin 1987). While this 

literature suggests that there will be individual-level variation over time to specific questions. 



systematic analysis of multiple questions has uncovered a fairly coherent issue space in 

Western industrialized countries (Flanagan 1987; Kitschelt 1995: Shafer and Claggett 1995). 

For example, Shafer and Claggett ( 1995) identfi two deep factors - culturd national and 

econornic/welfare - in US. opinion data These two factors are similar to the hvo dimensional 

representations of the issue space in recent Canadian elections which have featured Canadaas 

version of the national question (French Canada) and an ecommic dimension (continentaiism 

dominated the economic dimension for party cornpetition in 1 988 and the welfare state 

dominated in 1993) (Brady and Johnston 19%: Johnston et al. 1992). These general attitudes 

should orient voters to the parties and mediate campaign communication. 

The stage that is effectively left out ofthe two-mediator model is the rnemory stage. 

This is important because of a more general debate about how people fom opinions and 

judgments. with memory-based models competing against so called on-line rnodels. Zaller 

(Zaller 1992: Zaller and Feldrnan 1992) both alone and in collaboration has proposed a 

samp ling- based model of the survey response, which treats an individual response as created at 

the time of the question rather than king retrieved h m  mernory. As a challenge to this 

model. an on-line processing model of opinion formation was proposed (Lodge et al. 1 989; 

McGraw et al. 1990; Rahn et al. 1994). In point of fact both rnodels expect that voters in 

coming to judgment about parties and candidates wil1 consider new information. For both 

approaches new information is not omnipotent, as it must compete with the weight of past 

exposure and judgment. Consider a voter who is generally favourable to the Conservative 



Party w ho is exposed to idormat ion that casts negative light on the Conservat ive party. The 

two different models do not generate different predictions6 

The two-mediator model of attitude change as developed here builds explicit 1y on the 

work of Converse. McGuire and Zaller. 1 hypothesize that Reform's breakthrough during the 

campaign took place among those most Wtely to get the message thai Reform existed and those 

most predisposed to accept pro-Reforrn messages. especially those related to the deficit on 

which little of Reform was known before the campaign began. While the conceptual apparatus 

of the two-mediator model is not original. the application of it is unique in two ways. The fist 

is that it is u x d  to untangle the daily process of campaign e ffects rather than change over 

broader thne periods. The second is that actuai media data are entered hto the modeling 

sxercise so that change in attitude c m  be iînked with change in the actual content of the 

messages. 

An addit ional aspect of the application of the two-mediator model is that it is not 

applied solely to strictly persuasive situations in the normal sense. The effects of media 

coverage are understocid to be a fimction of the two mediators even when the process at work is 

primarily Iearning and priming. The reason for this application is that information that 

confinris one's existing opinion of the party is irrelevant and will therefore be ignored. 

informat ion about Reform's position on the welfare state can only affect pro-welfwe state 

people who had the misperception of Reform's true position. Since support for Reform was 

6 In fact the evidence for the on-line models is based on whether respondents can recall the 
rcasons that produced their judgment. Since people generally do a or job recalling the 8" reasons for their evaluation it is concluded that people must forget or iscard the information 
they used once they have updated their m i n g  tally. While tius 
projection related problerns associated with various kinds of vote models. 

&ure proceeds on-line, choice processes require memory (Redlawsk 1998). 

which make use of likes and dislikes questions. it does not offer a d 
a proaching the campaign. In fact. recent evidence suggests that while 



very Io w early o n  there was not a large pool of potential respondents who could be infiuenced 

by the new information. 

A Metbod for Uncovenng Campaiga Effects 

The rernaining question is how to go about identQing the micro- or individual-level 

mode1 of attitude change and the hypothesis about the impact of dynamic changes in 

information flow during a campaign. What is necessary is data on both individual preferences 

and ncws media content. Both kinds of data, must of course, be collected in such a way that 

dynarnic changes in one can be linked with changes in the other. This suggests a combination 

of survey data and media content data.' 

The survey approach encompasses a variety of researc h designs. Researchers in the 

s w e y  tradition can rnake use of cross-sectional surveys taken at a single tirne; panel sweys  in 

whic h a respondent is interviewed at more than one t ime; and. ro lling cross-sectional designs in 

which small samples are in t e~ewed  at different times. In addition. more than one cross- 

sectional survey can be analyzed at the aggregate level. The cross-sectional appmach allows 

one to compare the attitudes or behaviour of survey respondents who report high exposure to 

the mass media with those who report low exposure (Zaller 1991 ; Zaller 1992). The 

assumption is that people who are exposed to more news will be more iikely to be affected by 

the coverage. Since most surveys are based on a sample CO llected over only a few days. the 

traditional survey does not enable one to observe the direct effects of changes in the media on 

' The alternat ive would be to use an expehn ta l  approach While an ex riment allows for a S.' cIear conclusion about the effect of media messages in the case of a me ia study. it sacrifices 
realism by removing the test subjects fiom their natural setting. The use of expiments in 
political science has become more cornmon in recent years. especially in combmation with 
other research methods (Ansolabehere and Iyengar 1995: Iyengar and Kinder 1987: Noms 
and Sanders 1998). and has even k e n  used to simulate campaign effects (Lodge et al. 1995). 



individuals because there is no variation in the exposure. This makes it iess usefùl for our 

purpo=s- 

The two remaining types of surveys are more amenable to d-c research designs. 

The panel study is specifically able to identifL a change in a respondent's attitudes or 

evaluations bet ween two tirne periods; a change whic h can be attributed to persuasion of  some 

sort. A panel design is used in a number of  campaign studies (Bartels 1993; Finkel 1 993). 

There is. of course. a danger that some of the difference is a product of chance or more 

important ly panel conditioning (Bartels 1 997b). While the panel design is usefbL rnost panels 

have a considerable lag between the two waves of the survey. This rnakes it d f icu l t  to Link the 

data direct ly to the ebb and flow of the campaign. The ro h g ,  cross-section more easily 

identifies trends in public opinion because the key feature of the design is that a small random 

sarnple of respondents is hterviewed every day of the campaign. Since the day of  interview is 

a random event. any chance in the aggregate opinion beyond that which could be a product of 

chance. can be attributed to d campaign events and changes. The public opinion data 

discussed more fblly in Chapter 2, is actually a combination of a campaign rolling. cross- 

section and a post-election panel whic h al10 ws for both types of analysis (Brady and JO hnston 

1996). 

The primary use of content anaiysis data of  the news media is to say çomething about 

the quaiity or nature of  news coverage of politics (Lichter et al. 1988: Robinson and Sheehan 

1983: Wagenberg et al. 1988). It is this literature that has identified the news media's 

ernphasis on the horserace at the expense of issues and more recently identified a more critical 

role in the mediation process (Lichter and Noyes 1995). The other use to which content 

analysis is O flen applied is for drawing inferences about the relationship between coverage and 



a polit ical outcorne. For example, after obseming that JO hn Turner. the Likral leader in 1 984. 

was described with almost exclusivel y negat ive descriptors, Wagenerg et al. ( 1 988) suggest 

that the news decisions influenced the outcome of the election. 

The analysis proceeds by drawing on a nurnber of these approaches. The andysis of 

news coverage draws fiom the literature on how the news media cover elections and focuses on 

the kind of coverage and the relat ionship between that coverage and aggregate indicators of 

public preferences. The dynamics of public perceptions and preferences, making the best use 

of the qualities of the roUing, cross-section design, are then considered. Finaiiy, data fiom the 

content analysis is merged with the roüing. cross-section to estirnate dynamic rnodels of the 

impact of c hanging news coverage on individual voter perceptions and party support. The 

merging of content analysis data and public opinion data is not without precedent. A recent 

study of the impact of newspaper editorials on public opinion incorporated values for editoriai 

slant with a cross-sectional survey (Dalton et al. 1998). Closer to the design envisioned here. 

the investigators of the 1988 Canadian Election Study added daily values for news and 

advert ising content to the public opinion data (JO hnston et al. 1 992). The key difference 

between their study and this one is that the authors assumed that news and advertking content 

had the same effect on d l  respondents. 

Plan of the Book 

The following six chapters corne to ternis with the 1 993 campaign changes as they 

relate to the Reform party. The analysis addresses three principal questions. Fust. how did the 

news media cover the Reform party? The answer established in Chapters 3 and 4 identifies the 

dynamic availability of information about Reform while dernonstrating the causal Iïnk between 

party support and news coverage. Second, how did the campaign affect voters' knowledge of 



and evaluation of Reform? Here the answer helps sort out the roles of  learning. priming and 

persuasion as the basis for campaign change. Thkd, can the changing news coverage be 

understood as the reason for carnpaign changes of voter knowledge and evaluation? The 

answer provides the basis for understanding how the flow of information gets processed by 

individuals in ways that sometimes produce campaign etiects. Neither is the media aii 

powerfùl nor ineffective. 

C hapter 2 begins by providing the historical and analytical background of the Refom 

party and the 1993 campaign. In particular, key events and dynamics are identified along with 

explanations for the outcorne. In addition Chapter 2 ends with an introduction to the data 

(public opinion and media content analysis) used in the remainder of t he thesis. 

Chapter 3 takes on the question of  the dynamic change in Reform's share of television 

news coverage during the carnpaign. It is shown that while a small share of coverage eady on 

in the campaign disadvantaged Refom the party benefited h m  increased attention in the 

middle of the campaign. In addition, the chapter establishes the independent role of the news 

media in the attention that parties receive. 

Chapter 4 breaks down the coverage of the election and specifically Reform with 

respect to its issue emphasis. When Reform's share of news coverage changed. so did the issue 

disco urse of the news in general and with respect to the Reform Party. There is also significant 

evidence that the change of issue attention was partly mirrored by changes in the public's 

aggegate perception of the important issue of the campaign. The chapter thus establishes the 

character of the information flow of messages that voters received at dEerent times during the 

campaign. 



Chapters 5 through 7 emphasize the individual-level changes in Reform knowledge and 

intent ions. C hapter 5 begins the individual- level analysis with a considerat ion of the individual 

learning of Reform positions in response to the diffusion of Refom across the campaign. In 

particular, one can show that the campaign was essential for the leamhg of Reforrn's position 

on the deficit and weifàre state. Chapter 6 then considers the changing importance of issue 

dimensions for Reform support at different times during the campaign. In particular. the 

analysis examines the extent to which the campaign served to persuade voters to become more 

fiscally conservat ive. prhed voters to aitach greater weight to their att inides about the welfare 

state. or provided the basis for voters to l e m  and thereby link their attitudes to their party 

evaluation. Chapter 7 brings the analysis together by estimating an individual mode1 of media 

effects that links the content analysis data in Chapters 3 and 4 with the public opinion changes 

identified in Chapters 5 and 6. Chapter 8 summarizes the key fmdings and draws some 

conclusions about carnpaigns. media effects and the role of the media in the mobilization 

process b r  insurgent parties. 



CHAPTER 2: THE ELECTION CAMPAIGN AND THE VOTE 

H istory, Ideology, and Campaiga Events 

One or more of  the currently visible 
alternat ives may be erased as a result of 
a misstep. . . . the vict irn could readily be 
an old party. The victim may also be the 
country. Whatever happens, the site for 
the critical events is likely to !x next 
campaig n, 
Johnston et al- (1 992: 255) 

The authors of Letring rhe People Decide understood in 1 992 as they completed theu 

analysis of the 1988 election campaign that the next campaign offered the possibility of 

fundamental change. The 1993 campaign did not disappoint. The campaign ended with the 

Liberals the head of a majority goverrunent and the opposition composed largely of two new 

parties: the Bloc Quebecois based in Quebec and the Reform party based in the West. While 

this result is not surprishg given the depth of the antipathy toward the Mulroney-led incumbent 

government. it was the carnpaign rather than obvious structural factors that produced this rather 

t han sorne alternative outcome. In particular, the Reform party could have remained mired in 

low public support instead of supplanting the Conservative party as the main party on the right. 

Before tuming to the analysis of the campaign and Refonn's successfbl rno bilization it 

is necessary to consider both the events leading up to the campaign, campaign events and 

explanations for the outcome. How did the Refonn party corne to occupy an important place in 

Canadian politics leading up to the 1993 campaign? What kinds of people voted for Reform? 

What happened during the campaign that might account for the dynamics? These questions 

provide the background necessary to develop detailed hypotheses about Refonn's niccess. The 



fo 110 wing sections address the t hree questions before introducing the campaign data. both 

survey and media content analysis, which is used to provide some answers. 

Settiog the Stage for the Campaign 

The Reform party was formed in 1987 and contested 72 seats in the 1988 election. 

Current treatment s of the 1 988 elect ion stress that the presence of  the Free Trade Agreement as 

a central issue of the campaign, ensureci that western voters wouid not abandon the 

Conservat ive party despite growing dissat is faction with the performance of the Conservat ive 

govemrnent (Flanagan 1 995). No Re form candidates were successfid in the general eiect ion, 

but De borah Gray was elected as a Reformer in a 1 989 by-election (Beaver River). A Reform 

candidate was aiso successfùl in the 1 989 Alberta Senate elect ion. Increared membership and 

the topping of the polis in Alberta wodd accompany these two concrete victories. Building on 

t hese accomplishments. the 1 99 2 Reform assembly approved a motion expanding the party to 

the rest of Canada except Quebec (Flanagan 1995). 

Figure 2- 1 plots the trends in popular support for the parties as reveded by quarterly 

surveys by Environics. The figure shows Reform with an a h s t  insignificant share o f  support 

in the early 1 990s, whic h increases to a modest 10 percent share over the last quarter o f  1990 

and the first three quarters o f  1991 before starting to decline. At this point. Reform stalls. In 

fact. the key story is the dismal showing of  the ïncumbent Conservatives throughout most of  

their second term in office. The govenunent had the support o f  a very small minority of  the 

national electorate. The Conservatives chances cleariy turn around with the resignation of  

Mulroney and the selection of Kim Campbell as leader in the spring of 1993. As Conservative 

fortunes improved leading up to the election, Reform fortunes continued to decline. 



Figure 2-1. Party Support in the 19909 
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The Mulroney govemmentgs second Parliament may go down as the most disliked 

govenunent in history. Govenunent approval during the early 1990s was the lowest on record 

with less than 15% of the public approving the way the govemment was handling the country. 

Throughout the second terni a number of unpopular events likely contributed to the low 

approval. The Conservative party had presided over the faüure of the Meech Lake Accord the 

format ion of the Bloc Quebecois, and the public rejection of the elite-supported Charlottetown 

Accord. In addition. the Conservative govenunent introduced the unpopular Goods and 

Senices Tax (GST). Adding to the woes caused by these crises and policy decisions. the 

country fell into a recession. A study of the 1988-1 990 period showed that the drop in 

govemment approval in the early period was associated with economic conditions (Clarke and 



Kornberg 1992) rather than the constitutional troubles or the GST. but these events combined 

wit h the failure of  the Charlottetown Accord didn't help matters for the govemhg party. 

Brian Mulroney came to symbolize everytbg that was wrong about the Conservative 

government. Despite this, Muironey had in fact accomplished a notable feat in leading the 

Conservative party to victory in 1984 and again in 1 988. Both victories were made on the 

backs of two regions - Quebec and the West - which do not form a natural alliance (Johnston 

et al. 1992). The Conservative party has a history ofdoing poorly in Quebec while strong in 

the West and has there fore institutionalized some of  the regional conflict between the two 

regions. Between 1984 and 1988, government approval dropped signif~cantly. Of course, it is 

dissatisfaction with the government at this time that led to the formation ofthe Refonn party. 

The Conservative party recovered fiom low poii showing in the lead up to the 1988 campaign. 

but voters supported the Conservatives in spite of Mulroney's character. The 1988 election 

stud y revealed that Mulroney was neit her considered tnistworthy, compassionate. caring nor 

moral in 1988 (Johnston et al. 1992). 

In February 1 993 Mulroney resigned leaving a new leader to rebuild the Conservat ive 

party. After winning a closer than expected leadership race with Jean Charest. Campbell who 

was a minister in the Mulroney government had the summer to put her stamp on the party. As 

Figure 2- 1 indicated under Campbell's leadership the Conservative party did rebound in the 

pot 1s. The Consewative rebound is in part attributable to the good press she received corning 

out of the Tory leadership convention (Mendelsohn and Nadeau 1998). Despite the rise in the 

polls. Mendelsohn and Nadeau show that the media coverage that Campbell received benefited 

her because other party leaders were ignored and the coverage tended to focus on her personal 

background and ability as a campaigner rather than issues and leadership qualities. Once the 



election campaign began. when the nature of the coverage changes. it was not clear whether the 

Conservative party could escape the Mulroney legacy. 

Throughout the period a rninor story is the continuous decline in popular support for the 

New Democratic Party W P ) .  For most of  its history (Young 1 %9) the NDP has gained 

enough votes to be a Parliamentary player but not enough to seriously challenge for the 

government. Despite the s d l  chance that it would ever form the government. the party 

co nt inued to fight a national campaign as if it was a viable altemat ive to the ot her parties. 

After the 1 984 election and with John Turner the leader of the Li'berais. the party strategy 

appeared to have paid off As the parties entered the 1988 election the NDP had a reasonable 

chance of supplanting the L ~ k r a l s  as official opposition This was not to be and in the 

aftermath of the 1988 election NDP support waned. In 1990 and early 1991, the NDP was as. 

or more. popular than the Liberals but throughout the rest of the period the party dec tined fairly 

drastically. A number of factors probably account for the failure of the Party to capitalize on 

the poor performance of the Conservative government. The party's support of the Accord may 

have alienated a core of its constituency. The unpopularïty of provincial governrnents 

controlled by the NDP. Bob Rae's Ontario government in particular. probably also contributed 

to dwindling support whkh continued through the campaign. 

Despite the weakness of the NDP and the deep discontent about the goveming 

Conservatives, the Reform party faiIed to enter the çampaign with a head of steam. Reform's 

failure to generate momentum going h o  the election is more apparent when one considers the 

absence of a pro-Reform bost at the time of the referendum. The referendum on the 

CharIottetown Accord provided the Reform party with its first opportunity to generate national 

exposure on an important political debate and, irnportantly, the party took a position at odds 



wit h the elite consensus. This meant that the Reform party was closer to the median position of  

the voters outside of  Quebec than the other parties. While the No victory in most parts of the 

country vindicated the party's position the evidence suggests that tk Reform party and 

Manning perçonally were not particular beneficiaries (Flanagan 1 995; Johnston et al. 1 9%b). 

Figure 2-2 locates the referendum on the Charlottetown Accord on the trend in Reform 

support frorn Figure 2- 1. There is an hcrease in support for the party Eoom the beginning to 

end of 1992. but the rise is small and ai i  of  it evaporates within the next three months. Rather 

than helping the No side. Mannning's stand against the Accord produced counterintuitive 

resuits. First, Trudeau not Manning was the key intemenor. Those people who knew that 

Trudeau was opposed to the Accord were more likely to oppose the Accord themselves and 

Trudeau's announcement o f  his opposition had an almost irnrnediate impact. Second, knowing 

Manning's opposition to the Accord, paradoxicdly, helped rather than hurt the Yes side 

(JO hnston et al. 1 996b). The re ferendurn campaign clearly failed to coalesce and expand 

support for the party despite the availability of  the issue for mobilization. 

On its face. the 1993 election appeared to be the ideal opportunity for a regionally 

concentrated party to rnake an electoral breakthrougk New parties had emerged on the scene 

in the very regions that were central to the Conservative coalition since 1984. The pro- 

separatist Bloc Quebecois in Quebec was capitalizing on the failure of the Charlottetown 

Accord, while Reform was quietly strong in the West. Pre-campaign polls showed that the 

B ioc was go ing to tum its concentrated support in Qwbec into a large numbers of seats. but the 

possibility of a Reform breakthrough was less clear. Despite offering a clear alternative to the 

Conservatives on the right o f  the political spectnun, throughout 1993 Reform was the preferred 

choice of less than 10 percent o f  decided voters. 



Figure 2-2. Reform's Share of National Vote Intentions: 1990-94 
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When the votes were counted on election day. Reform had managed a considerable 

electoral breakthrough winning 53 of the 298 electoral seats. It is tempting to view Reform's 

elevation to major party status in the 1993 election in the wake of the Consavative collapse as 

inevitable, but there is good reaçon to believe that this was only one of a number of potentiai 

outco mes. While the Conservat ive governrnent had k e n  highly unpopular and the economy 

had yet to recove- the party entered the election period with a new leader, who was more 

popular than any of the other party leaders in the electorate outside Quebec. Kim Campbell 

had orchestrated a rise in the polls that closed the gap between her party and the Llkrals while 

reducing Reform support. There was a possibility of a strong Conservative showing. In fact. 



po 11s sho wed the Conservat ive party trailing the Lliberals by only a few points during the earl y 

days with Reform trailing al1 of the other parties including the NDP. 

The Ideological Cbaracter of the Reform Party 

The formation and history of the Reform party indicate that the Reform party is 

associated with popuikm or alienation fiom the established parties dong with distinct positions 

on fundamental dimensions of Canadian politics. In particular, the party took extreme 

positions on cultural questions such as the piace of French Canada in the federation and on 

questions of the appropriate size of govemment intervention in society. 

Poptrlism 

It is temptuig to atûibute considerable importance to populism as an explanation of 

Reform's success. From this perspective, Reform is following a tradition of western populist 

movements that go back to the rise of the Social Credit and Co-operative Commonwealth 

Federation (CCF) parties (Flanagan and Lee 1991)~. Populism in its contemporary 

rnani festat ion has provided a crucial starting point for Harrison's account of t he Reform party 

( 1995: Harrison and Krahn 1995; H&n et al. 1996). It has also been centrai to other works 

on the party (Patten 1993; Laycock 1994: Barney 1996). While there are obvious reaçons for 

thinking in these terrns, populism is a difficult starting point to justie because the definition of 

the "other." which is essential to populism, can only be understood in t e m  of the party's neo- 

l i  beral and authoritarian positions. 

Discussions of populism of€en begin by recognizing that the tenn is a contested concept 

that has k e n  applied to a variety of phenornena across time and space. While attempts have 

Those hterested in academic treatments of  the early ulist movements in Canada should 
refèr to Macpherson (1 9531, Lipset (1950), Morton (1 8565, and Conway (1978). 
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k e n  made to ident* and classifi populist movements and to ident* the causal factors 

associated with their emergence, there is no widely accepted definition of  the tenn (Canovan 

1981). Rather than engaging in another review of these attempts or trying to create a new 

de finition. the focus here is on the s h e d  aspects of the de finit ion used to understand Reforrn's 

particular brand of popdkm Drawing on Laycock and Sinclair, Harrison defines populisrn as 

--an attempt to create a mass political movement; mobiiized around symbols and traditions 

congruent with the popular culture. which exposes a group's sense of threak arising fiom 

presurna bl y po werful -O utside' elements and directed at its perceived 'peoplehood"'(Harrison 

1995: 5). The key is that populism requires an enemy. 

Conditions in the West no longer resemble the conditions in place during the wave of 

Western protest movements so if populism and protest are important elements of Reform it is 

po pulisrn of a di fferent variety. Who is the enemy? In regional terrns, the enemy for the 

emerging Reform party was central Canada and the political elites who ignore or tread on 

western interests. Consider that al1 observers of the Reform Party identity the awarding of the 

CF- 18 contract to a Quebec h over the more quaiified Manitoba group as the precipitating 

cause for the format ion of the party (McCormick 199 1 ; Harrison 1 995). While 'rhe party of 

the west" is one of the ways Reform has cast itself (Flanagan 1995). regional alienation has a 

limited value as a mobilizing force for a party that is attempting to run candidates in al1 of 

English Canada, 

It is not. however. regional dienation that Lies at the mot of populism according to 

many of the authors. According to Laycock (1 994). the enemy is the special interests. 

"Special interests are identified by Reform spokespersons and internai Reform media as 

feminist lobby groups, native organizations, organized labour, multicultural. iinguistic and 



ethnic groups.. .." (Laycock 1994: 217). h is this defuiition of the enemy that idiorms the 

empirical work by Harrison et al. ( 19%) thaî claims to show Reform's 1993 support in Alberta 

to be largely a populist movement. For Reform, there is an antagonisrn between the public and 

government bureaucracies domuiated by special interests (Patten 1993). The party's advocacy - 
of direct democracy instruments, including referendums and recalL is illustraiive of this line of 

thought. but so is Manning's own philosophy that what should be important in government is 

the "corrunon sense of the cornmon people" (Flanagari 1995: 23). Traditional parties have 

failed to represent this common sense. But this raises the question about the true nature of 

populism as an ideology. 

While the critique of special interests, the advocacy of direct democracy, and the 

rhetorical reference to the common sense of the cornmon people makes the party appea. to be 

more democratic than the other parties, Refonn is not cornmitted to an expansion of democratic 

processes. B y constraining the scope of govemmental decision-making through arguments 

about the proper ro le of govenunent in society. the party is moving toward less democracy 

(Laycock 1994). The andysis of Reform attempts at teledemocracy also reveal its rhetorical 

pursuit of '-the reduction of democratic participation to a series of isolateci transactions in an 

open market where votes are currency" (Barney 19%: 40 1). This suggests that what appears to 

be evidence of populist appeal is really representative of an ideological commit ment to a 

reduced role for government. 

In a recent article. Sigwdwn (1 994) expowds the idea that Preston Manning should not 

be viewed in tenns of the past populist experience in the West. "Manning speaks the language 

of postmodernity" (Sigurdson 1 994: 250) and this is new. Of course, it is a conservative 

postmodemism t h t  is a response to identity claims such as ferninism and environmentalism. 



Populist rhetoric is thus the expression of  a particular kind o f  individualism: an individualism 

t hat does not accept the 'pstrnaterialist emphasis on individuality" (Sigurdson 1994: 273). 

While Manning rnay personally reject ideology, Sigurdson identifies a more coherent 

ideo logical basis to Refonn thought that Links populism with more general conservative 

attitudes. This ide0 logical basis is surprisingly similar t o  the nght authoritarianism discussed 

by Kitschelt (1995). 

According to the investigators of  the Canadian Election Study, Reform did manage to 

capture populist sentiment or aiienation h m  the political system (Johnston et al. 1996a). 

Clarke and Komberg ( 1 996) also fourid that negative attitudes toward a dimension labeled 

parriciparion-representarion. in other words negative attitudes about national parties increased 

the iikelihood of  voting Reform. These attitudes had, however. no effect on the likelihood o f  

vot h g  for the Conservatives. There does appear to be a relationship between support for 

Reform and an antipathy toward the political system even when other attitudes are controlled. 

While Reform does seern to have cüpitalized o n  alienation h m  the political system 

populism may be a problematic starting point for understanding the Reform party's 

development and appeal. The party's advocacy of direct democracy measwes and its attack on  

special interests can be viewed fiom a theoretical position conceniing the proper role of  

government in Society. So to can its position concerning special interests and identity claims. 

This is not to say that populist rhetoric is not important for understanding the Party. As Betz 

argues wit h respect to new nght parties in Europe, "they are populist in their unscmpulous use 

and insrrumen&aiizaîion of the dzyuse public sentiments of anxieîy and disenchantment and 

rheir appeal to the cornmon man and his afiegedly superior common sense" (Betz 1994: 4). If. 



ho wever. popuhm is a rhetorical language of more hndamental ideological principles, it is 

wort h considering those principles. 

,Yenophobia and Neo- Liberalism 

The two ideological characteristics that stand out about Reform are its ethnocentric 

positions on cultural questions and its neo- liberal positions on the d e  of government in 

societ y. A consideration of these ideological traits and their d e  in the 1993 pattern of voting 

establishes a basis for focusing on these dimensions in the hier analysis. In fact. these issues 

have been central to understandings of new right wing parties in Europe (Betz 1993a; Kitschelt 

1995; Taggart 1995). 

I t would unreasonable to suggest that the Reform party shares a xenopho bic or racist 

identity with radical right wing parties in Western European countries. In a recent review of 

right-wing extrernism in Canada, the Reform party was not included as an extreme group 

(Scheinberg 1997) and Canada does not appear to have the pro blems of West European 

countries. Incidents of hate-based crimes targeted at racial minorities or foreigners are not 

comparable to West European countnes and the Refonn party has neither actively promoted 

racist views nor been directly associated with racial violence. Of course, racists have found a 

natural home in the Reform Party. When these have becorne publicly known the party has 

generally acted quickly to distance itself fiom these views and people (Flanagan 1995). A look 

at the policy stances of the Party reveals. however, that xenophobic and ethno-cultural claims 

are important to the party's image. 

The opposition to the Charlottetown Accord and its general reject ion of "special status'. 

for Quebec is symptomatic of the party's xenophobic character in that it represents a rejection 

of a particular vision of the country that understands Canada as a duality or mosaic. Of course. 



there were lots of reasons for rejecting the Accord so we should noi understand it as a rejection 

of Quebec per se. The Relom party bas fùrther established its position on ethno-cultural 

questions in Canada by reject ing federal mult iculturalism and bilingualisrn polic ies. Both of 

these policies can be understood as reflecting a pan-Canadian worldview and a more general 

value of a pluralistic society. The barrage of criticisrns ofthe immigration and refùgee policies 

of the government is finther evidence of its xenophobic character. It rnay be that the Reform 

party is not as xenophobic as many of the new extreme right parties in Western Europe. but by 

Canadian standards Reform is an outlier on this dimension. 

Not surprising, the empirical evidence h m  1993 shows that Reform benefited h m  

ant i-Frenc h and ant i-minority attitudes. There is a clear strong effect of attitudes about 

rninorities on the likelihood of voting Refom The more opposed to an accommodation with 

Quebec and the more opposed one is to multiculturalism and immigration, the more likely one 

is to vote Reform (Johnston et al. 19%a). 

Despite Manning's personal desire to buiid a non-ideological party (Flanagan 1995). 

Re forrn has always k e n  a party of t he right on econornic questions, reflecting a nediberal 

ideo logical perspective. A neo-liberal perspective is one c haracterized by a desire for market 

rather than government allocation of scarce rewwces leading to an overall reduction in the size 

of the welfare state (Kitschelt 1995). There was an ovenvhelming consensus among delegates 

to the Reform Assembly in 1 992 on questions of govemment spending and the consensual 

position was on the extrerne conservative end of the scale (Archer and Ellis 1 994). While 

polit ical elites and party activists may have recognized the party's ideological distinctiveness. 

the party did not focus on the deficit/ role of govemment dimension. It was m t  until the pre- 

writ penod (spring 1993), that Manning outlined the party's plan to downsize the federdl 



cabinet and reduce the deficit to zero in three years (FIanagan 1995). According to F k n a g a  

the plan received newspaper coverage but Little attention in the electronic media and was 

subsequently dropped as a focus until its re-release on September 20' (1995). 

Neo-liberalism clearly emerges in the analysis of the Reform vote. "Refonn noseci the 

Consenratives off capitalist M. supplanted them as the most credible party o f  the economic 

right. But they did so mahly be shifting the content ofthe henomic right. away h m  

continentalism and the deficit to mi-welfare state appeals" (Johnston et al. 19%a: 9- 10). On 

economic questions the Reform and Conservative parties were quite different. Those voters 

who were on the deficit pole of the macroeconomic dimension and those with a conthentakt 

position on the sale with the same name were more Iikely to support the Conservative Party. 

An ant ipathy toward the weifàre state. however, significantly increased the iikelihood of voting 

Reform. The macroeconomic and wellàre state s a l e s  capture two sides of wnservatism. 

Concem with rnacroeconomic policy is rooted in the pst- World War II consensus about the 

welfare state. while concern about the welfare state is more reflective of a neo-liberal 

ideological position 

The Social Basis of Rejàrm and P a q  Systern Change 

An analysis of the s i a l  structure to Reform support also highlights important aspects 

of Reforrn's appeal. Reform was clearly the party of  the West, but supporters were also more 

l i  kely to be non-European, male, and h m  non-union families (Johnston et al. 1 M a ) .  The 

eender gap in Reform support is not surprising given both that the leader of the Conservative .- 
party was a women and that Reformos positions tend on average to run contrary to positions 

held by the average woman. Women were just unlikely to defect to Reform from the other 

parties. Despite its onguis on the prairies, the Reform party is not a tàrmer's party per se. It is 



a party of the urban middle class. As one ecobgical analysis has indicated 'rhe party did best 

in affluent. rural. Protestant electorates with fewer non-EnglisW French speakers" (Eagles et al. 

l995:23). 

Reform party members are largely former Conservative supporters but the argument is 

sometimes made that Reform is a h  reaching out to previously unmobilized voters 

(McCormick 1991: Archer and Ellis t 994). While this latter point rnay be somewhat true of 

party members, the pst-election survey showed that a b s t  ali of Reform support came from 

previous Conservative voters (Johnston et ai. 1 996a). As Johnston et al. recognize, this is 

prima fac ie evidence that Re form represent s a shi fi within an ide0 logical family (Barto lini and 

Mau 1990). 

The Reform party garnered support fiom adistinct dientele. Refiecting its willingness 

to take unique positions on cultural questions like the place of French in Canada and policy 

toward mino rit ies. Reform voting was associated with anti-French and anti-minonties 

positions. In addition. Reform carved out a distinct clientele on economic questions. An anti- 

welfare state scale. which is closest to reflecting neo-liberal ideas. was the fimdamental 

economic dimension that signalled out Reform voters in the analysis by Johnston et al. As 

expected. the party a b  benefited f?om general feelings of alienation and populisrn The 

question is how did these pst-election relat ionships ernerge in the mass public. 

The Campaign 

The 1993 election campaign began on September 8, 1993 and ended 46 days later on 

Octo ber 25. As mentioned, the 1 993 carnpaign began with the Conservative party apparent ly 

in a close race with the Liberals (Johnston et ai. 1994), but the Conservative campaign 



unravelled. The unravelling le fi no question about the ke ly  outcome of the campaign and 

certainly contributed to Reformas success. 

The analysis in this and the remainder of the thesis focuses on the English campaign; 

the carnpaign outside of Quebec. Reform ran no candidates in Quebec so there was no 

potential for the Quebec electorate to play a direct role in Refonds rim. The exclusion ofthe 

Quebec electorate is also possible because of the unique nature and oflen independence of t he 

party campaigns in the two electorates (Johnston et al. 1992; Johnston et aL 1996a). Of course 

it needs to be remembered that for the Liberal and Conservative parties the campaign was 

k ing waged in both electorates not just the English one. 

Each of the parties entered the campaign with a strategy, which they rnodified to reflect 

changing events and other party strategies. Given that Chrétien was not the party-s biggest 

asset. the Liberals entered the campaign emphasizing the team around their leader and a plan. 

The plm. called Creating Opportuniîy or the Red Book, was released on September 1 5 with an 

emphasis on jobs tempered by fiscal responsibility. While the plan was only a general outline. 

it was costed and certainly represented a fairly clear staternent of the policy direction of a 

Liberal govemrnent. The Conservative strategy was to rely on their new leader and steer a 

moderate course o n  policy. The party cornmitted itself to maintahing social program while 

reducing the deficit and govemrnent expenditures. In retrospect it is easy to see that the 

Conservative message was not a rhetorically easy one to convey in cornparison with the 

message of jo bs and hupe on the lefl and the dramatic approach to deficit reduction advocated 

by Reform on the right. 

The Reform strategy was originally conceived in three phases (Flanagan 1995). The 

first phase was to last a week and would feature voters as the driving force of the campaign 



discourse rather than the release of Reform pokies. The second phase was to foçus on Reform 

policies and the final phase was aimed to counter voter fears that a vote for Reform was a 

wasted vote. The strategy provided considerabfe %ope for flexibility. bianning; "could go to 

the right with Zero in Three or to the centre with the New Economy" (Flanagan 1995: 138). 

Zero in Three refers to the Reform cornmitment to reduce the defkit to zen, in three years with 

significant cuts in public expenditures, while the New Economy position, according to 

FIanagan ( 1995) is a more centrist poslion that hcused on the need for government and 

society to adjust to the changes b m  a resource and industrial to a service and information 

economy. As the campaign unfolded the Zero in Three strategy was undertaken and Reform 

became positioned solidly on the right. 

Figure 2-3. Party Sbares of Vote Intentions Outside of Quebec 
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Frorn the election study data one can constmct a clear picture of the campaign 

dynarnics in vote intentions for the parties. Figure 2-3 makes clear that there was almost no 

substantial change in Refonn intentions over the füst 14 days of the campaign in the non- 

Quebec electorate. From that point. intentions increase fairly gradually until they peaked about 

I O  days before election day. In the kst week, intentions then feu back. While the pathof 

Reform intentions was graduai, it appears to have been precipitated by the drops in 

Conservative support; around September 20" and October 12" of the campaign (Johnston et al. 

1 994). Some of the early Conservatives losses were absorbed by the Liberal party. but Reform 

was a part icular beneficiary. especially in the middle of the campaign. 

Table 2-1. Key Events in the 1993 Election Campaign 

Date C l  

8 September 

26 
3 October 
4 

5 

Start of Election Campaign 
Liber* release Red Book Crearing Opport uni& 
Reform releases "Zero-in-3" Deficit Plan 
Campbell says election campaign not time to discuss social program 
Manning anno unces t hat Re form government would reduce restrictions 
on provinces in the Canada Health Act 

E lec t io n advert is h g  beg ins 
French langwge debate 
English language debate 
L iberal Fundrais ing controversy. 
Manning proposes withdrawing h m  NATO 
Pearson Airport Controversy begins 
John Beck. Reform candidate. makes racist remarks 
Conservat ive advertisement usïng unflattering picture of C hrétien 
Election Day 



The description o f  the path of  vote intentions is iateresting, but it is an incomplete story 

of the campaign without a consideration o f  key events and their potential impact on the 

changes in vote intentions. In particular, the unravelling of  the Conservative party during the 

campaign is at least partly linlced to three events during the campaign; two gaffes and a 

controversy over a Conservative po litical advertisernent. The next step is to fil1 in some 

narrative using the events temporally listed in Table 2- 1. To maintain the ernphasis on the 

dynamic changes in intentions, the events are also represented on Figure 2-4. whic h plots the 

shares of vote intentions for the two main dynamic parties. Reform and the Conservative 

parties. 

Figure 2-4. Campaign Events and Support for the Reform and Conservative Parties 
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A Troztbk J Campaign: The Conservarives 

Going into the carnpaign the Conservative party's biggest asset appeared to be their 

leader Kim Campbell. As discussed eartier. she was the most popular leader and had managed 

to turn Consexvative fortunes around. It appears, however. that a combinat ion o f  the party's 

strategic difficult ies. the increased scrutiny of the campaign, and poor campaign decisions 

contributeci to a carnpaign collapse in support. 

The campaign got off to a rocky stiat for the Conservatives and their leader Kim 

Campbell. On the day she announced the election day. Campbell was asked by a reporter 

when the unemployment rate would drop below 10 percent and her remarks were understood to 

mean t hat unemplo yment would not reach this point t il1 the year 2000 (Campbell 1 996). The 

remarks played into the definition of the campaign as provided by the Liberal p w  which was 

focusing on jobs and h o p .  This Fust gaffe was foUowed up by a second a nurnber of days 

later. In t his second case, the NDP claimed to have a copy of a secret Consetvat ive plan to cut 

social propams d e r  the election and Campbell both denied the existence of the plan and 

stated that an election campaign was not the nght tirne to discuss social programs. Johnston et 

al. ( 1 994) suggest that the second gaffe was important not only because it reminded voters of 

the untmstworthiness of the previous Prime Minister but a h  because it signalled Campbell's 

weak commit ment to deficit reduction. 

Gaffes are, of course. constnicted. Jean Chrétien made a similar comment to 

Campbell's about his plans for social programs laie in the campaign without any serious fall- 

out. This statement did not becorne a gaffe for a nurnber of reasons. The îkst is that Chrétien 

was king pushed for more details in the context of a Liberal campaign that had already 

provided some policy detail. Campbell had pmvided no such detail when she made her 



remarks. The second is that Campbell made her comment as the leader of a government that 

presumabty had people working on social program r e f o m  In this context, Campbell's 

comrnents looked like the Conservatives were withholding their plans and unwilling to treat the 

public with respect. 

The third reason is that Campbell's comrnents were interpreted as gaffes because they 

fit a more general pattern of negative treatment for fernale candidates (Kahn 1992: Kahn and 

Go ldenberg 1 99 1 ). This explanation has k e n  çonsidered by some researchers and some 

ernpirical evidence supports more negative coverage for Campbell compared with the other 

leaders (Frizzell and Westell 1994; Gidengil and Everitt 1997a; Gidengil and Everitt 1997b). 

According to the gender argument, Campbel1 was punished because she did not accept 

traditional. male campaign n o m  and practices. She was attempting to "do politics 

differently" by acknowledging the dire nature o f  economic conditions. It is difficult to evaluate 

the accuracy of the gender explanation for the 1993 case because more than just gender 

separates Campbell fkom the other candidates. For example. while Campbell appeared to be 

the Conservative party's biggest asset. the leader of  the Liberal party. Jean Chrétien was not 

particularly popular and the Liberal party strategy was to focus on the tearn and the platform. 

not the leader. As Just et al. (1996) have argued, the news media tend to reach a consensus 

about how to report each leader based on their perceptions of the campaign. which means that 

candidate coverage will be h d  in terms of the narrative the journalists have in mind. Since 

the Conservative story was Campbell, her staternents took on importance in the campaign 

unlike those of any other leader. This could have benefited Campbell or amther leader. but 

Campbell never managed to articulate a message. 



Regardless of the reason for the construction of Campbell's çomrnents as gaffes. the 

cornments in themselves are uniikely the driving force behind the drop in Conservative 

support. Conservative party support held and perhaps rose after the writ was dropped and then 

was clearly declining before Campbell made her statement about being unwilling to discuss 

social programs during the election campaign. Of course, the gaffes were just the most visible 

manifestations of a troubled campaign. 

In addition to the gaffes, the Consewative par& was also hurt by its own advertising 

strategy. In particular. the Consewative party strategy to heighten its attacks on the Liberal 

leader with a an attack advertisement on the 1 4 ~  of October backfiued. The ad. which asked 

vo ters to consider the Liberal leader Jean Chrétien as a potential leader of the country. used an 

unflattering photograph whic h appeared to attack Chrétien's facial disability. The Liberal 

response to the ad was speedy. On both CBC and CTV the news reported Chrétien's response 

to the ads: "They tried to make fÙn of the way 1 look. God gave me a physical defect. And I've 

accepted that since I'm a kid" (CBC News, October 15. 1993). Even Conservative candidates 

spoke out against the ad and called for an apology. which Campbell provided as she pulled the 

ads. While Tories claimed that focus groups did not interpret the ads as making iùn of 

Chrétien's face. the story in the press played on this aspect. Of course. the story was fiamed by 

the desperat ion which precipitated "going negative" and the fiacturing of the Conservat ive 

party t hat the ad controversy created. Conservative candidates. including Campbell herself. 

were unprepared for the ad and the possible backlash. Conservative ùisiders claimed that 

internai po IIing simwed the ad was working when it was pulled (Woolstencro fi 1994), but the 

evidence in Figure 2-4 suggests that the ad controversy generated a h l  drop in support for the 

Conservatives. 



As JO hnston et al. note, Campbell seems central to the Consenrative collapse - and the 

original Conservative pre-election growth, but neither of the gaffes attn'buted to her by the 

media seerns decisive. tt is more Lely that Campbell's staternents becarne gaffes because 

reporters and journalists were already disco unting the Consenrat ive party's chances. In fact. 

Campbell's inability to articulate a commitment to deficit reduction meant that the 

Conservative party basically abandoned the right, thus opening itself up to the Reform party 

challenge ( Flanagan 1 995). 

The Roud to Success: The Reform Cumpaign 

The key strategic decision on the part of the Refonn party was to focus on the 

distinctive policy of a zero deficit in three years. While Refonn was largely a beneficiary of 

the campaign and its emphasis on the deficit. the Conservative Party was not the only party to 

suffer fiom negative campaign events. Flanagan's treatment o f  the campaign signals out three 

events that were potentially problematic for the Party. The frst involved the Reform party 

position on health are. The second involved Manning's statement that he favoured Canada's 

withdrawal fiom NATO. The third invo lved allegations of racism in the party. 

Despite the lack of a systematic advertking strategy and the absence of O bvious shifts 

in intentions aitributable to the debates. the Reform party managed to successfùlly mo bilize 

voters as t t:e campaign progressed. The mo bilization process begins sometime afier the 20" of 

September; the day that the party re-released its Zero-in-three deficit program. While the 

release itseff is unlikely to have produced the observed shift in intentions. the announcernent 

did affect the campaign. "The other parties attacked it so vigorously t hat it took on a life of its 

own and set the tone for the rest of Reform's campaign" (Flanagan 1 995: 146). There is 

evidence that Reform's commitment to reduce the deficit is related to its mobilization efforts. 



Accompanying the surge in Reform vote intentions were changes in the perceived crediiility o f  

Reform on deficit reduction and the importance of  attitudes toward the deficit and welfàre state 

for Reform vote intentions (Johnston et ai. 1994). In combination with other policy positions. 

the Reform party clearly was positioned on the right. 

The first potential gaffe for Reform was Manning's revelation about Reform's health 

care po lic y. In response to a question on September 25? Manning said that a Reform 

governrnent would reduce restrictions in the Canada Heaith Act on the provinces and thus 

"open the door to extra billing. user fees and private hospitals" (Flanagan 1995: 15 1). 

According to Flanagan. the Reform party platfonn did not go this f a  so Manning opened 

himself and the party to attacks h m  the other parties. In effect, the statements about heaith 

care were symptomatic o f  positions that Reform was had already made inciuding its 

will ingness to reform both old age security and unemployrnent insurance. Both of  these 

reforms would have reduced the d e  of government and thus scaled back social program 

spending. Despite the partisan attacks that followed the incident. there is no obvious negative 

effect on Reform support in the graphical evidence. 

The second event was Manning's amouncement on October 5' that he thought Canada 

should withdraw h m  NATO. This statement represented an explicit contradiction with the 

policy documents which support both NATO and NORAD (Flanagan 1995). Manning quickly 

acknowledged his mistake and given the Iow salience o f  foreign afFairs questions. the story was 

quic kly forgotten. 

On October 1 3? the news media revealed that one o f  Reforma s Ontario candidates had 

made and was standing by racist comments. The failout of  the story fontinued for a couple o f  

days. It was reported that John Beck had suggested that Unmigrants were criminals and were 



taking jobs away &om white Canadians. Manning responded quickly by asking Beck to resign 

but then spent the next few days explainhg how such a person rnanaged to becorne a 

candidate. Inevitably the Li& even if weakly, was drawn between Beck' s interpretation of the 

immigration problem and the party's controversial immigration policy. While there was no 

other evidence that Beck was more than an anomaly. the incident did send a signal to voters 

that racists were the kind o f  people who would be supporters of the Reform party regardless of 

the actual policies of the Party. As mted earlier. Reform had staked out relatively extreme 

positions on the issues of immigration and muhicuhuralism and these attitudes were associated 

with Reform voting. 

Of the three events the first and the last seem the most likely influences on the 

campaign because the second issue did not generate a controversy on which o t k r  parties or the 

media could focus their attention By announcing his willingness to see health care 

fundamentally changed in the interests of reducing the deficit and the size of  government. 

Reform's comrnitment to deficit reduction and limited government were clearly established. 

While this has no noticeable effect on the share of Reform support. it set the agenda for 

partisan attacks and media coverage. In the sarne Light. the Beck incident may have had a more 

direct impact through shifiing the issue discourse of the carnpaign to other aspects of Re form 

identity. Since Reform's share of the vote outside of Quebec does slide back in the last days of 

the carnpaign. there is some indication that the Beck incident mattered. 

Smoorh Sailing: The Liberal Campaign 

As ment ioned earlier, the Liberais started the çampaign ahead of the other parties and 

the net impact of the Conservative collapse was a sure Liberal wùi. It is. however. worth 



not hg several characteristics of  the campaign and events which could have affected the 

outcorne. 

The Liberals had a bold and risky strategy. Several days into the campzign, the whole 

Liberal platform was released instead of releasing a policy position on each day. Chrétien then 

used the platform - the Red Book - as a prop; carrying it with him and çonfidently asserting 

that he had a plan. Of course, while the platform did suggest a general direction for 

eovernment. it was ofien short of specifics. In addition, the campaign was well managed and 
k 

appeared to run smoothly both operationally and in terms of responding to campaign events. 

Most notably. the Liberals responded immediately to the Consemative ad attacking Chrétien. 

On October 5". the Liberals were caught in a fùndraising contmversy. Chrétien 

attended at $1000 per person fûndraising dinner in Montreal. The implication that was drawn 

was t hat Chrétien was s e h g  access and influence. Despite the potential for this to have 

negative impacts. for the most part the issue dropped fiom news coverage almost immediately. 

The press and the other parties were more interested i? the Pearson Airport issue. 

The Pearson Airport controversy amse basicaily out of nowhere near the end of the 

campaign. The Conservative govemment had negotiated a deal to lease the terniinals of the 

airport in Toronto to a consortium in retuni for receiving al1 of the profits the consortium 

would invest money to revitalize the terrninals. The governmnt actually signed the contract 

on October 7? which raised the ire ofthe Liberal and NDP parties. Complicating the picture 

were allegations of political comption. The NDP promised to cancel the deal while the 

Liberals started off hesitant about their plans except to say that they would review the deal. By 

the end of the campaign the Liberals were çounding more and more Iike they would cancel the 

deal. 



For the most part, the L ~ k r a l s  were able to nin the campaign in the manner they 

envisioned. The campaign began with a focus on  jobs and the economy which benefited the 

L iberals and once the Conservative party fell in the poüs, the L ~ k r a l s  had to sirnply avoid 

hurting themselves. W e  there were a couple o f  incidents that were potentially problematic - 

the fimdraising issue and the remark on  social programs discussed above. these events did not 

appear to fùndamentally change the Liberal prospects. 

De bates 

In 1993. the party leaders took part in two debates: one in each of the two officia1 

languages. The French debate took place fist on  October 3rd fôilowed by the English debate 

on the 4". Manning gave a brief statement in French but did not participate in the French 

debate. Although debates have fiiniished mernorable exchanges and served as pivotal points in 

election campaigns (Johnston et al. 1992: Fletcher 1988; Lanoue 1991). the 1993 debates were 

rather une~entful .~  In a mernorable exchange in 1984. Mulroney pointed his h g e r  at Turner 

and said. 'You had a choice" - referring to Turner's patronage appointments iinked to Trudeau. 

From the perspective of the path of  vote intentions in 1993, debate performance rnay have 

helped solidi@ Reform support because Manning appeared as a serious leader. The failure of 

Campbell to score a winning attack on Chrétien may ultinmitely mean that the debate failed to 

reverse the Conservat ive do wnward trend. 

9 Voters clearly interpret debates throu h a partisan Iens thereby reducing the effect of  debate 
performance on the outcome o f  the e f ection (LeDuc and Price 1985; Sigelman and Si elman i 1984). The first study o f  debates - the 1979 debates - found no effects (J-eDuc an Pnce 
1985). Subsequent studies o f  the 1984 and 1988 election debates have found effects 
(Johnston et al. 1992; LeDuc 1990). 



Party Advertising 

Party advertising began on September 26" and was dominated by the Conservaiive 

party. It seerns reasonable to specuiate that advertising played only a small ro le in the 

campaign dynamics of 1993. As Figure 2-4 demonstrates. the critical moment of Conservative 

losses and Reform gains had aiready passed before advertking began. Advert king may have 

consolidated the shifi to Reform, but even this possiôility is coumer-intuitive. First. Reform 

paid for almost no advertising. preferring to rely on a populist carnpaign and the news media 

As a result. few viewers were exposed to pro-Reform messages in advertising. Second. the 

Co nservat ive party m o n o p  lized the advert king campaign to no apparent avail. Advert king 

rnay have prevented the Conservative slide in the polis for two weeks in the middle of the 

campaign but as discussed earlier. it may have precipitated the final slide. The only possibility 

is that anti-Reform messages rnay have helped voters figure out where they properly belonged 

and. or stopped the rise in the polis over the last week of the campaign. 

Data 

The data used throughout the thesis comes fiom two prïmary sources. The 1992-93 

Canadian Elect ion Study, which features a rolling cross-sectional survey design. provides the 

data on  the public's party preferences. Data about media content comes fiom a content 

analys is of television news originally conducted by the National Media Archive (Fraser 

Inst itute. Vancouver, B.C.). 



Public Opinion Data 

The 1992-93 Canadian Election Study is a combination of two-wave panel during the 

1 992 Charlottetown referendum and a three-wave panel study of the 1993 election. I o  In the 

election study component, each respondent is interviewed once during the carnpaign and then 

twice after the election - a pst-election telephone survey followed by a rnailback 

questionnaire. ' ' Sincr no new respondents are added for the pst-election sweys. the nurnber 

of respondents drops as one moves h m  each successive wave. The campaign wave survey is 

the most significant feature of the study because its design produces a rolling, cross-sectional 

survey. Before the study began, a random sample of the national population was drawn and 

then parts of the sample were released on a day-by-day basis over the 45 days of the carnpaign 

study. So for every day in which they were in the field, the election study team interviewed 

what amounts to a random sarnple of Canadians. The design means that approximately 90 

respondents (approximately 70 in the non-Quebec sample) were h t e ~ e w e d  on each of the 45 

days of the study and each day can be thought of as a 6esh random sample. 

The 1992 referendum study was similar but the additional feature of importance here is 

t hat some of the people who were surveyed in 1 992 were also surveyed as part of the 1 993 

study . This al10 ws one to compare attitudes and behaviour of the same individuals in 1 992 

with 1993. In a number of places, this kind of analysis is undertaken. 

I O The 1992-93 Canadian Election Study was supporteci by the Social Sciences and Humanties 
Research Council of Canada The CO-investigators included: Richard Johnston. André Blais. 
Elisabeth Gidengil. Neil Nevitte and Henry E. Brady. None of these individuals or 
institut ions are responsible for the interpretat ion of the data provided here. 

I I  For more information on the desi of the Canadian Election Study see the technical 
documentation (Northrup and Oram p 994). 



Media Content Data 

The media data were originally coilected and analyzed to serve the interests of the 

Nat ional Media Archive. whkh monitors media practices and is particularly concemed with 

questions of faimess in the coverage of different networks. The National Media Archive 

transcribed election stories o f  the two major English language daily national news broadcasts 

(CBC and CTV). Each transcript was then broken into codeable phrases that varied in length 

but captured a particular idea or referencs. Thete are 14,327 d e d  bits contained in 53 1 

election stories during the forty-five days of the campaign (Septernber 8- October 24, 1993). 

Each bit was then assigned a code for who spoke the identified phrase and their partisan 

afi-liation: the party that was discussed in or targeted by the phrase; the valence of the phrase 

(positive. neutral. or negative); and. whether the phrase involved a discussion of the campaign 

(if so what aspect?) or a particular issue (if so what issue?). The coding was undertaken by two 

coders and a random sample of  the data was checked for intercoder reliability (r = 0.87) 

(-Miljan 1994). 

The Archive did not attempt to code the visuals that accompanied the spoken words in 

the television news. While there is reason to believe that visuals do matter. a content analysis 

of visuals could not be easiiy or practically combined with the textual content anidysis. In fact. 

most analyses and discussion of the impact of visual messages on television suggest that the 

impact involves the tone rather than the content of the message. For example. a pleasing visual 

of a campaign event is presented with a text that points out the manipulation of the event or a 

party advert isement is presented with an analyst pointing out the errors. 

The media data are clearly not a complete record of the news coverage of the 1993 

campaign. Neither newspapers, radio nor local television news coverage of the campaign were 



coded. A reliance on television news in the analysis is j ~ i f i e d  for a number of reasons. The 

tüst is that the two national network news broadcasts have a large naîbnal reach. Given that 

local networks cannot &ord to devote reporters to the party campaigns. most local news will 

either offer information about local candidatesi2 or use national stories taken fiom the news 

organizations of the major networks. The second is that the news is Likely to be sunilar 

regardless of the medium (Wagenberg et al. 1 988). The third is that votas tend to rely on 

television news as their main source of uiformation about the campaign. As a practical matter, 

the study of newspaper coverage is made dificult in Canada because of the lack of a truly 

national pawr read by a large cross-section of Canada 

It might be objected that Reform's regional base in the West wodd lead us to expect 

regional coverage to be more important than the national news broadcasts. W e  this is an 

int uit ively like ly possibilit y. there are both practical and conceptual reasons to emphasize 

national coverage. One of the practical difficulties is that television news is effective ly 

national and local rather than regional or provincial and there is no archive of this material that 

is easily availabie. It is also true that Canadians generally get their national news fiom the two 

major network news broadcasts (Johnston et al. 1992). Finally, it should be also noted that past 

research has sho wn that coverage tends to be similar even when one compares regional 

neulspapers with the national broadcasts (Frizzell and Westell 1989). At a conceptual level. 

national television news is the logical focal point for parties trying to run national campaigns 

(Johnston et al. 1992) and Reform was clearly trying to be more than a regional party. This 

" The role of information about local candidates in the election outcome is understudied but 
believed to be small. Local information about how voters in the ridin will vote is the key to K eficient strategic voting but the absence of local polls makes t s information either 
unavailable or culative. Despite the fact that voters cast votes for local candidate rather 
than the ~rirneEinister or part . the general approach is to treat voting in Canada as the 
expression of national party pre f" erences (cf. Ferejohn and Gaines 1 99 i) .  



suggests that national news is the place to focus in unlocking the relationship between the news 

coverage and the campaign. 

The data collection and analysis of the National Media Archive has been the subject of 

acadernic dehate (Hackett et al. 1992; Miljan 1992). While the debate suggests potential 

weaknesses with the early data it largely revolved around the use and interpretation of  the data 

The data are k i n g  used here in a fairly limited manner and there is no reason to believe that the 

coding of the party king discussed aspect of the analysis would be subject to systematic biases 

that would produce the shifts in coverage identified here. As a validation check the author 

examined one half O f the original transcnpts and their coding to ident @ if just such a problem 

existed. 

According to the National Media Archive coding. approximately 66 percent of 

televisio n news coverage of the 1 993 campaign was about the campaign - including such 

t h g s  as references to the leaders, party strategy and the horserace - rather than the substantive 

issues (Table 2-2). This leaves the remaining 34 percent to be about issues. which is çomewhat 

Iarger than the amount of issue coverage in other elections in Canada and abroad. Table 2-2 

also breaks down the coverage withùi each of issue and campaign coverage into a number of 

categories. 

Almost a third of campaign coverage was devoted to profiles of the campai@: its 

organization party promises, and advertking. Another 1 1% was devoted to more general 

coverage of the parties including theù membership, candidates, and unity. Approximately 19 

percent of campaign coverage was devoted to leader profile coverage. Coverage that was 

explicitly about polls. party popularity, or the outcome of the election was coded as horserace 

coverage. which represented 19 percent of campaign coverage. Another 16 percent of coverage 



was associated with a more general coverage of voter expectatioos and feelings that were not 

exp lic it ly horserace. The debaîe generated 2 percent of t he coverage. Except perhaps leader 

coverage. t here are no clear reasons why dflerent kinds of campaign coverage data would have 

different kinds of effects on the relationship between issues and Reform support during the 

campaign. For this reason the subcategories are no< considered in and of themselves. 

Table 2-2. Type of Television News Coverage 

Type of C o v e r a c  - Amount of Coverage 
Issue 33.Fh (4431) 

Economic Policies 
Job creation/unemployment 
DeficitIDebt reduction 
Free Trade 
Other Economic 
Social Programs 
Cu hure, Ethnoçentrism, Moral Issue 
External A ffairs. Defence. Hel icoptors 
National Unity 
Government Reform 
TOTAL 

Non-Issue Coverage 66.1% (8648) 
Campaign Profile. Organization. Strategy 29,8% (2576) 

Leader Prof? le 18.6 ( 1607) 
Horse Race: Poils. Popularity 18.5 (1599) 
Voter Mood 15.8 (1369) 
Party Profile i 1.3 (974) 
Debate 2.3 (195) 
Other 3.8 (328) 
TOTAL 100.0 (8648) 

TOTAL 100Yo (13079) 

There is considerable diversity in the kinds of issues that received coverage in the 1993 

elect ion: reflecting the lack of an organizing issue like the Free Trade Agreement. Social 

programs received the single highest amount of coverage, but together a diversity of economic 

issues was clearly important. National unity, despite the recent constitutional failures and the 

presence of the BQ and the Reform party received a small relative share of news coverage. No 



doubt. this reflects the unwillingness of the parties thernselves to talk about the issue. The 

news agenda and its implications are taken up in Chapter 4. 

Discussion 

There is no question that electoral support for Reform grew during the campaign. The 

party entered the campaign wïth a small relative share of the rote, but the campaign produced a 

dramat ic change in Reform fortunes. Two promiwnt nones emerge h m  an analysis of the 

campaign. The first is the drarnatic coliapse in Conservative fortunes. The second is Reform 

rise in the polls. M i l e  the race was close for the fust couple ofweeksofthe campa@. the 

Liberals never trailed in the electorate outside of Quebec. M e r  the collapse the outcome was 

never really in doubt. There was sorne speculation about a possible minority govemment but 

no other party was a serious contender for govenunent. 

Given t hat the Conservative and Reform parties were compet ing for the support of 

some of t he sarne people. how did the Conservative collapse set the stage for the Refotm rise in 

support? To answer this question one needs to consider the news coverage. How was the 

Reform party covered by the television news media and what was the relationship between that 

coverage and rnass support? 

More specifically. the narrative of the campaign and the pst-election analysis suggests 

that Reform was able to capitalize on the abandonment of the right by the Conservative party 

by stressing the party's position on the deficit and welfàre state. Did Refom's position-taking 

on the role of goveniment get reflected in news coverage? If the answer is yes. did this 

coverage help mobilize voters who were predisposed to support Reform? And. how? 

1 f the party's positioning on the weifâre date dimension affected voter support early. 

what effect did the John Beck incident have on Reform support. Reform is clearly positioned 



as an opponent of govemment po iicies with respect to immigration, multiculturalism and 

bilingualism. The party also benefited t?om these feelings within the electorate. Were culnual 

issues a fùndamental component of Reform's news coverage? Did the campaign affect the 

importance of these attitudes or was it irrelevant? It is possible that the public was aware of the 

party's position on cultural questions as a result ofthe referendum on the Charlottetown 

Accord and therefore would be unaffected by new information about the second issue 

dirnens ion. 

Two issue dimensions - welfare state and cultural - were clearly important for 

understanding who voted for Reform on election day. The rernaining five chapters address the 

process by which the campaign mobilized voters with these characteristics and thereby 

increased Reform support. How did the information flow of the campaign change the cues. 

especially the issue cues, which voters were exposed to? What were the effects of this 

inforrnat ion flow on the presence of priming. leaming. and persuasion within the electorate? 



CHAPTER 3: THE CHANGJNG INFORMATION FLOW 

Media Attention and Popular Support for an Insurgent Party 

They [reporters] may be only minimally 
influentiai, as when they accelerate 
trends that are already underway and 
likely to continue. But they may also be. 
at least occasionally. highly influential. 
as when çoverage af5ords as essential 
advantage to a candidate w b .  if press 
attention had been directed elsewhere. 
would have fallen by the wayside. 
Zaller with Hunt (1 994: 3 77). 

Did Reform benefit fiom changing evaluations o f  newsworthiness or did coverage of 

Reform largely follow Reform support? The amount of  attention which political parties and 

candidates receive f?om the mass media at election time can be influenced by an array of 

sometimes opposing factors. A nom of equitable attention may be applied. but in particular 

media systems or campaign situations such a principle may be modified or overridden by news 

values and even journalistic judgments about the political significance or popular support ofthe 

contenders. When minor parties or new parties are competing the tension between the nom of 

equitable attention and news values is especiaiiy important for two reasons: first because their 

coverage prospects are more uncertain and difficult to predict; and second because they are 

often more dependent on media attention for popular recognition and hence for support at the 

polls. 

The evidence presented here suggests that the relative attention to Reform as compared 

wit h the ot her parties in the news media undenvent dynamic changes. At the beginning of t he 

campaign attention to Refonn was minimal, but midway through Reform becarne a significant 



player in the news drama Since there is good reason to believe that coverage and support will 

be related the analysis seeks to establish which series changed fùst. The evidence both 

establishes the causal direction for 1993 and provides empirical support for the idea that there 

is an underlying equilibrium between average and political suppon for a Party. 

Balance and Party Access 

While not a sufficient condition for attracting electoral support. news coverage should 

be viewed as a necessary condition for electoral success (Zaller and Hunt 1995): in the absence 

of information and cues, voters are less likely to support a candidate (Bartels 1986). While a 

focus on attention sets aside the question of the tone of the coverage. attention is not trivial. 

Attention rneasures are indicative of the likely penetration of uifûrmation about the candidate 

in the mass public. For new parties or candidates. media attention is particularly critical 

because voters will be initialy unfarniliar with them. It is. therefore. essential to establish the 

ba i s  for how the news media allocate news attention. 

In principle. the balance of partisan attention is a question of faimess (Robinson and 

Sheehan 1983). If  a Party is ignored in the news media then it has a legitirnate basis for 

arguing that the news media are biased against it. Of course. balance cannot be equated with 

equal attention. since parties are different. As a resuk the standard of faimess is likely that 

equal candidates will be treated equally. 

The evidence tends to support a view of the news media that places a high priority on 

ensuring fair attention, but there appears to be an important difference between the approach to 

balanc ing the partisan shares of news coverage in the United States compared wit h Britain and 

Canada In the two parliamentary democracies, the media, and the electronic media in 



particular. are more conscious of the attention parties receive in the news media and make pre- 

carnpaign deterrninat ions of what constitutes "fair" coverage. 

If t he media in Bntain and Canada are more likely to make pre-campaign 

determinations of how they wili aliocate coverage, how do they establish what is fair? The 

proport ion O f coverage a party receives in Canadian elections has historically k e n  similar to 

the share of t he popular vote received in the previous election, whic h has led one author to 

labe 1 the practice a convention (Fletcher 1987; Fletcher 1988). The effect of uskg the previous 

eiectoral standing anchors the coverage to the party system and thus gives incumbents an 

advantage and penalizes minor parties. An alternative approach is adopted in Britain at least 

for television news coverage. Parties are allocated a proportion of the news based on the 

formula used to allocate kee t h e  advertking (Semetko, Blumler, Gurevitch and Weaver 

199 1 ). which in practice produces similar results to those found in Canada. Newspapers in 

Britain. especially the tabloids. do not however observe this convention 

A clear standard of faimess in Canada and Bntain is accompanied by a conscious effort 

to achieve balance as decided upon. Semetko et al.'s comparative anaiysis of newsroom 

attitudes in American and British newsroorns found that television news workers in Britain 

place a prerniurn on equity such that they keep track ofthe partisan disuiution of coverage 

(Miller et al. 1989: Semetko et al. 1991). In contrast. American reporters and producers neither 

rnonitor nor commit thernselves to balance. Although he provides no empirical support for his 

argument, Fletcher (1 987) claimç that news organizations in Canada monitor their own 

coverage to ensure it reflects the convention concerning the appropriate allocation of coverage. 

In the United States there is no clear standard for determining '-fair" or "balanced" 

coverage and no accompanying news room cornmitment to monitor o r  enforce it. Most 



O bservers have found balanced coverage in the U S -  while acknowledging some deviations 

(Graber 1989; Robinson and Sheehan 1983). The key is that coverage decisions will be more 

related to newsworthiness than balançe per se. While balanced coverage is a core aspect of a 

fair press, balance c m  conflict with traditional aspects of newsworthiness such as drama. 

conflict. visuals, and timeliness. The iack ofconscious effort to maintain balance likely 

fo 110 ws fkom the relatively long election campaigns and the stnicturing effects of the two 

parties in American politics. For examplet each convention produces a temporally short 

irnbaiance in the attention to the two major parties in the news media, but the overall balance is 

eventuaily restored (Holbrook 1996). Lichter et al. (1988) found that during the pre- 

convention period 'The bottom line was roughly equal arnounts of coverage for the two 

campaigns - as long as two campaigns stili existeci" (1 988: 1 1 ). 

Deviations !tom equitable coverage are more likely during the nomination stage or in 

t ho se cases where there is an independent candidate for the presidency. During the nomination 

period. journalists must somehow decide whom, among numerous contenders, to cover. These 

decisions serve a gatekeeping fùnction. Brady and Johnston (1 987) found that coverage of the 

1984 primay period was characterized by a tendency of the media to quickly - possibly 

prematurety - dismiss some candidates while allocating more than equitable coverage to a 

different candidate (Jessie Jackson) for idiosyncratic reasons. Robinson and Sheehan (1983) 

fo und t hat t hat there are four patterns of partisan distribution of coverage: (a) equal access is 

given to equal players; (b) aiso rans and minor parties are ignored; (c) equal attention is given 

to tiontrunners; and, (d) extraordinary attention is given to anyone who does better than 

expected. An additional pattern is for unique candidates to attract attention for either 

id io s yncrat ic reasons or because of t heu perceived importance among jo urnalist S. 



While the US.  evidence tends to downplay a çonscious effort at balance. one appears 

to emerge with some regularity because of the importance of news values for allocating 

coverage. As Hagen argues; "it seems clear that the candidates' positions in the race influences 

the decisions journalists rnake about how to cover them" (Hagen 1996: 192). Party standing is 

central to the classification scheme presented by Robinson and Sheehan and provides a way of 

understanding the much discussed notion of  momentum in primary campaigns (Bartels 1988). 

Doing better than expected can lead to a .  increase in the amount of  press and the amount of 

good press relative to bad which can in turn increase voter support. The implication is that real 

indicators of growing party or candidate support are necessary to increase coverage, but it is 

not necessary for the causal process to go h m  support to coverage. 

Rather than linking coverage just to indicators of popular support. Z d e r  and Hunt go 

further in suggesting that coverage is allocated in proportion to the expected electoral standing 

of the parties (Zaller with Hunt 1994; Zaller and Hunt 1995). The news media use their 

judgrnent about the friture importance of candidates based on such things as fuiancial 

resources. organizations, and campaign themes not just their current levels of support. Zaller's 

d e  of anticipated importance states that. "Coverage of candidates and issues should be 

allocated in proportion to its marginal value for shedding light on fùture developments in 

American politics" (Zaller 1997: 22). Thus the possibility exists that candidates will receive 

more t han t k i r  share of coverage because journakts view their candidacy as important. 

The possibility for the amount of media coverage to have a causal impact on vote 

intentions is most Iikely when the candidateor party is relatively unknown. It is the lackof 

previous knowledge of the candidate that allows momentum to work. Increases in coverage 

that aise because of journalistic judgments should also have mornentum-like effects for 



relatively unknown contenders because a larger media presence is a cue about how others th.& 

about the candidate. Media coverage does predict actual public support for suddenly emerging 

presidential hopefuls in the nomination period, as seen with Carter and Hart as well as Perot 

(Zaller with Hunt 1 994; Zaller and Hunt 1 995). Zaller and Hunt fmd that in the pre-campaign 

nomination period. Perot's rise and subsequent decline in public support can be attributed to his 

coverage in the conventional press. It is also argued that good performances in unconventional 

media exposure rnay have helped gain the attention of the conventional press and establish that 

Perot was newsworthy, but were not enough to directly influence his popularity at the national 

level. In contrast. Kerbel argues that Perot received attention in 1992 because of  the novelty of 

his presideritial carnpaign rather than intrinsic newsworthiness to the point that the media were 

reporting on Perot when he was doing nothing and reported his commercials as if they were 

campaign events (Kerbel 1994). 

Although increased coverage of suddenly emerging presidential hopefùls is essential 

for their rise in popular support, increased support cornes with a pnce. The price is more 

negat ive coverage. Hagen ( 19%) argues that increased negativity of media treatment of 

fiontrwiners is the result of the nature of party compet ition with candidates targeting their 

attac ks at the stro ngest candidate. Zaller. however, argues that increasing negativity is more 

t han a change in the behaviour of candidates; as electoral viabilit y increases candidates will be 

subject to more press-initiated coverage (Zaller 1997: Zaller and Hunt 1995).' The news media 

' Zaller identifies press-initiated criticism as a f o m  of enterprise reporting where the journalist 
provides a criticism of the candidate that is not the product of statements of the candidate's 
opponents. As such it is different h m  bad ress per se. The analysis reported here does not 
make use of the tone of the news coverage F or several reasons. Fust. there is no measure of 
press-initiated cover e in the media dataset. Second. tone is a more controversial indicator 
of news. especiall w en the coding is based on fragments of the story rather than the tone of 
the news storv. ihird. a preliminary analysis of tone found that the amount rather than the 
direction of the news stories was more important for explainhg Refom support (Jenkins 
1998). 



wiIl provide increased scmtiny to relatively unknown candidates who are becoming electorally 

viable. 

The Literature suggests that major parties can expeçt to receive the majority of attention 

in the news media. with incwnbents possibly benefiting fiom a greater share of coverage 

because of an O fice-holding advantage. For new or minor parties looking for an electoral 

breakthrough capturing news attention requires one of two things: to do better than expected or 

to be dzfferenf in a way that leads joumalists to view your party as important for the country's 

po litical future. Of course, media judgments about the importance of a candidate or party are 

unlikely to be suficient over the long term. If the public does not respond to the inçrease in 

coverage. one would expect the media to reduce its attention to that candidate (Zaller, 1997). 

News values provide an opportunity for minor parties to become newsworthy beyond 

what pre-campaign polls would suggest, but the relative amount of coverage a party receives 

should no t stray too far fkom the party's standing in the poils. If voter support increases. that 

increase should show up in an increase in coverage. At the same tirne, increased coverage 

should lead to an inçrease in popular support as the public gets new and likely positive 

information about the party reflected in the increased coverage. Of course the coverage as a 

whole is likely to become more negative as the party become more viable. It would be 

counteruituit ive for the media to increase its coverage of a srnall party when that new 

in format ion was shp ly  revealing why the party was so small and uniikely to make a break 

through. The intuition that a new party's share of  media coverage will be closely related to Ïts 

share of vote intentions is the basis for assuming that there is an underlying equilibrium 

between two series and that change in one series wili lead to an adjustment in the other. The 



part icular dynamics of t he two series during the 1993 campaign, which is discussed below. 

allows for the use of an error-correction rnethod to mode1 the equilibrium. 

As ment ioned the iiterature on media coverage in Canadian elect ion has not 

considered the possibility of dynamic, carnpaign changes in party attention in the media. Pre- 

carnpaign decisions based on either poll results or pest electorai success are stressed and it has 

k e n  asserted that the balance ciriven "pattern tends to persist wit h little regard to the quality or 

substance of the campaign" (Fletcher. 1987: 353). The lack of campaign dynamics in coverage 

stands in contrast to recent analyses of Canadian elections, which have identified significant 

dynarnic qudities (Johnston, Blais, Brady, and Crête 1992). As dkussed below, the 1993 

campaign. in particular, involved a considerable temporal discontinuity with the Reform party 

emerging out of nowhere in campaign news and popular support. It would be surprising if 

these campaign effects were not refiected in. or related to, media coverage. 

The next section reviews the data used in this chapter. The fust step in the analysk is 

to briefly recount the details of the 1993 election campaign and, provide a descriptive and 

visual analysis of the pattern of coverage and intentions. The paper then considers both a 

causality test for the direction ofthe temporal relationship and an econometric mode1 of the 

responsiveness of aggregate vote intentions to changes in Reform coverage. 

Data 

The analysis proceeds using two different tirne series of the campaign. To refiect 

changes in support for Reform. the daily share of vote intentions as measured by the 1993 

carnpaign wave survey of the Canadian Election Study is used. The aggregate survey data is 

compared to daily values of Reform's coverage in the television news media. 



The rneasure of coverage or news attention is derived h m  a variable in the original 

coding identifying which party was king discussed in the coded material. From this variable. 

a daily value for Reform attention was constnicted by taking the proportion of aii coverage 

(coded items) for that day which featured a reference to the Reform party. Non-party oriented 

coverage. such as background pieces on issues or public attitudes were not included in the 

denorninator. The coverage variable will, of  course. contain day-to-&y noise. The o v e d  size 

of the news hole varies by day and the relative prominence of election news as çompared with 

other issues and events also varies. En addition. candidates chose not to campaign some days, 

which affected the overall amount of  "new" information available for the media to cover. 

These factors constrain the media's ability to balance coverage and offer the possibility of 

fairly random imbalance. Although using density rather than absolute magnitude of coverage 

controls for some of this variation we would expect some fluctuations around an equilibrium 

po int even if the media were attempting to balance coverage and support. The key is whether 

there are systernatic changes in access t h  can be linked to similar changes in support. 

The Path of the Vote and Reform Coverage 

There is no question that the news media were faced with a complex political landscape 

as the 1993 campaign began. The discussion in Chapter 2 noted that while Campbell had 

managed to turn things around for the Conservative party in the lead-up to the campaign, 

Conservative fortunes were uncertain. New parties had emerged on the scene in the very 

regio ns whic h were central to the Conservat ive coalition since 1 984. The pro-separat kt Bloc 

Quebecois in Quebec was capitalking on the failure of the Charlottetown Accord while 

Reform was quietly strong in the West. Pre-campaign polls showed that the Bloc was going to 

turn its concentrated support in Quebec into large numbers of seats, but the possibility of a 



Reform breakthrough was less clear. Throughout 1993. Reform was the preferred choice of  

less than 10 percent of decided voters. This actually underestimates their support because of 

the regional strength in Alberta, but it does suggest a problem for the media in ailocating 

coverage. While the Bloc was going to generate attention in the English Canada media 

because of its importance to the resdts in Quebec and its unique character as a pro-separatist 

party. Reform was less clearly deserving of attention in spite of its reg ional strength. 

Given the dynamic evolution of Reform' s share of vote intentions (discussed in Chapter 

2). one could hypothesize that the news media played an important role in allowing the Reform 

party to get its message out. For the campaign period as a whole, the Consetvative party 

received the most coverage (33%). foliowed by the Liberals (27V0) and the Reform party 

(19%). With Reforrn's 18.7percent ofthe vote(52 seats), the party received as rnuch 

coverage as electoral support nation-wide. The Liberals received more electoral support than 

coverage. while the Conservatives lacked the electoral support ( 1 6%) to complement their 

media attention. Of course. the magnitude of  the Conservat ive CO llapse was not expected 

based on the party's standing early in the campaign. 

The aggregate figures hide, however, Unponam temporal dynarnics in the media 

attention to the parties. Figure 3- 1 tracks the proportion of al1 CO verage. smothed over 7 days. 

devoted to the parties over the campaign (coverage that did not refer explicitly to a party was 

exc luded). 1 n the early days of the campaign the attention pattern appears to have fol10 wed the 

formula based upon the proportion of the popular vote cast for the parties in the previous 

election. The Liberals and Conservatives received over sixty percent of the coverage between 

them in the fust ten days and the NDP was third, ahead of Reform. in arnount of attention. If 



the early campaign appeared to conform to expectatioas. things changed rather quickly for ail 

of the parties. 

Coverage of the Conservatives surged drarnatically in the wake of Campbell's fümbles. 

On September 26'". the Conservat ive party received over forty percent of al1 partisan coverage. 

This is. of course. only two days d e r  Campbell denied the presence of a secret plan to cut 

social program. From the high with around 30 days lefi in the campaign the Conservative 

share of party coverage then declined in a Fily b a r  manner except for the bnef rise with 

about 1 O days remaining. This latter rise took place at the same tirne as the Conservative party 

was dealing with the fall-out of the negative advertisement which appeared to mock the Liberal 

leader's facial disability. 

Figure 3-1. Partisan Dynamics of Tekvision News Coverage 
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There are three periods where Liberal access to the news media peaks. The îïrst. 

between September 1 1 and 19 covered the release o f  the Red Book and Liberal emphasis on 

jobs. M e r  this period of intense access, cuverage remained relatively low throughout the 

middle phases of the campaign until a brief surge with about 18 days remaining and a final 

surge in the last week. The second last surge likely reflects the ability of the Lihral party to 

generate coverage based on the Pearson Airport issue2. while the last surge is most likely a 

product of  election day speculation The NDP began rehtively strong but their share quickly 

evaporated and they received about 10 percent of the party coverage throughout the campaign. 

The density of Reform coverage undergoes a significant surge around the 20" day of 

the campaign. rising until about 9 days lefl before election day. when the density drops 

significantly. The path of Reform coverage is strikingly shnilar to the path of Reform vote 

intent ions. The decision part way through the campaign to increase the attention to the Refonn 

party stands out in the pattern of coverage. It is as if the media discovered the Reform party. 

Were the media leading public opinion or were they merely responding to the appcirance of an 

efectoral breakthrough? The only hard evidence of party standing available to the media were 

t hs fourteen published national polls although many of them received scant attention. Given 

the emphasis on the horserace we would expect the media to be influenced by the polls in 

making decisions about ailocating attention (Rhee. 19%). 

The key poll story emerged at the end of September when an Environics poil indicated 

the Conservat ive party at 3 1 % of the popular vote; 6 points less t han a Galiup poll that was 

repotted only days earlier. The trend was contirmed with an Ekos pou on September 30" and a 

' The Liberal p announced that they would review and possibly cancel the awarding of a YJ contract to run earson Airport (Toronto) to a consortium which appeared to be tainted by 
political corruption ( s e  Chapter 2). 
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Compass poll on October 2 that indicated the Conservatives at 25 and 26 percent respectively. 

From this point. the Conservatives continue to decline in the pok, while the Liberals improve 

on their way to an easy electorai majority. The national polls provide weak evidence that 

Reform was making inroads at the expense of the Conservatives. Reform remained at or below 

1 1 percent of the vote until the 25' of  September when Gallup recorded a two-point rise to 13 

percent. On average Reform support was about 6 percentage points higher f i e r  September 30. 

but this did not becorne obvious for about a week In the meantirne, the news media had 

drarnatically increased the attention they paid to Refonn at the expense of the Conservatives. 

The poll results indicate the limited nature of cues about the projected outcome ofthe 

election that were available to the news media. While the media did not have access to the 

election study daily tracking. one can use the poll to indicate the real path of intentions as 

cornpared with the news media coverage. Reporters rnay have got a sense of Reform's true 

support fkom O bserving the campaign (i-e. attendance at rneet ings; discussions with campaign 

advisors) aiid the roUing, cross-section provides the best indicator of the true level of electoral 

support. 

Figure 3-2 compares the movement of Reform vote intentions in Canada outside of 

Quebec with the amount of attention Reform received in the television news. Both series are 

smoothed by taking the 7 day moving average. It appears fiom a cornparison of vote intentions 

and coverage. that coverage preceded changes in the proportion of  the public supporthg the 

Reforrn Party. Over the course o f  the fust two weeks of the campaign both series underwent 

no significant deviations. Around day 15, coverage increases and intentions appear to foiiow 

changes in coverage for the rest of the campaign. It is significant that when coverage declines 

at the end of the campaign, Reform vote intentions also collapse. 



While one can get a sense of the changes fkom Figure 3-2. the different starting levels 

of each series complicates the visual evidence. To sharpen the analysis. both series were 

normalized on the b i s  of the first 14 days of the campaign by subtracting fiom each day's 

value the rnean for the fÜst 14 days of the series. Consequently, for the first 14 days. the two 

series vas, together around the origin. Figure 3-3 shows the two series starting at September 

24". This approach reveals two substantive surges in coverage which were followed by 

declines. The declines did not whoily erase the surges so that after each decline. coverage 

rernained higher than in the period kfore the surge. Vote intentiori appear to mirror these 

changes wit h a t hree or four day lag. 

Figure 3-2. Popular Support for and Media Attention to Reform 
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The !%st surge begins around Septernber 26m and continues for approximately four 

days before declining almost back to where it began This period is the immediate aftermath of 



Campbell's second gaffe and the revelation o f  the decfine in Conservative vote intentions. 

S igni ficant ly. Reform intentions do not begin to rise for several days and rise as coverage has 

begun to &op. 

Figure 3-3. Normalized Reform Coverage and Intentions 
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Moving 5 day average. Values are normaiiï by substracüng the mean for Vle first 14 days (not 
shown) from the value of each day More smoothing. 

The second surge begùis around October 6" and is sustained for ahos t  1 O days before 

a drarnatic cirop in coverage around October 16? As was the case with the eariier surge in 

coverage. the second surge was accompanied by an increase in vote intentions that begins a 

few days afier the media resurned their focus on Reform. By the peak of the second surge. 

Re form was the partisan O bject of  almost 25 percent of  campaign coverage; a 1 5 point gain 

fiom where it started at the beginning of the campaign. Intentions followed coverage and 

peaked approxirnately 2 days d e r  the coverage peak. Much of  the gains in coverage and vote 



intent ions were. however. erased in a couple days as Reform ended the campaign with a 

smaller share of coverage and intentions. 

Coverage led opinion, but there is also evidence for the rule of  anticipated importance. 

The media decided to increase their attention to Reform and voters responded. I f  voters had 

not responded. the media may not have increased their attention in such a way as to create the 

second surge. It appears fiom the decline in coverage following the fust surge that the media 

was unwilling to continue to give Reform attention in the news if Reform's message was not 

affecting vote intentions. The second surge may in part reflect the fact that the news media 

was observing a change in Reform support. Nevertheless. the Fust surge and the dramatic 

dec line in coverage at the end of the campaign were clearly exogenous to Refom intentions. 

One alternative possibility is that effective advertising was the p ~ c i p a l  cause of the 

changes in both the trends o b s e ~ e d  here. Advertising began around the tirne of the change in 

coverage but there are a number of reasons to believe that advertising was not the principle 

cause of the observed dynamics. The primary reason as  discussed earlier. is that Reform did 

not engage in an advertising campaign. This meant that Reform was limitcd to î?ee tirne 

advertising (2. two minute and 4. thirty second ad plays during primetirne). Voters and the 

media were not exposed to party advertising that was putting forward a Reform agenda It is 

possible. of course. that Refom benefited not so much i?om its own advertising but fiom the 

attacks of other parties because the attacks were cues about where the party stood. Here the 

Co nservat ive advertking strategy is relevant. The 6m Conservat ive ad that explic it ly attacked 

the Re fonn party did not, however, appear until day 25 of the campaign which is well after the 

fust surge of coverage had already occurred. If advertising rnattered for the news agenda. it 



only did so during the second surge. This foilows fiom the fact that by the second surge 

Reform was more viable and therefore more likely to be a target of partisan attacks. 

Which Came First: Public Support or Media Attention? 

The graphical evidence provides strong support for the hypothesis that coverage was 

leading and influencing vote intentions. whkh suggests that coverage was driven by media 

expectations that were largely divorced kom real indications of popular support. Nevert heless. 

it would be helpfùl to est h a t e  the relationship between attention and vote intentions in such a 

way as to be more precise in O w conclusions about the causai o r d e ~ g  of the variables. 

Clearl y. t here is the potential for a relationship between intentions and coverage as well as its 

inverse. 

Granger Causality Test 

While establishing causation is never an exact science. attempts have k e n  made to 

ident i@ what it means to taik about causation when two series of temporal data are compared. 

The most usefùl for the purposes here is the de finition of causality provided by Granger ( 1 969: 

1980); "A variable x is said to Granger-cause y if prediction of the current value of y is 

enhanced by using past values of x" (Kennedy 1997: 68). As such causality is deflned in terms 

of the temporal ordering of the variables and. whiie there are situations in which temporal 

ordering does not mean causation (Spring department store sales do not cause spring to arrive). 

for the most part this definition is sufficient when combined with theoretically derived 

expectat ions. 

The logic of the test is to first explain as much of the variation in Y on the basis of 

lagged values of Y and then examine the extent to which lagged values of X can account for 



variation in Y .' An F-test is then used to determine Y the inclusion of lagged values of X 

significantly improved the predictabiiity of Y. If the F-test is s i ~ c a n t  one c m  reject the nul1 

hypothesis that X does not Granger-cause Y. Since causality can go in either direction one 

also has to nin the test to see EY Granger-causes X. 

Test h g  the reht ionship between Reform coverage and intentions requires that we enter 

the media data so that the previous days news media coverage (t- 1) is paired with the current 

days intentions (t). W e  we expect that coverage and intentions will be relate4 coverage 

does not occur until afier the Înte~ewing process has begun so they cannot be entered 

Table 3-1. Granger Causality Test 

Nul1 Hypothesis Lag 1 Lag 2 Lag 3 Lw4 Lag 5 Lag 6 

Coverage does not 9.07*** 3.40** 3.16** 2.82** 2.78* * 2.08* 
Granger-Cause Intentions 

Intentions do not 1 .O2 1.23 1.17 0.93 0.40 0.32 
Granger-Cause Coverage 

DF. DF for F-Test 1.41 2. 38 3.35 4.32 5.29 6.26 

Aprox. Threshold for Rejectinp; Nul1 H-pot heses 
F-Statistic (1 0%) 2.8 2.5 2.3 2. I 2.1 2.0 
F-Statistic (5%) 4.1 3.3 2.9 2.7 2 -6 2.5 
F-Statistic (1%) 7.3 5 -3 4.5 4.0 3.7 3.6 

For a stat istical discussion of the calculation of the test see Gujarati (1 995: 620-3) and Judge 
et al. (1988: 767-70). 
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Table 3-1 includes the results of  six different Granger tests, each with a dflerent lag 

structure.' It is important to test different lag structures because the test is sensitive to the 

temporal structure of the data In other words, the effect of a change in one variable may take 

several days to show up in the other variable. We would expect this to be especiaily tme of the 

responsiveness of coverage to changes in intentions since it may take the news media time to 

discover that the party's situation has changed and to after coverage accordingly. 

The results show that the F value is not above the threshoid necessary to reject the null 

hypothesis that intentions do not Granger-cause coverage for any of the six possible lag 

structures. We are. however. able to reject the nuli hypothesis that coverage does not Granger- 

cause intentions on the basis of both the 1 and 2 lag tests. There is thus statistical support for 

the visual observation that coverage increased before - and therefore caused - the change in 

Reform share of vote intentions. In addition there is preliminary evidence based on the lag 

structure O f t he significant F-tests that the coverage-intentions relat ionship has a relatively short 

mernory. 

.A Tirne-Series Mode1 of Coverage and Intentions 

M i l e  the Granger causality test is supportive of a significant relationship between 

coverage and intentions. it does not allow one to assess the relative importance of a shifl in 

coverage or more accurately s p e c a  the tirne it takes for a change in coverage to realize its fùll 

impact on intentions.j One approach to the estimation problem is to make use of an "error 

correction'' estimation model, which originated in the study of economiç t h  series but has 

' The test is run in SHAZAM based on a procedure file developed by Diana Whistler (UBC. 
Revision date Feb. 16, 1994) and is available fiom the SHAZAM web site. 
http://sh;i7am.econ.ubc.ca/ 
Granger causality tests can oflen fïnd no causal relationship even when one exists where 

t here IS cointegration ( D m  1993). 



k e n  successfùlly used in recent analyses of economics and government popularity (Johnston 

fonhcoming; Ostrom and Smith 1993): The advantage to the error correction approach is that 

it is able to capture both the long and short-term relationship between temporaliy ordereù 

variables (Beck 199 1 ; Durr 1993). 

In effect an "enor correction" mode17 is based on the notion that there exists an 

equilibrium relationship between two series in tirne (equation 1); at any given level of coverage 

t here is a correspondhg level of intentions. 

Il =K.CI  - 1  

where : 
I is the percentage of vote ailocated to Reform; and 
C is the Refonn party's share of news coverage as a percent of al1 party 

coverage. Both variables are daily values. 

Assuming that such a long-term equiiibriurn exists, there is always likely to be short- 

term disequilibrium. Intentions may be lower or higher than we would expect based on 

coverage either because of a non-coverage related change or because it takes tirne for a change 

in coverage to have its impact on aggregate intent ions. Rather than estimating ( 1 ). the 

approach in error correction is to regress change in intentions on change in coverage and an 

error correction term. The equation (2) thus combines both differenced variables and levels 

In effect. error correction is a form of economic modeling that is based on the notion of 
distributed lags (Kennedy 1997) and is similar to the more advanced technique of 
cointegration. Cointegration is a technique that uses more than one equation to mode1 
chan e over time in such as way as to be agnostic about the reequilibrium rocess involved E P (Bec 1993). This raises the question of causality. As Beck notes. "1 we have causal 
theories. our methods should be consistent with those theories" (1993: 242). Since visual 
observation and the Granger test provide extemai information about the relat ionship than 
confonns to theoretical possibilities. the error correction strategy is more appeaiing. 
The discussion here is based on the discussion of the emr correction methodology in Beck 
(1993) and Johmton (forthcoming). 



variables. In contrast. traditional ARMA rnodels only d e  use of  the information available 

in differenced variables with a loss of long-run information of tbe series. 

Ait.,-1 = a + f l A C t - 1 . t - 2 + a h - l - & , - ? )  (2) 

In equation 2, B is the immediate8 effect of a shifi in coverage on a shifi of intentions. 

The error correction term is in parentheses and is the dBerence between the actual and 

predicted values ofthe hypothetical estimation of equation 1 for the previous &y. This rneans 

that if the difference between I and KC k positive, intentions are higher than we would expect 

in equilibrium. The next &y. intentions should be corrected down. The size of the shift in 1 

for a unit shi fi in C is captured by the size of K and the speed of the shifi by S. I f  6 is smaii. the 

longer it will take for the correction to be complete~t.~ 

In practice we cannot estimate (2) as it is and must multiply each of the terms in the 

error-correction term to get squation (3). which can be easily estimated. 

AL. I - I  = ~ + Q A C I - I . I - I + ~ I I - I - ~ K C I - ~  (3) 

As a result, afier the mode1 is estimated. one must solve for K by dividing the coefficient for 

C,,z ( 6 ~ )  by the coefficient on Ir-i (6)- 

Table 3-2 reports the results of an error correction mode1 using the Hildreth-Liu Grid 

Searc h to remove first-order autocorrelation h m  the estimation. Although the tradit ional level 

O f stat ist ical significance is not met (p =0.076), the coefficient for change in coverage is in the 

right direct ion and suggestive o f  a positive effect on intentions that is realized immediately. 

Failing to meet this level is not surprising given that the reIationship evident in Figure 3-3 must 

Note that since the difference is t- 1. t-2 for coverage, it is actually the next day impact of a 
shift in coverage. 

9 The value of 6 > - 1 and < 0. 



burn through considerable daily noise.1° The equilibrium effect establishes that a unit shifi of  

coverage is associated with 0.76 percent change in the percentage of the population supporting 

the Reform Party. The equilibrium shifl takes place over about four days (8 is -0.29). 

The error correction estimation technique appears on its face to be a usefiil approach to 

understanding the relationship between the density of coverage about Reform and Reform 

intentions over the course ofthe 1993 election campaign. This likely representsone ofthe first 

attempts to use this econornetric method for analyzing the over-tmie relationship between non- 

economic variables. which raises the question o f  whether the nature of the data support the use 

O f such a technique. At issue is the assumption that there is an underlying equilibriurn 

relationship between the two variables. 

Table 3-2. An Error-Correction Model of Reform Attention and Intentions 

b SE(b) Equilibrium 
E ffect - - 

Constant 
I mrnediate E ffect 
Change in Coverage 1-2. i-i 

Error Correction Component 
Reform Intent ions ,-1 

Coverage ,-? 

R= 
Durbin Watson 
N 

0.26 (O. 1 4) 

-0.29 (O. 1 3) 
O .22 (O. 1 1) 

Estimation is by Hildreth-Liu Grid Search (AR 1 ) 

'O The only alternative is to smooth the data before the estimation. either by using a mowig 
average in place of the actual daily value or by using a Kalman filter to purge the error. 
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The iiterature review certairily çuggests that there is a relationship between Party 

support and coverage. but is there reason to believe that the relat ioaship qualifies as an 

equili brium? Certainiy. previous evidence suggests that the relationship between coverage and 

support is such that there is a constraint; neither series moves too far away eom the other. In 

fact. there is likely a party-specific, coverage-support equilibrium A party may receive more 

coverage than it currently has support. but the news media are unlikely to continue to devote 

exiensive coverage to candidates or parties who remah low in the pok. The media are e q d y  

unlikely to ignore parties or candidates who are doing weil because to do so would conflict 

wit h the no rms of O bject ivity (Zaiier. 1 997). Alt ho ugh deserving of more research, an 

expectation for an equilibrium appears reasonable. Theoreticdy. the equilibrium assumption 

and the possibility for shocks to be media or public induced suggests that coverage and support 

are tmly a cointegrated system. The 1993 case happened to allow the use oferror-correction 

because side information supporteci the clairn that media decisions were the source of the 

shocks. 

Discussion 

The key finding that emerges fiom this analysis is that media attention tended to 

precede electoral support for the Reform party in 1993. Despite the fact that there was no 

evidence that Reform had become more viable as reflected in either the published p o h g  

results or the tracking of vote intentions in the Canadian Election Study data Reform was 

given an increasing share of television news space. Although we lack evidence of what the 
C 

journafists and new organizations were thinking about the campaign, it seems reasonable to 

conclude that Reform benefited not so much because of its successes in the campaign, which 

While either approach would overcome the arbitrary use of the 0.05 leveL the basic 



occurred after coverage had begun to increase, but because of  where the party was located in 

te- of electoral cornpetition. With the falterïng Consemative campaign, Reform represented 

a new dimension to the horserace because it meant a çontlict over the right-wing vote in 

Canada and because Rebrm was talking tough on the defic it and social programs where the 

Conservat ives and Kim Campbell were so fi. To the extent that this accounts for the news 

j udg ment. there is some support for Zaller's d e  o f  anticipated importance. 

While the analysis provides the basis for an explaaation o f  the 1 993 carnpaign it a h  

offers considerable support for the argument that party coverage and party suppori should be 

understood in terms of  a dynamic equilibrium Although no research has specifically 

addressed this question, previous research does niggest that the two things are tied together 

because support is an indication of  how well the party is doing and therefore its relevant 

importance for the outcome. At the same tirne. parties are unlikely to be successfil without 

coverage. The existence of  a coverage-support equilibrium helps account for the fmdings of 

balance in rnany campaigns and the reprted lack of  campaign-reiated changes in attention to 

parties in Canada because the causal direction of impact runs both ways such that in most 

situations there is little that could happen to upset the equiiibriurn Refonn's presence upset the 

previous equilibrium because voters were uninformed a b u t  Reform so its potential support 

was unreaiized. As the news media incorporate. Reform into the story of the campaign a new 

equiiibriurn had to be established. 

In 1993 the impact of  the dynamic equilibrium was increased support for the Reform 

party as the party received a larger share of  television election news. While intentions adjusted 

to changing levels o f  coverage, it is unlikely that a continuous increase of news coverage 

relationship so clearly evident in the graphical analysis would not be changed 



would continue to produce higher support for Reform. At sorne point, increasing levels of 

coverage would not ôe accompanied by larger leveis of political support because the pool of  

available people for partisan mobilization would decrease. Once this point was reached 

coverage would decrease and level off at a new. stable eqdibr ium Since voters did respond 

to the news attention to Reform, the media seem justified in their decision part way through the 

carnpaign to allocate greater coverage to R e f o m  they did ant icipate. even if unconsc iously. 

Re forrn support. At the same tirne. since the media decisions were exogenous to changes in 

support. media decisions about the potential electoral support o f  electoral cornpetitors may 

have important and potentiaiiy dramatic impiications for electoral outcornes. 

The implication o f  the analysis is that increased news coverage caused Reform support 

to rise and therefore the amount of  news coverage a party receives will be cntical to its support. 

While this may be true. it cannot be directly inferred h m  these results. In fact. recent 

experimental research found that differences in exposure or attention do not have short-terni 

effects on party support (Norris & Sanders 1998). Without more information about the nature 

O f the coverage (its tone and emphasis) and the voters responding to it. the actual means by 

which increased coverage produced a shifi in support rernains a mystery. Developïng the 

ind ividual- Ievel implications of increased attention to Reform is the goal of subsequent 

chapters. 



CHAPTER 4: GETTING THE REFORM MESSAGE OUT 

Reporting tbe Issues 

By making certain issues. candidates. and 
characteristics of candidates more salient, 
the media can contribute significantly to 
the construction of a perceived r e d i t .  that 
voters rely upon. 
Weaver et al. ( 1992: 349) 

The previous chapter establishes that the election coverage significantly changed so as 

to increase the exposure of the Reform party and its leader Preston Manning. This change 

raises the possibility that by becorning a focal point for the wverage, the Reform party was at 

the centre of a more fimdamental re-orientation of the discourse about the campaign as 

reflected in the news media. In particular, did Reform's increased exposure lead to an increase 

in the attention to issues on which Reform was strategically located? It seems unreasonable to 

c l a h  that the deficit and welfare state attitudes were central to Reform's mobilization ifthese 

issues were not important in the news coverage. 

The first step is to use the National Media Archive data to show what issues received 

prominence in the news, and when they did so. This initial analysis identifies the issue agenda 

of the carnpaign and the information that was available to voters at different tirnes. The 

analysis shows that jobs. the deficit, and social programs were al1 important at dEerent times 

in the carnpaign. The second step is to consider the relationship between the news and public 

agendas. The third step is to consider the partisan distriiution of news with a particular interest 

in Reform. Reform was clearly associated with the deficit and social programs early in the 



campaign but later in the carnpaign Reform was also associated with its positions on culture 

and ethnic issues. 

Issues in the News 

Did news stories focus on some issues while ignoring others? What effect did the 

resulting issue emphasis have for the information t h  was available for voters to factor into 

t k i r  decisions about the candidates? What kinds of effects should issue coverage have? 

The media do not cover issues to educate the public. Issues becorne news because they 

allow reporters to teil stories about what is happening in the campaign. As a result issues are 

O Aen incorporatecl into the news as part of the horserace or game aspect of the carnpaign. For 

example. the 1 988 news coverage about the Free Trade Agreement - a campaign that could be 

viewed as a prototypical exarnple of an issue dorninated election - was fiarned in tenns of 

leadership. credibility. and the horserace rather than in temis of the appropriate trade policy for 

Canada (Mendelsohn 1993). This means that the issues that appear in news coverage and the 

parties which are associated with them are likely to reflect the issue competition of the parties 

and how reporters are telling the siory of the carnpaign. As the political competition changes 

or  is perceived to have changed. the issues appearing in news stories are also likely to change. 

The lack of issue coverage is certainly lamented by rnany O bservers of elect ion news 

coverage (Cappella and Jarnieson 1997: Fletcher 1988; Leshner and McKean 1997; Patterçon 

1993). but this should not be lead us to ignore the dynamic possibilities and impacts of issue 

emphasis in carnpaign news. News can have effects on voter knowledge and on which issues 

voters consider important. 

Despite the lack of media emphasis on issues and public poiicy in election coverage. 

there is evidence that voters do learn h m  the news despite its lack of issue emphasis. 



Signifiant leamhg of candidate positions has k e n  found in U.S. primary (Brady and Johnston 

1 987) and election campaigns (Bartels 2 W3; ChafEee et al. 1 994; Just et al. 19%). There is 

also an increase in awareness of party positions in the 1993 and 1997 Canadian elections 

(Fournier n-d.). Even a strategic fiame does not prevent voters h m  leaming about the 

substantive aspects OC the issue. The experimental work of Cappella and Jamieson ( 1997) 

found that the fhne. strategic vernis issue. of the story does not e e c t  recall of substantive 

issue knowledge. These findings suggest that news mention to issues regardless of how 

superficial in cornparison to çome ideal. does matter. 

One of the ways that the coverage of some issues rather than others c m  matter is 

through agenda-setting. A considerable Merature, mostly supportive, has developed around the 

hypothesis that media are able to infiuence the saiience of issues in the mass public (Behr and 

Iyengar 1 985; 1 yengar and Kinder 1 987; MacKuen 198 1 ; Wanta 1 997). including Canadian 

work (Jenkins 1996; Urmetzer et al. forthcoming). In both survey and experhental work it 

has k e n  shown that the more attention that the news media gives to a particular issue in the 

news. the greater the likelihood that the public wiii think that issue is the most important 

pro blem for the country. An election campaign offers one oppomuiity for such agenda-setting 

impacts. In fact. the fxst empirical test of the agenda-sming hypothesis involved a cornparison 

of media and voter agendas at the end of an election carnpaign (McCombs and Shaw 1972). 

While most subsequent agenda-setting analyses have focused on non-carnpaign media effects, 

a nwnber of studies of agenda-setting during carnpaigw have k e n  undertaken (Roberts 1992: 

Weaver 1994; Williams and Semlak 1978). 

The emp hasis on some issues rather than others has, of  course, effects on more than jus  

the prionties that voters attach to some issues rather than others. As the election cornes to be 



de fined as about one thing - tiee trade for example - it becornes l e s  about a different thing - 

national unity and Meech Lake, with important consequences for who wins the election. In 

other words. the news attention to some issues rather than others can prime those issues. While 

the impact of t he issue agenda of the elect ion is taken up more fùlly in Chapter 6. it is the 

possibility of significant substantive effects of the media agenda thai makes this analy sis 

additionally relevant. 

While the agenda-setting literature tends to focus on the media as the causal force 

affect ing public priorities, one must be carefid in putt ing forth such a causal argument for a 

couple of reasons. The first is that the media are capable of "reading" public opinion and 

responding to it. The second is that television news is af5iected by the strategic behaviour of 

politicians and political parties. Roberts and McCombs ( 1 994) found that the political parties 

largely supplied the media agenda Parties are iïkely advantaged to the extent that the news 

media will have a hard time writing stories about issues t b t  the politicians are not talking 

about. 

in fact. the agenda-defining role o f  the media in elect ion carnpaigns does Vary in 

different countries. The news media in the United States appear to be the most unwillhg to 

allow the candidates to set the agenda for the campaign (Semetko et al. 199 1) and the 

Arnerican news media is becoming more aggressive in substitut ing its agenda for that of the 

politicians (Lichter and Noyes 1995). Contrast this with the British news media who are more 

willing to allow the politicians to set the agenda by providing them with a greater opportunity 

to state their case in their own words (Sernetko et ai. 1 99 1). In other words. less mediation and 

more t irne is the nom. In Canada. there is the suggestion that the media allow the parties to set 

the issue agenda (Fletcher 1987; Fletcher t 988). "'A more detailed examination o f  the ebb and 



flow of attention to particular issues would sùnply undedine the tendency ofthe media to permit 

the parties to set the issue agenda"(F1etcher 1987: 36 1 ). Since the media made decisions about 

which parties deserved attention, the media may have also influenced the issue character of the 

coverage in 1 993. 

The battle over the issue agenda reflects the inherent tension between the news media 

and politicians. Politicians clearly desire the opportunity to convey their message with the least 

rnediat ion or joumaiistic comment and thus stress issues that are beneficial to themselves, 

campaign in ways that are convenient for the news media, and construct campaign events so as 

to rnaximize good visuals. The news media, however, do not view their role. especially in the 

United States. as simply the broadcaster of candidate messages. The news media have an 

interest in producing ciramatic and interest ing stories, but also in preventing themselves and the 

public fiom king manipulated by politicians seeking to define the agenda (Semetko et al. 

199 1 ). It is for this reason that m e n t  analyses o f  the news media decisions focus on the news as 

the product on an interaction between politicians, the press, and the public. 

A good example of the dynamic interaction o f  the public, the media and the parties is the 

1 992 U.S. president ial election While the Democratic campaign slogan 'Ws the economy 

stupid" came to define the US. election and does reflect the actual impact o f  economic 

considerat ions on the vote, how the economy mattered is the subject o f  academic discussion. 

Het herington ( 1996) argues that the media portrayed the economy as more negat ive than real 

econornic indicators suggested its m e  state during the 1992 campaign. Importantly. this 

coverage had negative consequences for the Republican Party. In contrast, Just et al. argue that 

Bush's attempt to shifi the agen& to other issues was ineffective because o f  the public concern 

with economic conditions (19%). It appears to be the case that the economy mattered in 1992 



because the Democrats pushed the issue, the media thought the issue was the story ofthe 

campaign and the issue resonated with the public. It would be surprishg for an issue to have a 

Iarge impact solely because one of the actors viewed it as important. 

While substantive issue coverage is not the norm for election coverage in Canada or 

abroad. the evidence does indicate that the issue coverage that is provided does increase voter 

knowledge and thereby potentiaiiy impacting on the electionoutcome. In fact. since issues are 

used as the basis for news stories an analysis o f  the issue coverage of  an election can be 

particularly revealing about how the news media and potiticians understood the rneaning of  the 

slection. The key here is that the media and politicians are both able to influence the agenda by 

stressing. or covering some issues rather than others. 

Issues in the 1993 Electioo Campaign 

General Observations about Issue Priorities of the News Media 

While a vast rnajority of election coverage in the past and in the 1993 case was 

horserace coverage. with its focus on who is winning and the strategies and decisions aimed at 

success on election day. the rernaining 34% still represents a significant amount of coverage. 

Of course. even this nominal issue coverage is ofien presented implicitly in terms of the horse 

race. Nevertheless, an analysis of the issue coverage over the campaign provides an important 

perspective on how the media consmicted the carnpaign agenda for the voters. M e r  briefly 

providing a g e n e d  o v e ~ e w  of  issue coverage, the analysis kuris to the temporal and partisan 

d ynamics of  issue coverage. The correspondence of the public and media agendas is also 

considered. 



Figure 4-1. The Distribution of Issue Coverage 

Percentage 

Economic Policies DcficiüDebt Oiher Econornic Nat iod Unq 
Unemplo~mcnt Free Tde Social Program GOM Reform 

Note: Al non-tssue merage is extudeci. 

Figure 4-1 provides an outline of the salience of ten different issues during the 

carnpaign. Some of the categones are self-explanatory such as the deficit and unemployment 

caregories. The other economic category is a residual category which contains coverage 

related to the Goods and Services Tax. incorne tax faimess, agriculture. privatktion. and 

labour relations among other things. The social programs category contains general references 

to social policy spending and more specific program concems such as Social Assistance: health 

care: day dare; education; and unemployment insurance. The culture/ethnk issues category 

concerns coverage of such issues as immigration and multiculturalism; aboriginal issues: 

general moral issues; abonion; gay rights; and crime. The label captures the fact that these 

issues al1 share a sense of the kind of Canada that peopIe live in. Since the category is 



dominated by references to immigration and muIticulturalism. these issues are ofien referred to 

as k i n g  about ethnocentrism Government Reform refen to coverage related to doing politics 

differently or changing the democratic process to facilitate more fiequent opportunities for 

citizen participation. 

Given that Canada was emerging fiom a recession it is not surprking that news 

coverage tended to focus on economic rnatters. The unemplo yment rate was approximately 1 1 

percent and while the Collservative govenunent had tried to reign in the deficit. the deficit 

continued to grow every year of their term. Almost fitly percent of  the news coverage 

involved economic policy directly and was distributed largely within three categories: 

eco nomic po lic y. unemplo y ment. and the de fic it . 

Although economic policy dominated news coverage in 1993, a non-trivial amount of 

coverage was devoted to social prograrns. In fact, one fifth of  al1 issue coverage penained to 

social programs. This is in fact an underestirnate of the total impact of social propans since 

issue coverage of the defic it is related to social spending. A cornmitment to reducing the 

deficit raises the question and challenge of how much social spending, especiaiiy on progams 

Canadians value. will be reduced- 

Despite or perhaps because of the failure of the 1992 Constitutional referendun 

national unity remained on the sidelines in the news media. While national unity was off the 

agenda in 1 988 (Johnston et al. 1 Wî), the conditions in 1993 actually favoured the emergence 

of the issue. The Liberal pariy seeking to build a pan-national coalition and the Conservative 

party trying to ho Id itseif together had no interest in raising the salience of national unity. but 

this is obviously not true for the other parties. The BQ, committed to separatism clearly 

focused on the unity question, while the Reform party represented the opposite extreme on the 



question. The clear dinerence of positions offered the potential for news stories ifthe parties 

chose to fight on the unity issue. Perhaps recognizing a public weary of  the national unity 

debate. the news media may have contributeci to the limited importance o f  the issue by pkying 

it down. 

ûther issues received mhor amounts of coverage. Unlike in 1 988 and despite the 

recent expansion of the Free Trade Agreement (FïA) to inc lude Mexico. fiee trade only 

received 5% of the issue coverage and not significantly more than extemal flairs and defence.' 

C ult ure and et hnic issues also received a s m d  share of overall coverage. 

Temporal Dynamics 

The k s t  step in disaggregating the story in Figure 4- 1 is to analyze the issue coverage 

at different t k s  during the campaign. If Reform was ûuly important for the campaign then as 

Reform gained in news attention or visibility, there should be a change in the overail issue 

agenda of the campaign. Table 4-1 breaks down the issue coverage by week of the campaign 

to isolate the key temporal dynamics. Dynamic changes of three of the issue categories (jobs. 

social programs. and culture) are then graphically represented on Figure 4-2. 

Although emphasis on economic issues waned by the end of the campaign the 

campaign began with an economic emphasis. The five economic categories (economic 

polic ies: job creation: deficit; £iee trade; and other economic) contained 75 percent of the issue 

coverage in the first week of the carnpaign, but only 58 percent in the last wee k. In effect. 

issue coverage became more diverse by the end of the campaign. National unity. new poiitics, 

I Much of the cove e in the extemal affairs, defence category was in fact related to public 
spending on the #-10l helicopters rather than broder questions of  foreign and defence 
policy. 



defence. and cultural issues emerged as minor. ifnot significant, issues in news media 

coverage. 

Issue coverage during the Last week of the campaign coverage was diverse: no 

particular issue emerged as decisive. JO b creation, the deficit. and social programs received 

about the sarne arnount of coverage during this final week. which stands in decided contrast 

from the dynarnics of coverage during the campaign. According to the allocation of issue 

coverage, the deficit never managed to assert itself as the dominant issue. but together with 

social programs rnanaged to defme one aspect of the campaign. In fact. what stands out in 

Table 4- 1 are t hree changes in the issue agenda of the campaign. 

Table 4-1. Temporal Distribution of Issue Coverage by Week 

Economic Poticies 
Job creation/Unemployment 
De ficit/Debt reduction 
Free Tmde 
Other Economic 
Social Programs 
Culturel Ethnic 
External Affairsl Defence 
National Unity 
Go verrune nt Re fo rm 

Week of 

Total Percent 
N 

10-19 
Sept. 

TOTAL 20-26 
Sept. 

1 

4-10 
Oct. 

2 7 % ~ ~  
3 Oct. 

11  - 17 
Oct. 

18-24 
Oct. 



The !ïrst temporal change is the large drop in coverage about job creation and 

unemplo yment. and ecommic policies between weeks two and three; a &op of 17 and 10 

percentage points respectively. In fact. Figure 4-2 shows that the proportion of issue coverage 

devoted to jobs and unemployment dropped by over 20 percentage points between September 8 

and 16. In part this k e l y  reflects the controversy about the unemployment rate that occurred 

when Campbell kic ked off the carnpaign. Nevertheless the magnitude of the drop suggests thaî 

whiie the campaign could have potentially been oriented around jobs, the issue seem to f d  out 

of media emphasis. 

The second change is the ciramatic increase in the coverage. to 42 percent of al1 

coverage. associateci with social prograrns that began around September 20% Of fourse. two 

events rnay have driven the increased importance of social programs. It is the middle of week 

2 (September 23") that Campbell rnakes her comment that the campaign is too shon to discus 

social progams and two days later that Manning makes his comment that a Refonn 

govenunent would d u c e  Canada Health Act restrictions on the provinces. The daily tracking 

in Figure 4-2 reveals two peaks in the social program coverage: September 27 and October 1 1. 

While the former can be accounted for in tenns of the events of the tirne. the latter peak is 

somewhat of a mystery. There is no particular controversy that triggen the latter surge and the 

most reasonable explanation is that the surge reflects attacks on Reform's position by other 

parties. It is in week 4 (October 4- 103 that the Liberal and Conservative parties focused 

greater attention on the Reform party reflectïng the party's improved viabilit y at this tirne. 

Despite the second rise, social program coverage undergoes a gradual decline back to where it 

began by the end of the carnpaign. 



Figure 4-2. Dynamic Coverage Changes: Jobs, Social Programs, and Culture 

Percentage Coverage 
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The third change is the increase k m  6 percent of week 4 coverage to 17 percent of 

week 5 coverage associated with culture and ethnic issues. While the daily tracking indicates 

that coverage of this issue started to increase as early as October 5, this is largely an artifact of 

the moving average approach; October 8 is the first surge in coverage that is sustained. As 

will become clear. the increase is largely associated with the Reform Party. In particular. the 

issue appears to have been sustained on the agenda because of the John Beck controversy and 

the questions that were raised about Reform's immigration poiicy which foiiowed the Beck 

reveIat ion on October 1 3. Briefly. a Reform candidate. JO hn Beck. made several racist 

statements that were captured by and s h o w  on the major television networks. The 

controversy appeared to have sparked increased attention to cultural poiicy. especially with 



respect to Reform. The surge of coverage about cultural questions is taken up again 

t hroughout the chapter. 

Clearly. the campaign undenvent a redefinition of sorts. A discourse organized around 

economic issues. especially jobs and unemployment, gave way to a more diverse agenda 

Social programs dominated coverage in the Mddle of the campaign in a way that suggests that 

the whole meaning of the electoral choice for voten could have been changed. Nrvertheless. 

the discourse about social programs was not sustained till the end of the campaign. Rather tban 

returning to jobs and employment. the issue discourse grew more diverse at the end of the 

carnpaign refiected in the increased coverage devoted to cultural questions that ernerged over 

the iast 1 4 days. 

.4gendu Serring 

Changes to the issue agenda in the news media are not without their consequences. 

While a complete test of the agenda-setting hypothesis is beyond the =ope of this analysis. it is 

use ful to consider ho w news coverage reflected the priorities of the mass public and whether 

the changes in the news emphasis on issues coincided with changes in the public agenda. 

Figure 4-3 breaks down the answers to an open-ended question, "what do you think is the mon 

important issue in the campaign," by week. Individual responses were coded such that the 

resulting categories are compatible with the news media coding. Whiie there are general 

sirnilarit ies in the public and news agenda, there are noticeable diflierences of issue emphasis. 

The public was clearly preoccupied with jobs and unemployrnent in the 1993 election 

carnpaign. Jobs was the modal category and was the most important problem for about 35 

percent of the public. While the jobs issue was present in the media coverage, it was more 

dominant in the public compared with the news agenda Only in the first week was jobs the 



modal category o f  news issue coverage. This findùig is not particularly striking given the 

unemployment rate rernained high and the public's naturai bias toward king concemed with 

jobs and the economy (Jenkuls 1994). Afier jobs, the next most fiequent responses were the 

de fic it and social programç foiiowed by the economy and taxes. Not surprisingly only a small 

percentage ofthe public felt that national unity was the rnost important problern Here the 

public and the news media basically agreed; the media coverage rarely touched on national 

unity despite the presence of the BQ.2 Cultural issues were also rarely the most important issue 

for voters. 

Figure 4-3. Public Perceptions of Most Important Problem by Week of Campaign 

National Unity 
Jobs 

a 10-1 9 Sept 
m20-26 Sept 
ilil27 Sept-3 Oct 
kS34-10 Oct 
0 1  1-17 Oct 
U 1 8-24 Oct 

Taxes Culture 
OVier Economic Social P q m  

Note: NAFTA and Elediori Issues n d  included in figure but part d cakubtioo. 

' Evidence has previously demonstrated that the salience of national unity in the mass public is 
particulad related to news cov e, which su ests that had the media increased its 
ment ion t K e public may have respoyed (knkins 1%). 

1 1 1  



Dynamically a number of things occur to the issue priorities of the public. Aithough it 

rernains a top priority. jobs declines in importance. In its place is an increased importance of 

the de fic it . social programs, and taxes. The increased importance of taxes is related to the 

question of t he appropriate role of government and therefore related to the increased 

importance of the deficit and social programs. Unfortunately the content analysis data of news 

coverage does not adequately distinguish between taxes and other economic concerns which 

prevents a cornparison of the two trends. Figure 4-4 identifies the dynamic changes in the three 

most important issues which are subsequently compareci to the amount of çoverage in the news 

media of these same issues. 

Figure 4-4. Public Concern for Jobs, Social Progrnms and tbe Deficit 

Percentage Public Concern 

Social Programs 

0 .  
10 12 14 16 18 20 22 24 26 28 30 2 4 6 8 10 12 14 16 18 20 22 24 

Septem ber October 
Moving 74ay average. 



There is more t han a passing resemblance between news attention to social programs 

and the public's belief that social programs are the most important carnpaign issues. An 

approximately 15 percentage point change in coverage is followed closely by an approximately 

1 0 percentage point change in the proportion o f  the public identifLing social programs as most 

important. Figure 4-5 places the two series on the same graph with different scales in order to 

identifi the relative change and the temporal ordering of the change in the two series. At least 

in the moving average approacb the issue agenda of the news media changes before the public 

agenda with the public responding to the fm increase in news media emphasis while king 

less afTected by the second peak in social program coverage. In addition. when social program 

coverage dropped o n a t  the end of the campaign public concem with the issue did not return to 

its pre-rise level. 

Figure 4-5. News Attention and the Importance of Social Programs 

Percentage Public Concern Percentage Coverage 
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The relationship between news attention and pubk importance of jobs and 

unemplo yment is also signifjcant if less ciramatic (Figure 4-6). Mer devoting a p l d i t y  of 

coverage to the jobs question in the first couple of days, the news media reduced its importance 

overnight. From September 15 onward, the jobs issue is then a stable proportion of coverage 

with a slight downward trend. The same basic pattern is evident in the mass public. It takes, 

however. fourteen days for the public importance of jobs to realize its fiil1 decline. This is 

consistent with a public graduaily changing its evaluation ofthe most important issue in 

response to the diffiision of information about other issues that opened up when the media 

reduced its own emphasis on jobs and employment. 

Figure 4-6. News Attention and the Importance of Jobs 

Percentage Public Concern Percentage Coverage 
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There are only two changes in the news agenda that are not mirrored in the public 

agenda The first is the laçk of a change in the amount of coverage of the defic it. While the 

deficit rises in importance for the public. there is no increase in coverage ofthe deficit. Since a 

concern with the deficit is related to a desire to reduce social program spending. the inçreased 

public concem may reflect the increased attention to social programs. Voters opposed to social 

program spending are likely to believe that it is the deficit whic h is more important and 

therefore might quite reasonably respond to the news discourse about social progams by 

identifying the deficit as more important. 

The second dflerence is the increased attention to cultural issues in the news during the 

Iast two weeks of the campaign, whic h is not evident in the public agenda While Figure 4-3 

suggests a srnall increase in the importance of cultural questions. it is very srnail and overall 

less t han four percent of the population cited this issue as the most important. It is not 

surprising that the public agenda did not change in response to increased news attention to 

cultural questions. In the absence of an immigration related crisis. it would be surprising if 

voters t hought an issue with very srnall direct impacts on day-to-day life would be more 

important than econornic c ~ n c e r n s . ~  

Three categories of  the public agenda, jobs. the deficit. and social prograrns. aU 

undergo signifiant changes. Consistent with changes in coverage. jobs became less of a 

priority for the public after the first week of the campaign, and there was a signifcant mid- 

campaign boost in the importance of social pro-. In addition, the public became more 

3 The agenda-setting literature has reco nized that some issues are more susceptible to media 
influence t han others Venkins 1 994; fagade and Dozier 1 990; Zucker 1 978). For example. 
unemployment is articularly resistant to agenda-setting (Behr and I engar 198% Jenkins 
1 996: MacKuen 1 $ 8 1 ). The likely reason 1s that voters care so muc i1 about t his issue an 
that they can monitor the situation themselves and do not rely on agenda-setting kinds O 
cues. 

i""" 



concerned with the deficit as the campaign evolved. Since real-world condit ions rernained 

stat ic. there is support h m  these observations that the media played an agenda-setting role 

during the campaign. Of course, change in media coverage is a necessary but not sufficient 

condit ion for O bserving change in public attitudes. Changes in coverage did appear to reflect 

and potentially cause reai changes in the issue discourse of the campaign as reflected in public 

perception data. This is significant since too wide a divergence would make the hypothesis 

t hat coverage affecteci attitudes unreasonable. 

Partisan Dynamics 

While the general anaiysis of news media issue coverage provides a broad picture of 

the pubIic's exposure to issues, campaigns get constructed in such a way that parties corne to 

be associated with particular issues. Table 4-2 breaks down the issue coverage by partisan 

O bject. Partisan O bject is based on the coding of which party was king talked about in the 

coded news. A party could thus be the associated with an issue either because it is taking 

about its position. defensively or  aggressively. or because another party or a joumalist is 

talking about its position on the issue. For example, Campbell defending the government 's 

plan to purchase helicopters would be considered a Consewative partisan object. while 

Campbell attacking Reform's deficit plans would be considered a Reform partisan object. 

Because some of the news coverage reflects statements that characterize the public as a whole 

or provide background idiormation about the issue, some of the coverage did not have a 

partisan object. 



Table 4-2. Partisan Distribution of Issue Coverage ' 

Parîy A: 
PC 

Econo mic Po lic ies 16.0 
Job creatio~nemployment 1 8.0 
DeficiUDebt reduction 17.9 
Free Trade 3 -4 
Ot her Economic 9.2 
Social Prograrns 24.4 
Culture/ Ethnocentrism 2.6 
Ex~ernal ARairsl De fence 6.1 
Nat ional Unity 1.1 
Government Reform 1.4 

ociated \ 
L iberal 

c " Coverage associated with other parties (e-g. 

ith Issue 
NDP 

i Media 
Reform 1 BO 

Green party) are included 

\lo Part) 

12.5 
23.7 
15.8 
4.7 
6.2 
15.1 
8 .O 
3.1 
9.3 
1.6 

929 

Total 

15.5 
18.3 
12.9 
5 .O 
8 .O 

20.2 
6.4 
3 -2 
8 -4 
2 .O 

443 1 
the total category but 

not represented in the table (n=56). 

For the most part, parties are associated with the issues with which one would expect 

them to be associated. The NDP pattern is that the party was significantly more likely to be 

associated with Eee trade than the other parties. The MIP election strategy was to focus on 

this issue. but despite its efforts. the party failed to shape the media agenda and as the previous 

section indicated. this emphasis did not resonate with the public. Given its position on the Lefi 

in Canada. the NDP was also associated with social progmm and not associated with the 

deficit. 

The Liberals were most associated with economic policy, especially with respect to job 

creat ion and unemplo yment reflect ing the t itle of the Red Book. Creating Opporfunity. The 

Liberals were less associated with the deficit and social programs than the Conservative and 

Reform parties. The Conservatives were associated less than the Liberals with economic 

policy and job creation but significantly more with the deficit and social programs. Naturally. 

almost al1 of the coverage associated with the Bloc was related to the national unity issue. 



The Reform party stands out, ho wever, h m  the other parties. Thirty- five percent of 

Reform coverage was associated with social programs; 1 1 and 24 points more t h  the 

Conservat ive and Liberal parties respectively. Reflecting its preoccupation with the deficit. 

Reform was a h  more assockted with the deficit than it was with unemployment. Refonn was 

also distinct in the large proportion of coverage associated with the c u l W  ethnic issue 

category reflecting its unique position on multiculturalisrn immigration and crime. These 

associations are CO nsistent wit h Reformis ide0 logical derpinnings discussed in Chapter 2 - 

Dynamics of Reform News Coverage 

General Trends 

Given the temporal and partisan characteristics of issue coverage, it is usehl to 

consider ho w the issues associated with Reform changed over tirne. Table 4-3 breaks down the 

issue coverage associated with Reform by week of the campaign in terms both the absolute and 

relative distribution of issue coverage. In this case. the sample of coded material includes any 

situation where Reform, either as the target of  partisan attack. the object of a journaiist or 

anc hor statement. or the spokespemn of a quoted or paraphrased staternent. was paired with an 

issue. The basic pattern is consistent with the Refonn colurnn in Table 4-2. which restricted 

the analysis to those statements for whkh Refonn was the object. but considering both types of 

association increases the nurnber of cases. 

During the first couple of weeks the Refonn party received iittle coverage and what 

coverage there was tended to be consistent with the general news agenda. A thkd of the 

statements had to do with job creaîion and unemployment, suggesthg that Reform was not 

having a distinct impact on the issue focus of the campaign. Al1 of that changes as the 

campaign entered week 3 (September 27-October 3). Reform began to be aswciated with the 



defic it issue and social programs. In both the tfiird and fourth week of the campaign (Oçtober 

4- 10). more than half of the statements assoçiated with the Reform party concmed social 

p r o g m  as compared with 4 and 9 percent rçspectively in the first two weeks. The change is 

particularly evident in the change in the absolute nurnber of times the Reform party was 

associated with social prograrns in the news (second half of Table 4-3 and Figure 4-7). 

Table 4-3. Issues Associated with the Reform Party by Week 

A. Percentage withiii Week 
Economic Policies 24.1 
Job creation/unemployment 33.3 
De fic it/De bt reduct ion 14.8 
Free Trade 1.9 
Other Econornic 3 -7 
SociaI Programs 3.7 
Culturel Et hnic 3 -7 
Extemal Affaird Defence 0.0 
National Unity 9.3 
Governrnent Refonn 5 -6 
To ta1 Percent 1 O0 
B. Absolute N within Week 
Eco nomic Po licies 13 
JO b creation/ünemployment 
De fic it/Debt reduct ion 
Free Trade 

Tota I WEEK 

Ot her Economic 
Soc i d  Programs 
Culturel Ethnic 
Extemal Affaird Defence 
National Unity 

10-19 
Sept. 

Government Reform 3 1 
Total N 541 

20-26 
Sept. 

27Sept.- 
3 Oct. 

4-10 
Oct. 

11-17 
Oct. 

18-24 
Oct. 



The changes in Reform coverage can only partiaily be explaiaed by Reform's own 

act ivit ies. It is at the end of the second week that Manning specukted about the ïmp lications of  

Reform's position on health care. Since it occurred early in the second week the 

announcement of Reform's Zero in Three deficit reduction plan on September 20' did not 

appear to be the direct stimulus for the increased attention to these issues. Alihough it 

rernained an important dimension of Refonn issue coverage. the dominance of social prograrns 

was not sustained through the final two weeks of the campaign. The relative masure indicates 

t hat social prograrns declined in importance in the second last week while the absolute 

measure suggests that the number oftimes Reform was associated with social pro- in a 

week did not change until the last week of the campaign. The fall-off in social program 

coverage was made up by the emergence of cultural issues. 

Figure 4-7. Key Changes in Reform Issue Coverage 

Number of Mentions 
100 . 

Social Programs 1 

1 0-1 9 Sept 27 Sept-3 Oct 11-17 Oct 
20-26 Sept 4-10 0ct 18-24 Oct 

Weekly value is the nurnber of üfms in whidi the R e f m  Party was assochW wiai the issue in the 
tekvision news as edher the speaker of the c d d  materîal or the object of someorie ebe's 
commts. 



Both in a relative and absolute sense, the Reform party was more directly associated 

with culture and ethnicity issues in the last two weeks of the m p a i g n  compared with the 

previous four weeks. These issues - immigratioa multiculturalism, moral issues (abortion gay 

right s). crime. aboriginal issues - represented one quarter of the issue CO verage associated wit h 

Re form during the last two weeks of the campaign. Figure 4-7 captures the shift in ciramatic 

fas hion. As the absolute amount of coverage changed so did the issue cues that were available 

to the public- 

Cueing the Deficit und Welfire State 

1 t is clear f5om a general perspective on the issue coverage of the campaign that the 

Reform party was associated wit h a clear anti-deficit message that acknowledged the 

consequences of that cornmitment for social program spending. In contrast, the Conservative 

party staked out moderate ground. By advocating clear and unique positions the Reform party 

was open to partisan attacks which reinforced the cues that Reform was cornmitteci to a 

reduced role for government in society. In this way, coverage of social progams should have 

contributed to voter understanding of Reform's distinct position. 

It will be recalled h m  Chapter 2 that the Reform party position was to d u c e  the 

deficit to zero in three years. This was to be accomplished by significant reductions in program 

spending including programs which are considered sacred cows by many polit icians. This was 

most clearly evident when Manning suggested that universai medicare could be reformed. 

Those attentive to the news had the opportunity to pickup on Reform's commit ment to deficit 

reduction and reduced social spending. 

Preston Manning: 1s it possible to cut the deficit and to balance the budget 
without reforming transfers to individuals and provinces? Doesn't 
somebody have to bite that bullet? There's not -- you can't do it by 
defence cuts and wish cuts (CBC, October 4, 1993). 



Kevin Tibbles: And Manning maintains that medicare is not the only social 
program in need of an overhaui. He points to unemplo yment insurance. 
saying it should be run like any other insurance progran with no 
goveniment fiinding. He admits that may LikeIy lead to higher prerniums 
and Iower benefits (CBC, October 7. 1993). 

The clear position-taking on the deficit and its çonsequences is clearly different h m  that of 

Campbell and the Conservatives. As discussed in Chapter 2. Campbell was unwilling to 

acknowledge that a substantial reforrn of social programs would be necessary to meet deficit 

reduct io n targets. 

In the news media Refonn's plan to reduce the deficit in three years received a 

considerable amount of crit icism eorn two sources. The first source was non-part isan. In 

several stories. the media reported that economists did not Selieve that a three year target was 

credible because of the effects on the economy of reducing expenditures so drasticaily. 

The clearest evidence of media-induced criticism of the zero in three plan is a story that 

ran on October 14 about the deficit promise that fell under a segment called "Reality Check." 

This series sought to critically examine various claims by the parties throughout the campaign. 

1 n t his segment. an economist States that "Three years strikes me. fkankly, as much too fast, at 

this point in the economy, near a take-O ff, just too fast. We dont need to do it that fast. And if 

we try to do it. we're going to hurt ourselves. possibly badly" (CBC. October 14. 1993). As the 

reporter notes. radical deficit reduction would likely lead to an increase in unemployment and a 

decline in consumer confidence. which would lead us back into a recession. 

The reality check segment was a clear critical approach to Refonds plan. but there 

were a nurnber of other similar examples. Four days earlier. Pame la Wallin began her 

interview with Preston Manning by focusing on the deficit plan. 



Wallin: A b t  of eçonomists in this comtry have looked at your plan, they have 
looked at the growth projections in this country, they have Imked at the 
unemployment rate, and they have saïd that you would push us back 
into a recession and put thousands more on the unemployment r o k  
(CBC, October 10,1993) 

Manning dismissed the idea that the cuts were high enough to damage economic growth but 

the stories tend to be critical ofthe approach. So while the media spent considerable amount of 

t irne on the defic it as a campaign issue, Reform's specific plan came under scrutiny for king 

too extreme. 

The second type of cnt icism was partisan. Partisan opponents of Reform certainly 

challenged the Reform approach in the same manner as the economic elites s h o w  in news 

media coverage. but they spent more effort focusing on the consequences of the deficit 

reduction plan for social prograrns and unemployment- "Zero deficit in three years. What will 

that mean? It wiil mean zero growth That will niean zero jobs. And that wil1 mean zero hop'' 

(Jean Chretien. CTV and CBC News. October 9'). Conservatives also tried to attack Reform 

positions on social programs and the deficit by portraying his cuts as drastic and ill-conceived. 

1 llustrat ive of these attacks is a Conservative ad which featured a magician performing a trick 

on a stage with the foilowing voice-over: 

Preston Manning thinks that governing is an easy trick. Just pick a spot and 
start cutting: health care. unemployment insurance, old age pensions. You can 
rnake governing look pretty simple if you are prepared to cut and m. 

From the middle of the çampaign onward. the Conservative party distributed its partisan 

attacks equally between the Reform party and the Liberals, attempting to attack the fiontnumer. 

while fighting off the Reform insurgency. The Liberals also starteci aiming attacks at the 

Reform party afler the half way point and the social program and deficit issue were key points 

O f attack. 



Reform's deficit plans came under considerable scrutiny, but there is good reason to 

believe that the cnticism sewed to activate underlying preferences as weH as driving voters 

away f?om Refom Consider that Reform support continues to grow even during the period of 

rno st sust ained social program coverage. The expert cnticism of  the economic consequences 

of the plan may have undermined Reform's message, but it should be rernembered that 

grasping this critique required considerable sophistication given that it conflicted with the 

cornmon sense notions that were centrai to the Reform message. The partisan criticisms that 

focused on the implications for social programs were easier to understand but they could only 

undermine respondents who held a pro-weifàre state orientation towards politics. Since 

Manning was willing to concede much of the social program implications of his deficit 

program. the partisan attacks should have lirnited the movernent to Reform among moderate 

s m l l  "C" conservatives, but it was unlikely to move people who had already decided to 

support the Reform party. Eady on NDP leader, Audrey McLaughlin. seized on Manning's 

remarks about health care and suggested that they would determine the outcome of the 

election. McLaughlin may have been right. but only in the sense that a news discourse that 

emp hasized welfare state issues offered Reform a primary d e  in the campaign. As the only 

advocate of fundamental change. Refonn demanded attention. 

Crreing Racisrn and Inrolerance 

The late campaign shifl in the news to feature Reform's position on cultural affairs can 

be in part Iuiked to the coverage of the John Beck afEair that took place on October 13'. It wiil 

be recalled fiom Chapter 2 that John Beck was a Reform candidate in Toronto who was asked 

to resign from the party on October 1 3'h afler Manning was challenged by protesters with 

charges that Beck had made racist comrnents. The controversy appeared to signal a change in 



the way parties attacked Reform and how the media mvered the party. A reading of the 

television news transcripts suggests thai the importance of the John Beck controversy went 

beyond the facts of the specifiç case. 

Earlier discussion establishes that the general increase in news coverage of cultural and 

ethnic issues began around October 8", which is several days before the Beck controversy. 

Nevertheless. the issue generated considerable news attention itseff and was a highly visible 

example of the kind of issues with which Reform was associated. Of al1 of the cultural issue 

coverage during the latter two weeks. 50 and 88 percent respectively were either about 

immigration or multiculturalism It appears that in the latter two weeks of the campaign 

Reform became more associated in the news ~ i t h  its positions on multiculturalism and 

immigration. 

The television news certainly made much of the Beck incident. The exchange between 

Bec k and a CBC reporter (Figure 4-8). which appeared in the f'irst CBC story about the 

controversy reveaied that Beck clearly beiieved what he was saying and had not just made an 

inappropriate comment that he regretted. The CTV story on the 12" contaïned no quotes fiom 

Beck and just showed a man challenging Manning with Beck's statements. On the next day. 

however. Beck is quoted as saying. "1 feel that the gentile people are under attack" (CTV. 

Octo ber 14"). 

It should be acknowledged that the Reform party acted quickly to distance itself fkom 

Beck. but the controversy was trançformed k m  a single event to symbolize sornething about 

Reform. In effect, Beck was evidence for what rnany beiieved al1 the tirne; that Reform 

members were extremists. While Manning could ded with Beck he had more trouble 

explaining that Beck was an exception. Over a of couple days, numerous references were 



Figure 4-8. Exchange Between John Beck and CBC Repoder on October U, 1993 

John Beck 
You have $150.000 on  a guy coming into buy a citizenship in Canada  t o  create a job. fine. he's bringing 
jornething to Canada. but what is he bringing? Death and destruction to the people. 

Paul Adams 
You said the things we printed? 

John Beck 
Yes. 1 did. 

Paul Adams 
Did you say those things? 

John Beck 
Yes. 1 did. 

Paul Adams 
At best they're inflamrnatory. 

John Beck 
At best. they're the t ru th  and 1 stand on the m t h .  1 feei that if an  immigrant c o m a  into Canada and gets 
a job for $150,000. he is taking jobs away fiom us. 

Paul Adams 
Who is us? 

John Beck 
The gentile people. 

Paul Adams 
The white people? 

John B a k  
The white people. 

made to a 42 page questionnaire that potential candidates were required to fil1 out in order to 

weed out candidates who were not compatible with the Party. Beck clairned that he filled out 

such a questionnaire. but the party was unable to confkn it. Manning also suggested that th i s  

was one of these weaker ridings that was desperate to get a candidate" (CBC. October 14) as a 

rat ionale for how Beck slipped through the screening pmcess. Regardless o f  the accuracy of 



these explanations. their presence on the news over a couple of days transformed a single 

incident into a much longer controversy. 

Because Beck was identified with a controversial poiicy area the story fiom the start 

was about more than a racist individual. It bas perhaps always been tme that the Reform 

party ' s positions on unmigration, multiculturalism, and crime could be labelled ethnocentric 

and even rack  which suggests a similarity to other new right parties (Betz 1993b; Betz 1994; 

Kitschel 1995). A number of Refom's immigration positions are certaidy controversiai. The 

party advocates a drastic reduction in the number of immigrants and tougher masures to fight 

ilkgal immigrants and refiigees. According to Manning, "the Charter ought m t  to apply to 

people who get to Canada illegaily" (CBC, October 13). At the same tirne. Manning has tried 

to distance the party h m  racism and intolerance. On the news, Manning is seen making the 

fo 1 Io wing statement s : 

We have made every effort to ensure that particularly our constitutional 
positions. our unMgration positions. and our cultural positions are not o d y  
utterly fiee of racist connotations but are anti-rack This is the reason we 
support the constitutional mode1 that talks about the equality of al1 citizens 
rather than tying entitlements to racial considerations or luiguistic ones. or 
gender ones (CTV. October 1 3). 
C 

We've done everythùig to try to rnake sure we're. there's nothing racist in the 
basic positions of the party and we're prepared to take steps against people with 
those views that ti-y to infiltrate the party. We've got to I thuik just keep saying 
that over and over again until people believe it (CïV,  October 15). 

M i l e  he states he is trying to distance the party fiom racism Manning uses the language of 

exclusion. Ident ity-based claims are clearly incompatible with the Reform vision. One c m  

imagine that in the wake of the Beck comments, Manning's assurances would appear less 

credible. but more irnportantly. the fact that Manning had to continually stress the party's 

position on racism meant that he couid not stick to his deficit and anti-welfare state message. 



For the remainder of the campaign, the Refonn party was clearly vulnerable on the 

immigration issue and it appears that others exploited this Milnerabilit y. On October 1 5. CTV 

reported that the Council of Canadians asserted that the immigration policies of the Reform 

party were racist. A short story on McLaughlin's attack on  Reform's immigration policy 

appeared on October 19. On the same day, both networks ran stories about Reform's response 

to recent partisan attacks. In both stories, Manning is -king the other parties for practicing 

"the politics of fear" and lying about the Reform party stands. In both aories, however, there is 

a rerninder of the controversy and new coverage that at least çome people think Reform is 

racist. Both stories refer to the presence of protesters outside a Reform rally and the C ï V  story 

shows protesters chanting. "Racists, sexists, anti-gay; Reform party bigots go away." Ln effef f 

the repon that large crowds are attending Reform meetings is overshadowed by the story which 

is fiamed in te= of Manning's respnse to other party atiacks on Reform policies. especially 

irnrnigrat ion and French Canada polic y. 

There is a danger that one makes too much of the John Beck controversy. The party 

acted quickly to control the damage and there was no other information in the media to suggest 

that this was anything but an isolated incident. In addition the Reform party stands on 

immigration multiculturaiism and French Canada were m t  new. Earlier in the campaign there 

was some modest coverage of Reform's position on cultural questions and çorne early 

indications of potential problems. On October 1, a news story about Reform reported very 

brie fly on a protest outside a Reform rally in which the protesters were chanting, "Immigrants 

in! Reformers out !"(CBC). An incumbent Conservative M'P. Dorothy Dobbie was also in the 

news for her cnticisms of the Reform party on cultural questions. First on CTV on Oaober 4'. 

it was reported that Dobbie, "called him Manning] a dangerous man who would impose his 



Christian fùndamentalist values on the rest of  the country." Later she asked whether 'rhere is 

room for people of 0 t h  - of other persuasions. of other faiths [in Reform's Canada] T' (CBC. 

Octo ber 1 1, 1 993). It appears. therefore. that as Reform became more viable its cultural 

po licies became a more important issue for the election. 

Although national unity did not figure into much coverage. the French Canada card and 

culture more generaily were played by both the Likrals and the Conservatives at the er?d of the 

election. With two strong regional pariies, the Likrals spent the 1st several weeks trying to 

ensure a majority by stressing theu narional credentials. "It is divisive. he [Chrétien] said for 

Reform to run candidates everywhere except Quebec. Reform's language policies are divisive 

too. he said. Interviewed in Toronto later. Chrétien wamed opposition to bilingualism could 

split the country apart" (Denise Harrington CBC. October 9, 1993). At tirnes. Campbell also 

pointed to Reform's failure to run nationally. 

Conclusion 

The rise in coverage of Reform documented in the previous chapter corresponded with 

a change in the issue agenda of  the campaign and the issues associated with the Reforrn party. 

Reform's presence as an active player in the construction of the news meant the public received 

greater exposure to Reform's position on the role of government in society. As is clear fiom 

both the qualitative and quantitative evidence, it was not just that voters were exposed to the 

Zero-in-Three de fic it plan. They were exposed to the implications and the ideo logical- basis to 

the Reform cornmitment to a reduced deficit. It seems reasonable to conclude that Reform was 

aided rather than penaiized by the attacks of the other parties. who b d  their attacks in terms 

ofthreats to social programs. Reform rose in the poUs throughout the period when Reform was 



most associated with social pro- and a significant portion of that coverage was partisan 

attac ks. 

The campaign also exposeci voters to uiformation that allowed them to associate 

Reform with its ethnocentric positions on cultural questions. In the last couple weeks of the 

campaign apparently assisted by the John Beck controversy, the Reform Party became 

associated with its positions on cultural questions. Specifkally, the party was attacked and 

defended its position on multiculturalism and unmigrat ion. The shift was large enough to 

show up in the temporal distribution o f  issue coverage ofthe campaign so it was not just an 

ephemeral campaign event. It is. of course, striking that this change in coverage took place at 

the same t ime as the media were reducing Reform's coverage in the news media and as 

Reform's share of vote intentions was declining. One cm conclude fiom this correspondence 

that the news media recognized the implications of Reform's cultural positions for its potentiat 

support. 

The issues in the news do appear to be fundamentally associated with the way the 

campaign is going for the parties. As the media decided to increase their attention to Refom 

they began to tell different stories about the campaign; stories that involved the issues of social 

progams and the deficit. Possibly because Reform had become more viable andl or because 

ot her parties viewed this as a vulnerable area, the issue discourse shified a second tirne. Since 

attitudes about cultural accommodation and attitudes about the welfare state can be quite 

independent the two shifts in coverage may have had dynamic effects on voter knowledge 

about and voter support for the Reform party. 



CHAPTER 5: LOCATING REFORM 

Party Issue Positioning and Voter Learning 

. . . what voters know or don3 know of 
the candidates and the policy issues in 
any election is largely determined by the 
information, and the clarity of that 
in format ion. presented to them during 
the presidentiat campaign. 
Alvarez (1997a: 25). 

There is no doubt that news decisions fùndamentally altered the ùrformation 

environment of the 1993 campaign. The Reform party became more visible in news coverage 

and that coverage was characterized by an emphasis on the welfare state ealy on and cultural 

issues in the latter weeks of the campaign. Did this changing coverage matter? In other words. 

did the coverage actually teach voters about Reform? 

To demonstrate the impact of changing coverage on the information that voters held 

about the Reform party, the d y s i s  proceeds in four steps. The first step is to compare voter 

uncertainty about parties, leaders, and issue positions using self-reported measwes of 

knowledge and the patterns of non-response to questions. This will establish the degee to 

whic h voters learned about the Reform party during the campaign. The second step is to 

analyze the dynamic evolution of party placements across the campaign. The level of 

uncertainty is replaced with a concem with the implications of learning for perceptions of party 

local ions. The third step is to estirnate a senes of regression estimations to identfi the 

individual correlates of voter perceptions of Refom The fourth step is to compare knowledge 

of Reform during the Referendum campaign with knowledge during the election campaign to 

îùrther identiS campaign learning. 



Locating Political Parties 

Since it is knowledge of party stances that is pursued in this chapter, it is usehl to 

briefly consider previous hdings with respect to campaign l e d g  and the process by which 

voters impute locations to parties. While there are individual-level processes associaied with 

knowledge of party locations, a signifiant aspect of locating parties is related to the context of 

the election and the flow of information 

One of the potential influences on the ability of voters to make accurate identifications 

of candidate issue stands are the actions of the candidates themselves. In particular it has been 

suggested that candidates intentionally attempt to obfùscate; that is. they avoid taking f m  

po licy positions and rely largely on appeals to broad. shared goals (Page 1 976; S hepste 1 972) 

or valence issues rather than position issues (Budge 1993). The benefit of making vague. as 

compared with direct, issue statements, is not, however, universally recognized in recent 

empirical research Voters penaiize parties for uncertainty (Alvarez and Franklin 1994: Bartels 

1 986). whic h suggests that any benefits fiom avoiding issue positions could be lost. 

While there may or may not be strategic benefits of obfùscating on issues. candidate 

action does appear to either foster or prevent issue clanty (Campbell 1 983; Pomper 1 972; 

Alvarez 1997a). As Franklin ( 199 1 ) notes, contrary to expectations. "candidate campaign 

strategies have significant effects on the clarity of voter perceptions" (12 10). Voters are more 

Iikely to kno w the location of a party on an issue that the party has taken both a distinct and 

vocal position. 

I f  context matters. it is not the only factor in the knowledge voters have about parties. 

It is cornmon to observe or lament the lack of information about political afEairs among the 

mas  public (Bennett 1995; Converse 1964; Delli Carpini and Keeter 1991 ; Luskin 1987) and 



Canadians are no different h m  other mass publics (Fournier n.d.). Despite the lack of factual 

knowledge as reveded by these studies, in reçent years the foçus of considerable research 

effort has been on understanding how voters reach decisions based upon minimal information 

and even rational ignorance (Fopkin 1991 ; Sniderman et al- 1991). While it temains an 

understudied area in electoral studies, there are sorrie Iimited studies of how voters locate 

parties. Three processes have k e n  identified as important determinants of where and if voters 

are able to locate parties: party and ideological cues; issue importance for respondents; and 

projection. 

The flow of campaign information provides a number of dflerent kinds of cues that 

allow voters to infier locations for the parties. For example, poll results and endorsements are 

said to provide crucial information about the spatial locations of the parties (Lupia 1992; 

McKelvey and Ordeshook 1 986). Of course, the range of possible cues is quite large. 

Ideological and party cues Like liberal or right-wing can influence uiferences about where a 

candidate stands on issues because "placing a candidate in one or more of these categories 

allows the voter to use the kliefs related to that category to infer specïfïc candidate 

characteristics" (Conover and Feldman 1989: 91 6; Rahn and Cramer 19%). Even candidate 

characteristics such as gender, race or religion (Popkin 1991 ; Sniderman et ai. 1991) can cue 

voters to assign a party to one position rather than another. While the reliability of various 

shortcuts has been cWenged (Bartels 1996), it is a reasonable expectation that voters would 

generally be able to locate the parties relative to each other given past experience and the 

structuring effect of party identification. 

Given the complexity of political &airs, one way to manage information is to 

specialize. This raises the possibility that each respondent has knowledge about a number of 



specific issues rather tban knowledge about every issue. On any one issue there will be a 

correspondhg group of citizens who are concemed with and therefore monitor the situation 

and candidate positions. Converse ( 1 %4) labelied this phenomena %sue publics" and others 

have ident ified ernpirical support for the existence of issue publics (Elkins 1 993; Krosnick 

1 990b). We then expect those respondents who care about an issue to be better able to locate 

the parties on that issue. In fa- the more one cares about an issue the greater one perceives 

the dserences between the parties (Krosnick 1988; Krosnick l99Ob). I f  one cares about an 

issue. then one values even s d l  differences. 

One of the easiest pieces of information that voters can use to uifer issue locations for a 

party is t heir own location. Rather than the perception of the party's position detennining the 

utility for that party, it is possible that voters who like a party will locate that party closer to 

t hemselves. Research into t his possibility does suggest that survey respondents factor in their 

own evaluat ions of ho w rnuch they like a party when they locate that party on the issues 

(Conover and Feldrnan 1 982; JO hnston et al. 1 998; Judd et al. 1983; Krosnkk 1 WOa; Markus 

and Converse 1 979: Page and Jones 1979). These effects can emerge either because voters 

"project" their own position ont0 candidates they like to avoid cognitive imbalance or because 

voters judge candidates in self-referential terms (Conover and Feldrnan 1989). Projection or 

rationalization effects as they are variously labeled add a wrinkle to our understanding of voter 

perceptions of the parties since any change in perceptions rnay be as much a product of 

c hanged evaluations as of leaniing. 

The sarne factors related to where voters locate parties are also relevant to whether or 

not a respondent is even willing to impute a location to the parties. Respondents can answer 

don' t know to questions about where the parties stand on various issues. Although respondents 



are generally capable of i d e n t m g  where parties are located on the issues. there is 

considerable willingness to acknowledge that one is unaware of the party stances. Wright and 

N iemi ( 1 983) attempt to predict whether a respondent will impute a party location based on the 

respo ndent ' s characterist ics, inc luding media use, interpersonal conversation, strength of 

partisanship, the intensity of afliect for the candidate king located, and group membership. 

Each of these factors represents a different basis for inferring locations: media use and 

interpersonal characterist ics capture exposure to campaign informat ion; strength of part isanship 

captures the availability of partisan or ideological cues; intensity of  affect captures projection 

related inferences; and, group membership captures group-based cues. No single variable is 

the most important suggesting that there are multiple ways that voters can make a location 

inference (Wright and Niemi 1983). While the mode1 is reasonably good at predicting whether 

a respondent will impute a position or not, the failure of some predictions and the variation 

across candidates in the importance of  the independent variables reinforces the importance of 

context for location perceptions. 

Most of the literature on locating parties, reflecting its American study area. focuses on 

inferences about the location of relatively unknown candidates who represent one of the two 

est ablished parties. W o r y  and short cuts certainly provide respondents with a reasonable 

b a i s  to generalize about the issue cornmitments of established parties even when the candidate 

is relatively unknown. but the public should have more dficulty identfiing the positions of a 

new party. New parties lack an existing base of party loyalists and must also counteract the 

lac k of informat ion that voters have about theù issue location As a result. they are O fien more 

dependent on the exposure they receive in the rnass media (Zaiier and Hunt 1995). 



Measuring Party Locations 

The 1 993 National Election Study includes six questions that ask respondents to bcate 

the parties relative to each other on a five point d e .  The six questions concern the follo wing 

issues: place of French in Canada; power for unions; aid for racial minorities; women's 

equality: cbseness to the United States; and. deficit reduction. The question wording varies 

depending upon the issue k i n g  asked about, but the questions share a common fiamework. 

Respondents are asked to idente each of the parties' positions on a five point sa le  (-2 to 2). 

where the middle category is the status quo (e.g. same as now). For exarnple, one of the 

questions used thmughout the analysis asks how much each of the parties wants to do to 

promote the French language in Canada (much more. somewhat more. same as now. somewhat 

less. or much less). 

The deficit location question îs slightly dflerent. but the sale  is the same; respondents 

are asked what effect a (Conservativel LikraV NDPI Refonn) party win would have on the 

size of the defic it. While the question asks specifically about the deficit, the question has 

broader implications. The deficit can be reduced three major ways: increased taxation; 

economic growth; or, reductions in expenditures. Given the antipathy to increased taxes and 

the high speed of economic growth that would likely be required to increase revenues. it seerns 

reasonable to expect that voters would understand the latter as the principal means of deficit 

control. As such, this question can also be understood as a question of credibility. The smaller 

a respondent believes that the deficit will be the higher the credibility the party has both as a 

deficit fighter and more generally as a party committed to the reduction of government 

spending and social programs. As Chapter 4 makes clear, the deficit is intrinsically tied to 

government spending and programs in the political discourse. The evidence does indicate that 



respondents had little difficdty locating the parties on this dimension suggesting that it is 

tapping a fùndamental aspect of political conflict. 

Locating the Parties in 1993 

Trouble Locating Parties 

One expects respondents to have considerable trouble locating the Reform party and 

Preston Manning, especially at the beginning of the campaign. Of course, one would expect 

that the ability to locate parties would increase as the campaign progresses. ïhe  following 

anal y sis demonstrates the scope of the uncertainty attached to Reform compared with the ot her 

party positions in three ways. The îïrst step is to compare respondent 's perceptions of their 

own knowledge of the party leaders. The second step is to consider the fiequency of a 

nonresponse to questions that asked respondents to rate the parties and Leaders of the parties. 

Finall y. the uncertainty about Party locations is considered. 

Evidence fkom self-reports about how infiormed respondents were of the party leaders 

shows that most of the public felt aware or very aware of Chrétien and Campbell, but only 

rnino rit ies felt thiç way about Manning and McLaughlin (Figure 5- 1). Both the minor party 

leaders suffered f?om uncertainty earlier on and both became better known at about the same 

rate as the campaign progressed. The close relationship between self-perceptions of 

McLaughlin and Manning are çomewhat surprising. It is true that this was McLaughlin's fust 

campaign and she seemed to have a small pre-efection profile so one might have expected 

some voter uncertainty, but given the lack of coverage of McLaughlin and the NDP one would 

not expect the campaign to lesson respondent's uncertainty about her. Of course, asking 

respondznts to evaluate their knowledge of candidates may produce a gradua1 increase over the 

campaign as a hc t ion  of voters having becorne more certain of their vote preference. 



Figure 5-1. Self-Reported Knowledge of Party Leaden 
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Seif-reported knowledge is denved from question asking respondents to rate their cnnm knowdge on a fwr 
point scaie from "Not ai al1 infomied" to Very infomied." The four item scak was transfomied into a fwe 
point scaie (04) with "Don7 knouf responses rnirul at the neutal point 

Evidence of the actuaI behaviour of respondents suggests that Manning was the key 

beneficiary of the campaign. Dwing the campaign survey, respondents were asked to rate both 

the parties and the leaders on a 100 point sde.  This is not a cognitively difficult task since it 

does not require the respondent to justiS. or explain his or her evaluation. In Figure 5-2 and 

Figure 5-3 the percentage of the respondents who were unable to rate the parties and leaders 

respectively is plotted by week of the carnpaign. For the most part, respondents were able to 

answer the questions with less than 5 percent giving the "don't know" response. In both 

figures the only exception is Reform. The fiequency of "don't knowst for the question ratine 

both the Reform party and Preston Manning declines across the campaign by about five 

percentage points. There is no substantive variation in the Iikelihood of saying don? know for 



the other parties or candidates. In particular, there is w change in the NDP or McLaughh 

trends suggesting that the eariier p w t h  in self-reported knowledge of these objects is not 

reflected in this more concrete rneasure of awareness. 

Figure 5-2. Unwillingness to Rate Parties by Week of Campaign 
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Weeùiy value is the percent of the sample who answered "don't knaw* to the Party feeling 
themnxneter question. 

A iürther demonstration of the uncertainty associated with party locations comes h m  

the fiequencies o f  "don't know" to questions o f  the party's stands on issues evident in Table 6- 

1. Also included is the nonresponse to the question that asked the respondent for his or her 

position on the issue (self-placement). The mnresponse to the self-placement is important 

because of the ability of respondents to bcate themselves but also because those people who 

were unable to locate themselves were not asked to locate the parties. For this table. only those 



respondents who were interviewed during the fïrst three weeks of  the campaign were included 

to identie what people knew based on as iittle as possible campaign expenence. The 

fiequency of nonresponse to the issue questions varies considerably fiom 50 percent who could 

not impute a Reform position on closeness to the United States to a low of 8 percent who could 

not impute a Conservative position on the deficit. There appears to be two kinds of variation: 

across parties and across issues. 

Figure 5-3. Unwiliingness to Rate Party Leaders by Week 

Percentage Don't Know 
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Weekfy value is the penent of the samg(e who answeried "dm7 knoiiur to the leader feeling 
thermometer question. 

While sizable proportions o f  the pubtic were unable to locate the major parties. this was 

particularly me for the questions about the issue stands of the Reform paity. In every case. 

more respondents answered thaî they "did not know" the Reform party's stand on the issue 



compared with the other parties. About 40 percent or more of respondents were unable to 

identifi Reform's position on aid to racial miwrities. promotion of the French Language. 

po wer to unions, and closeness to the United States. For the Likral, Conservaîive. and NDP 

party locations the average is significantly smaller; often by 10 percentage points or more. 

Table 5-1. Frequency of Nonrespoase to Party Location Questions (Weeks 1-3) 

Aid to Minorities 15.6% 
(1443) 

Support for French 19.1 
(1443) 

Union Power 22.4 
( 1446) 

Women's Equality 11.1 
(1443) 

Closeness to U.S. 11.3 
( 1447) 

Deticit Not 

Se W 
Placement 

Asked (1439) ( 1446) ( 1443) ( 1439) 
Cells represent the kequency of the "Don't Know" response for the self-placement or the 
party location question on that issue. Those people who did not answer the self-placement 

Party Asked About 
Refonn Liberal Conservative NDP 

were not asked to place the parties. 
N in brackets. N varies reflecting changes in the r e m  category and the response to the 
se1 f-placement. 

Respondents found it easier to Iocate aii of the parties on the deficit question compared 

wit h the ot her issues, which rnay in part be related to the different style of question. Despite 

the fact that it was easier to locate the parties on this issue, the gap between the proportion of 

don? know responses for the Refonn and other parties is both absolutely and proportiodly 

larger for the deficit than the other issues. As wiii become clear, the campaign served to 

significant ly reduce this gap. 



For the most part. respondents supplied a nonresponse to questions on which one wouki 

expect greater ignorance. The gap between the number of don? knows for the Reform party 

compared with the major parties, especialiy on the deficit. represents a fùndamental dserence 

in the uncertainty attached to Reform par<y positions. Not only did voters shy away &om 

irnputing issue locations to Reform, but they were more likely to recognize that they had no 

opinion about how positive or negaiive they feh about the Reform party and Preston Manning. 

The campaign did manage to reduce uncertainty about the party and leader so we should expect 

that the same process at work for Refom's issue stands. the dynamics of which are taken up in 

the foIlowing section 

FVhere the Parties Stand 

The [ocations of the parties in issue space, especially with respect to attitudes about 

French Canada and the deficit. has already been the subject of some analysis (Brady and 

Io hnsto n 1 996; JO hnston, Blais. Gidengil. Nevitte. and Brady 1 994) and discussed brie fly in 

Chapter 3. In this section the aggregate per~eptions of issue stances are wnsidered before 

examining the ternparal changes in where voters located the parties. The analysis reveals that 

the L iberal and Conservat ive parties were clearly perceived as sirnila on most issues; Reform 

started off dist inct on ethno-cultural questions; ami, the campaign mattered for the evo lut ion of 

Refom's position on the deficit. 

Figure 5 4  provides a visual representation of the campaign wave perceptions of where 

the parties were located on the issues. Each party is represented by the man. Since the 

questions were asked in the campaign wave of the survey, the mean represented on Figure 5-4 

is also an average across the campaign. The analysis will turn later to the dynamics of these 

perceptions. Those people who did not know where to locate the parties were assigned a 



neutral value shce not knowing is effectively an inability to distinguish the party h m  the 

aatus quo (Brady and Johnston 19%). ' This convention is continued in the graphical analysis 

throughout this chapter, 

For the most pari, the Likrals were perceived as a slightly le fi of centre par<y. 

Desuing to do more for racial minorities, French women. and unions while adopting a more 

nationalist position on Canada-United States relations and allowing the deficit to grow. None 

of t his portrait of the Liberals is part icularly surprishg . On each of these questions. the NDP 

was perceived to be more lefi or nat ionah except on the question of the French language 

reflecting its ambiguous and strategic problem with the issue (Johnston et al. 1992). What is 

striking is the relative closeness of the Liberal and Conservative parties in the eyes of the 

public. The public rnay be misguided about the real dnerences but on the whole. the 

Co nxrvat ive party was perceived as almost as pro-minorhies, pro-French and pro-women as 

the Liberais. Possibly most important was the low credibility of the party on the deficit; over a 

quarter of respondents thought the deficit would get bigger under a Conservat ive govemment. 

Only on union power and continentalism was the party perceived as clearly to the right of the 

L iberals. Of course. continentalism had faded in importance since the 1988 election and the 

question of unions was not a salient basis of conflict. It appears that in the eyes of  the voters. 

the Conservative pany was rooted in the centre, thus leaving its right flank wlnerable to a new 

Party. 

' The assumption is that when dserentiath parties (or anything else) people be in at the 
ask themselves. 9s t % e party difEerent fiorn the status quo% if the 

ask whether how fàr the party is fiom the status quo. assume that 
uestion is the fust and it is this question that leads some people to 
he decision between somewhar and a lot more should not create a -9 

situation that provokes a don? know response. 



Figure 5-4. Mean Perceptioas of Party Locations on Selected Issues 
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Throughout the campaign. Reforrn was perceived as distinct on the question of 

promot ing the French h g u a g e  and aid to minorities. Almost halfof the respondents who 

O ffered an opinion (46%) felt that Reform wanted to do less for racial minorities compared 

with only a srnall fiaction who believed the Consexvative party wanted to do less ( 1  1%). On 

the question of promoting the French language, Reform was particularly distinct. Over 70% of 

those who O ffered an opinion feIt Reform would do less; over half of which expressed the most 

extreme position that the party wanted to do much les .  A i b u &  it would becorne more 

credible on the deficit as the campaign progresseci, Reform was not particularly credible on the 

deficit during the fust three weeks. The party was perceived to be at the same piace as the 

Conservatives on the question of union power. On the question of closeness to the United 

States. or continentalism, Reform is perceived to share with the Liberal party a slightty 

nationalist or anti-fkee trade position. This perception is clearly inaccurate given that the 

Reform party is not opposed to fieer trade. 

Clear l y Re form was distinguished on ethno-cultural questions not conservative 

positions generally. Whïie more people viewed the party as wantïng to do less for women 

compared with the other parties. it did not occupy an extreme position on this question: the 

mean is at the neutral point. To demonstrate the distinctness of the Reform party on the 

question of promoting the French language and aid to minorities during the campaign Figure 

5-5 and Figure 5-6 show the smoothed daily mean for each series centred at the neutral position 

(same as now) for the Liberal. Conservative and Reform parties. While there is some 

movement in eac h series across the campaign such as the more extreme and distinct position of 

Reform on the question of aid to minorities that ernerges at the end of the campaign, the 

important thing to note at this point is the distance between the Reform party and the other 



Figure 5-5. Party Locations oo French Canada 

Daily mean 

Septem ber October 

0.5 

Moving 7-Day Average. "Promoting the French language in Canada; How much does 
the [Liberal/ Conservativel Refom] party want to do?" 

0 .  

Figure 5-6. Party Location on Aid to  Minorities 
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parties on each of these questions days about the same. The distinctiveness was clearly a pre- 

campa ign p henomenon. The campaign did not change the f'undarnental relat ionship between 

where the Reform party was located relative to the others. 

While the movernent on ethno-cultural questions is relatively small across the 

campaign, there is signifïcant movernent d u . g  the campaign on the question of Reform's 

deficit credibility. Credibility is measured by the location question discussed above. Moa 

observers would have identified the Reforxn party as the party most committed to defifit 

reduction so this location question c m  be thought of as a mesure o f  the credibility of the party 

in reducing governrnent expenditures. Figure 5-7 presents the daily mean, averaged over 7 

days. for the three major parties' perceived credibility on the deficit. 

Figure 5-7. Perceived Credibiüty on Deficit 
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Figure 5-8. Don't Knows on Deficit Party Location Question 
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Moving 7day average. 
Daiiy value is the proportion whicti did not know what effect a Party winning would have on the siae 
of the federal deficit 

Reform is the key to Figure 5-7. At the start ofthe campaign. the Reform party was 

perceived to be as credible as the Conservative party o n  deficit reduction. By the second week 

of the campaign. ho wever, the Conservative party had lost much of its early credibility on the 

deficit while Reform's credibility surged. So despite Campbell's attempt to sel1 her brand of  

fiscal conservatisrn with a heart. voters did not in the end see the party as any more credible on 

de fic it reduct ion than the Liberals. The Liberai party was never considered a credible party on 

the deficit and the public's perception of its position never undenvent a re-evaluation. 

Much of Reform's early evaluation on the d e k i t  was certainly susceptible to re- 

evaluat ion. Twenty-eight percent of respondents interviewed in the first ten ciays of the 

carnpaign were unable to say what effect a Reforrn win would have on the size of the federal 

deficit. For cornparison the proportion who did not know what effect a Liberal or 



Conservat ive win would have was ten and nine percent respectively. Figure 5-8 graphs the 

pro port ion of "Don't Knows" for the four parties. Whereas the carnpaign clearly reduced the 

uncertainty associated with the Reform Party, it oniy xnarginaiiy reduced the uncertainty for the 

NDP's credibility and had no effect on perceptions of the Liberal and Conservative parties. 

Between 5 and 10 percent of respondents were unable to locate the two major parties on the 

de ficit issue. which is stable across the campaign. By the end of carnpaign, only 1 5 percent of 

respondents gave a don't know to the Reform location question w k h  is higher than the 

nonresponse for the other parties but oniy half the size of the nonresponse at the beginning of 

the campaign. It appears voters learned about Refonn 

Srcmrnary 

As the 1993 election campaign began. there was considerable uncertainty about 

Re forrn' s issue positions and about Manning himse K Nevert heless. on et hm-cultural 

questions the party was perceived as distinct h m  the other major parties. One could even 

suggest that they were extreme except that voters in English Canada were closer to Reform 

t han the other parties on the question of support for French (Brady and Johnston 1996). As the 

carnpaign progressed. the party continued to be perceived as extreme on ethno-cultural 

questions but there was little evidence that the public becarne more likely to impute an extreme 

position. On the question ofthe deficit, the underlying uncertainty that existed at the beginning 

of the carnpaign appeared to have contributed to an agpegate perception of Reform that was 

dose to the Conservatives. During the campaign voters re-evaiuated their perceptions in such a 

way as to distinguish the party clearly on the deficit-role of govemrnent dimension. 



Cetting it Right? Individual Determinaots of Party Location Eariy in the Campaign 

The discussion at the begùuiing of  the chapter suggests a number of variables thai 

should be related to where sorneone WU locate the parties. People are Likely to use their own 

attitudes about the issue, their party identification, and their feelings about the parties in the 

imputation process. In addition one would expect 0 t h  variables related to the acquisition of 

information to be related to party locations. This section considers the relationship between 

these variables and voters imputations of Reform's location on French Canada and the deficit. 

Again, the analysis is restricted to the first three weeks of the carnpaign to limit the influence of 

the carnpaign on perceptions. 

7. 

The analysis proceeds 

location model for each issue. 

The effect of the campaign is çonsidered more fiilly in Chapter 

by usine Ordinary Least Squares regression to estimate a party 

where: 

Lir is the location respondent i imputes to Refonn on issue k (French or deficit): 

A, is respondent i score on standardized awareness measure; 

Rik is location respondent i imputes to him/herselfon issue k,' 

Ui is respondent i ' s  feeling themrneter score for Reform 

Pi is a series of party identification durnrny variables; and. 

D, is a series of dernographic variables including region education. and incorne. 

Since the dependent variables both vary between positive and negative with a truc neutral 

point. the model assumes that there exists a '?rue" location for the parîy that is O ff-centre. This 

For the French issue. the respondent's position is identified using a corn arable question to 
the part location question. Unfominately the 1993 election study di not ask vote~s to iI B 
situate t emselves on how much the deficit should be cut. To represent voter's own position. 
the anti-welfare state index is used in its place. 



assumption is not difficult to justa given the discussion of Reform's issue stands in Chapter 2 

and 4: Reform staked out the most anti-deficit position of the parties in 1 993 and was the only 

party to oppose the Charlottetown Accord. 

Awareness is inc luded because those people generaii y aware o f  po lit ical informat ion 

should be better able to locate the true locations o f  the parties, to the degree to which a party 

c m  be said to have a tme location Party identification and demographic variables are entered 

to capture group and party inferences. Party identification should be used carefùily in any 

treatment of the 1993 election because it is not t d y  exogenous to the campaign, but since the 

analysis is based on the first half of the campaign, it is unlikely to be affecteci by the campaign- 

related changes in Refonn identification. 

The respondent's own attitude is inçluded to capture the fact that sorneone who is more 

anti-welfare state. may perceive party locations differently than those who are more moderate 

or supportive. Feelings toward the party in question are included to capture one aspect ofthe 

projection hypothesis and because the more one likes a party the more one is also likely to 

know about it. Also included is an interaction between a person's own attitude and their 

feelings toward the party. This is an attempt to reçognize that a pemn's own attitudes about 

an issue will be more uifiuential if one likes the Party. Admitttedly this is a generally 

unsat isfactory way of identieing projection effects. The mode1 proposeci by Markus and 

Converse (1979) is better suited and has in fact k e n  used to iden te  projection effects in the 

1 993 election shidy (Johnston, Fournier and Jenkins 1 998). The pmblem is that the absence of 

a comparable measure (one in the same metric as the pars location question) of a respondent ' s  

own position on the deficit d e s  the caiculation o f  the Markus/ Converse mode1 impossible. 



Table 5-2. Locating Reform Earty in the Campaign (Weeks 1-3) 

A wareness 

Voter Location ( Welfare State: French Canada) 

Feelings toward Party 

Voter Location * Feelings 

Party Identification 
Conservat ive 

NDP 

Demographics 
Educat ion 

Income 

West 

1 ntercept 

Adj-R2 
SEE 
N 

0.077 
(0.078) 
0.048 

(0.077) 
0.269 * 

(O. 1 1 O) 
0.203 

(O. 126) 

1000 
* p<.05: ** p<.Ol; and *** pc.001. 
Standard error in parent heses. S ignificant coefficients in ùo ld face. 

French Canada 

-1.076 *** 
(O. 148) 
-0.1 10 
(0.05 7) 

0.003 * 
(0.002) 

0.003 * 
(0.00 1 ) 

-0.166 * 
(0.084) 
-0.136 
(0.085) 
-0.065 
(0.1 19) 
-0.192 
(O. 1 40) 



The results of the estimations for the deficit and French Canada placements are 

inc luded in Table 5-2. As expected, awareness plays a m n g  role in locating Reform on both 

issues but especially French Canada It seems that the politicdly aware dininguished the 

Reform party from the others because they had more information about it, but that information 

was more available for Reform's position on Quebec. In addition, pst-secondary education 

also correlated with placement of Reform. 

As expected there is some effect of voter's own ideological position and his or her 

rating of the party k ing  evaluated on where the Party is located Generally speaking. the more 

you like the party and share an anti-weifàre state orientation, the more credible you think the 

party is on deficit reduction. Sirnilarly. those who both like the party and are t hemselves ant i- 

French identify that party considerable more anti-French. This is modest support for the idea 

that voters pull parties they m e  closer to their own position on the issue. Those people who 

like the party are also more likely to perceive the party to be extrerne (Le. unique relative to the 

other parties).' Sqrisingly. there is no independent effect of voter location independent of the 

interaction with feelings. 

The analysis reveals only minimal effects of party identification on perceptions of party 

locations. Imputations for both issues are basically unaffected by party identification variables 

except that NDP identifiers perceive Reform io be more extreme on the deticit than non or 

other pvty identifiers and Conservative identifiers perceive Reform to be more ad-French 

than others. Similarly, there are m systernatic regional or gender-based differences in where 

the party is perceived controlling for feelings and the respondent 's O wn position. 

Since on average the Refom Party is more extreme (off-centre) on both issues wmpared with 
the other parties. it is likely that the more you Like the party the more you will increase the 
distance between Refonn and the other parties. 
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The Referendum Campaign and Awareness of Reform's Etbndhguistic Position 

Between 1987 and 1993 Manning and the Reform party did not only stress ethnic and 

cultural issues. but the Meech Lake Accord and the subsequent Charlottetown Accord gave the 

public an excellent opportunïty to associate the Reform party with a distinct position on unity 

and cultural questions. Government had clearly le fi the Conservatives identified as a party of 

the centre - almost indistinguishable fiom the Likrals.  if the distinctiveness of Reform during 

the ear ly stages of the 1 993 ca~npaign was the product of information received be fore and 

during the 1992 referendum campaign, then there should be a relationship between what people 

knew in 1 992 and their subsequent opinions. 

Fortunately the referendum-election study panel provides one way of testing the 

hypot hesis that voters learned Reform's position on  French Canada during or before the 

referendum campaign. During the referendurn campaign, respondents were asked whether 

Manning had taken a position on the Accord. Responses to questions of this type were used by 

JO M o n  et al. ( 1 996a) to show whether Manning was visible during the campaign and to 

assess the impact of his intervention. We should expect that those people who were aware of 

Manning's anti-Accord position would be more likely to know in the early weeks of the 

election campaign that the Reform party was likely to do much less for the French language if 

it formed the government. it may also be tnie that people would understand the party's anti- 

Accord position as an expression of its ethno-culturai position more generaliy since the Accord 

raised questions of  Canadian identity. 



Figure 5-9. Effmt of Awareness of Manning's Opposition to Cbarlottetown on 
Perceptions of Reform's Position on French Language 

Daily Mean 

Did NOT Know 

10 12 14 16 18 20 22 24 26 28 30 2 4 6 8 10 12 14 16 18 20 22 24 

Septem ber October 

Moving 7-Day Average. 
Knowledge of Manning's Position on Chariottetwn Accord is based on 1992 survey. 

Before estimating the relationship. Figure 5-9, graphically simplifies the relationship 

between respondents knowledge of Manning's opposition to the Accord measured durhg the 

1992 referendum campaign and perceptions of Reform's position on promoting the French 

language- Clearly, those people who were aware of Manning' s opposition were significantly 

more likely to rate the party as distinct and extreme. Only 21% of respondents who knew 

Manning was opposed to the Accord when they were in te~ewed in 1992 did not know 

whether the party would do more. less or about the same to promote the French language. If 

the public iearned Reform's anti-French position as a result of the increased salience of that 

issue during the failed Meech Lake Accord and subsequent referendum campaign on the 

Charlottetown Accord. then those respondents who correctly identified Manning's opposition 



to the Accord during the referendurn campaign should be more likely to perceive the Party as 

ant i-French. 

To test this proposition equation 1 was re-estimated with the addition of a coefficient 

representing whether the respondent correctly identified Manning's opposition to the 

Charlottetown Accord when he or she was interviewed in 1992. The sarnple is thus iimited to 

respondents who were interviewed during the referendum campaign and the first three weeks 

of the election campaiga'' The basic pattern to the identitication of Reform's issue positions 

remains the same and the results support the proposition that knowledge of Reform's position 

c m  be traced to information Iearned kfore or as a result of the Charlottetown referendwn. 

Knowing Manning's opposition to the Accord when w e y e d  the previous year is associated 

with a change of -0.30 in the perception of the party's position on support for the French 

language (Table 5-3). Controlhg for this specific piece of information does not reduce the 

etliect of awareness.' 

Manning's opposition coeficient is a clear Li& back to the referendurn period and 

suggests that everyday politics did nothing to hdamentally alter the perception of the party on 

ethno-linguistic lines. Any information learned between 1992 and 1993 maintained the 

fundamental difference between those who knew and those who did not 

4 In this estimation strategy the referendum wave is treated as a single int of time even r' though the respondents were interviewed randomly over the campaign. hce knowledge of 
Manning's op sition grew throughout the carn aign. there is rneasurement error in the 
-'knowledgeo P" Manning's0 sition"variable. he~tureofthemasurementemorshould P r  9 
serve to suppress the size O t e coefficient leading u s  to underestimate the effect of knowing 
Manning's opposition. 

5 S ince the sarnple s i x  cirops h m  83 5 to 358 1 am hesitant to rnake t w  much of the fact that 
the awareness coefficient increases in magnitude and the fit of the mode1 is better. 



Table 5-3. Knowing Manning's Position in 1992 and Locating Reform in 1993 

Aware of Manning's Position on Accord in 1992 

Awareness 

Voter Location (French; Welfare State) 

Feelings toward Party 

Feelings s Location 

Party Identification 
Co nservat ive 

L iberal 

NDP 

Re form 

Demographics 
Education 

Income 

Woman 

Atlantic 

West 

1 ntercept 

Adj-R2 
SEE 
N 
* pc.05; ** p<.O 1 ; and *** p(.OOI. 

Deficit Credibiliîy 

0.121 
(0.131) 
-0.004 

(O. 133) 
0.160 

(O. 1 80) 
0.106 

(0.22 1 ) 

0.060 * 
(0.025) 
-0.049 

(0.065) 
0.205 * 

(O. 102) 
0.297 

(O. 155) 
0.1 10 

(O. 1 1 1) 

French Canada 

-0.26 1 * 
(O. 124) 

-0.839 * * * 
(0.252) 
-0.036 

(O. 101) 
0.008 ** 

(0.003) 
0.003 

(0.002) 

-0.142 
(O. 1 39) 
-0.106 

(O. 140) 
-0.03 7 

(O. 185) 
-0.157 

(0.233) 

-0.096 *** 
(0.026) 

0.095 
(0.068) 

0.003 
(O. 1 O S )  

0.259 
(O. 167) 
-0.05 1 

(O. 1 1 8) 

Standard error in parentheses. Sigmfïcant coefficients in bo ld face. 



kno w ~ann ing ' s  opposition when interviewed in 1 992. Further evidence that kno wledge of 

Manning's position is not a generai awareness o f  the party's issue priorities is provided by the 

replication ofthe mode1 with Reform's cieficit position as the dependent variable. Knowing 

Manning's position on the Charlottetown Accord in 1 992 was unrelated to perceptions of the 

party on that issue. 

1s it Knowledge or  Projection? 

The evidence based on the cross-sectional analysis in Table 5-2 suggests that b t h  

projection and awareness are related to where the Reform party is located. The question is 

whet her the clarification of Reform positions during the campaign especially on the deficit. is 

a hnct ion of leaming. It could be argued that some or al1 of the movement in the perception of 

Reform locations reflects the fact that Reform becomes better liked. That is. the causal 

relationship between knowledge of Reform positions and support for Refonn is reversed. 

Those people who like Reform are more likely to locate the party closer to thernselves. While 

projection is a potential influence on party location there are a number of reasons for believing 

t hat the evidence for Reform is actuaily leaming . 

Firstly. it is not clear why only one issue location measure undergoes a fundamental 

change as Re form becornes liked by a greater proportion of  the electorate. If projection was a 

significant influence, then perceptions of Reform's position on French Canada should have 

moved as voters who previously disliked Reform perceived the party to be far away from their 

true position. There is no evidence that as Reform became better liked that its mean location 

shified very much. 



Figure 5-10. Normalized Changes in Reform Support and Defîcit Credibility 

Septem ber October 
Moving 7 day average. 
60th lines are normalized by subbacting themean for the fimt 15 days from the daiiy value score- 
Credibilîty is measureâ on five point scak whik R e f m  support is 100 point feeiing th-. 

Secondly. it appears to be the case that in the aggregate perceptions of Reform's 

credibil ity changed before support for Reform changed. Rather than usùig Reform share of 

vote intent ions. the d y s i s  uses the daily mean feeling thermometer scores for the Reform 

party since this is the standard approach to identQing a respondent's utiiity for a particular 

party. The normalized cwes,  placed on different axes reflecting the different scales. suggest 

that the public became more aware of Reforrn's deficit position before it changed its evaluation 

of the Reform party (Figure 5-10). The results of a Granger causality test. reported in Table 5- 

4. are indicative of suc h a temporal ordering. The evidence suggests that in the aggregate, 

credibility changes occurred before changes in Reform support as reflected in our ability to 

reject the nul1 hypothesis thaî credibility does not Granger-cause Reform support. Açcording 

to the Granger test there is no statistically signif~cant reciprocal effect of changing support on 



intentions. If the changed perception o f  Reform's position was largely a product of projection 

t hen one would expect support to change before any change in the ability to locate the party. 

Table 5-4. Granger Test of Reiationsbip between Reform Credibility and Support 

-- -- - 

Null Hypothesis Lag 1 Lag 2 Lag 3 Lag 4 Lag 5 Lag 6 

Credibility does not Granger-Cause Rating 2.24 2.18 4.53** 3.26** 2.98** 2.81 * 
* 

Rating does not Granger-Cause Credibility 1.02 0.32 1.35 1.28 1.23 1 .O3 

DF. DF for F-Test 1. JI 2.38 3,35 4.32 5 2 9  6.26 

Approx. Threshold for Reiecting Nul1 Hypotheses 

Projection is likely an important part of  the story o f  the precise location of where 

Reforrn is located. which raises concern in any estimation that makes use of  voters' perception 

of the candidates as a predictor of party support. Estimates of  projection hem are, howeve- 

conservative e s t h t e s  since they do not attempt to take into account the obvious causal impact 

of Location on support. Nevertheless projection is uniikely to be the driving force across tirne 

in the changed perception of where the Reform paty  stood on the deficit question. Instead 

reflecting the importance of awareness for where the Reform party is located. leamhg in 

response to new information is the rnost likely explanation. 

Conclusion 

In the years preceding the 1 993 election the Reform party was perceived to be extreme 

on the question of the place of Quebec in and the cultural character o f  Canada While it may 

have wished to rnoderate its position, it certainly wanted to appeai to a broader ideological 



gro up O f Canadians. This meant estabishing itseif as a party committed to a reduced d e  for 

governrnent in the lives of its citizens. The evidence is consistent with the idea that the 

Conservative party had left itseif vulnerable to such a new right apped on b t h  the cultural and 

ro le of governrnent dimensions. 

Before the carnpaign starteci, Reform had established itselfas the party of the right on 

the cultural pole. It was perceived as both anti-French and anti-minorhies. The evidence 

suggests t hat t hose who learned Manning's opposition to the Charlottetown Accord in 1992 

were more likely to recognize this distinctiveness. During the election campaign the party also 

rnanaged to establish its distinctiveness on the d e  of govemment dimension. In this case, it 

appears that it was the increased coverage part way through the campaign that allowed the 

party to gets its anti-deficit message out to the poiitically aware and anti-weifàre state group of 

the pubiic. This hypothesis is taken up more comprehensively in Chapter 7. 

Despite Reform's electoral breakthrough in 1993. the evidence suggests that knowledge 

of its issue positions was lirnited to the poiitically aware. It was the politically aware who 

viewed the party as distinct on ethno-linguistic rnatters and the deficit d u ~ g  the early weeks of 

the election campaign. There is thus good reason to believe that uncertainty about Reform 

among iess aware respondents may have prevented them fiom voting Reform. The only thing 

that increased the likelihood of  knowing Reform's distinct French Canada position was 

previo us learning of Manning's opposition to the Charlottetown Accord. While this reinforces 

the importance of the media in the process by which new parties emerge, it also suggests that 

ne w parties need to overcome the limited reach of the media attention they get. In fact it may 

be necessary for parties to be associateci with a highly visible series of events in order to get its 

message out. 



CHAPTER 6: PERSUASION, PRIMING AND LEARNING 

The Dynamic Impact o f  Issues for Reform Support 

. . . by priming some considerations and 
ignoring others, tetevision news can shifi 
the grounds on which campaigns are 
contested. Priming may therefore 
determine who takes office - and with 
what mandate - and who is sent home. 
Iyengar and W e r  (1987: 121). 

What eRect did the campaign have on Reform support and the considerations that 

voters brought to bear on their electorai cboice? This chapter considers the changing 

ideological basis to Refonn support during the campaign. The evidence provides convincing 

evidence that the news coverage discussed earlier changed the basis of Reform support at 

different times with irnpLications for who would support the party. It also. however, develops 

the ro Ie of priming as compared with learning as separate processes that contribute to the 

activation of underlying issue dimensions in carnpaigns. 

In chapter 2 a nurnber of ideological factors were identified as contributors to Reform 

vot ing. Re form was said to have benefited fiom dienation and its populist leanings as well as 

its anti-French, anti-minorities, and fiscally conservative positions. Of these three ideological 

factors related to Reform voting. the evidence points to the conclusion that the carnpaign 

rnattered because of the activation of welfare state and deficit attitudes (Johnston et al. 1 994). 

It was on this issue that learning of Reform's deficit position occurred. Certaidy coverage. 

especially that of Refonn. focused on the deficit issue whkh likely helped to activate these 

predispositions. Since coverage also emphasized Reform's position on minorities and cultural 



accornmodat ion in the latter period of the c a m p a  we need to assess how this coverage 

impacted on the importance of attitudes about mlliorities for Reform support. 

There are three ways that the information in the news media and the campaign more 

generally could have increased the importance of issues for Reform support. The fust. 

persuasion is that voter wuld have changed theu positions on the weLfare state and other issue 

dimensions. Persuasion could have moved voters closer to ReformTs position on the issues and 

changed the underlying relationship W e e n  attitudes and evaluation. The second. prirning. is 

that attitudes toward the welfare state and later cultural questions could have becorne more 

salient as the result of the campaign. The third, learning, is thaî the campaign provided voters 

with information about the party's stand on t k  issues that enabled voters to Link their 

underlying attitudes to their party evaluation. 

The evidence does not support the persuasion hypothesis. While the results confirm 

t hat attitudes about the w e b e  state and macroeconomic policy became more important for 

Re form as the campaign evolved. the public as a whole did not become more fiscally 

conservative. Early in the campaign. voters who were ideologicaily compatible with Reform in 

the sense of holding fiscally conservative attitudes on the deficit and social prograrns were not 

as strongly pro-Reform as they would come to be at the end of the campaign. It is also tme. 

ho wever. t hat ethnocentric attitudes also becarne mure important in the latter weeks of the 

campaign. Despite the apparent relevance of the primiing hypothesis to these changes. the 

evidence suggests that the growing importance of the weffie state is more a product ofthe 

diffusion of issue information about Reform than priming per se. Priming rather than leamhg 

is more important, however, for unlocking the rise of importance of  attitudes toward minonties. 



Activating Preferences: Priming or Learning? 

The ptiming hypothesis began as an exphnation for fluctuations in presidential 

approval and has been more recently appiied to the electoral context. Sunilar to agenda- 

setting, priming is generally considered a second order media effect. W e  the media are not 

able to change people's minds, they are able to infiuence political judgrnents, usually 

president ial approval, by extensive covemge of one policy area rather than another. Those 

issues that receive large amouats of coverage are likely to be particularly strong determinants 

of a person's overail judgrnent. 

The priming hypothesis expects that the more attention the media pay to a particular 

issue area. the more citizen5 will incorporate what they know about that domain into their 

overaIl judgment. We know this to be the case h m  experimental work (Iyengar et al. 1984; 

Krosnick and Kinder 1990) and survey evidence (Edwards LU et al. 1995: Krosnick 198%: 

Krosnick and Brannon 1 993) on presidential approval.' In one experiment, researchers found 

t hat those subjects exposed to stories on energy policy "weighed their attitudes toward Carter's 

energy policy performance more heavily in theu evaluations of Carter's overall performance 

t han those who watched no such stories" (Miller and Krosnick 19%: 85). Similar effects were 

observed across t h e  in survey research. Those people interviewed after the Iran-Contra 

revelations were more likely to factor their attitudes about the Contras and government policy 

in Central America (Krosnick and Kinder 1990). This obviously helps account for apparently 

stunning changes in aggregate support for the President in the United States. For example, 

President Bush's impressive approval rating during the Gulf War evaporated as votas turned 

their attention to other matters. 

1 For a review see Miller and Krosnick (1 996) 



Evidence for priming is u s d y  in the fonn of a change in the magnitude of a 

coeflicient on an issue or attitude h m  tirne t to t+ 1. At time t the issue is not factored into the 

person's judgment while at t+ 1 it is or vice versa. The change in the coefficient across time is 

possible because the range of relevant considerations in any choice situation exceeds the 

cognitive abilities of most if not ali citizens. One of the easiest way to simpl@ the choice is to 

focus on that information which is accessible in memory or is at the top of one's head (Zaller 

1 Wî).' The accessibility of some attitudes rather t han others is ripe for media and candidate 

influence. In fact. it is an emphasis in the media that is usually said to cause certain issues to 

be prirned. 

Evidence for priming in election campaigns is more limited. Iyengar and Kinder 

( 1 987) provide some Limited experimental support for priming of  economic assessments and 

candidate qualities. Bartels (1997a) found consistent evidence of  priming of economic 

perceptions in the campaigns between 1980 and 1992. but only modest issue priming largely 

confineci to 1988. This latter fmding could. of course. be attributed to the generally weak 

evidence of carnpaign effects in presidential elections. There is some evidence that c a m p a i p  

activate existing political predispositions in both American (Finkei 1993; Gelman and King 

1993) and German elections (Finkel and Schrott 1999, which is consistent with a primùig- 

based mode1 of campaign effects. Mendelsohn (1994) found evidence of pruning in the 1988 

Canadian election. In this case. voters were primeci to increase the importance of leadership 

rather than issues. Blunt et al. (1998) argue for prirning effects in a study of a 1991 Senate 

elect ion. In this case a relatively unknown Democrat was able to overcome a signifiant gap in 

' The priming literature tends to emphasize memory-based models rather than on-line models 
in conceptuaiizing the riming process. Such an emphasis is not necessary since on-line 8 modeis would a h  pre ict that voters' on-line taIly would be aEected by increased attention 
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vote intentions by supposedly emphasizing the health care issue. The notion of priming in this 

Iatter case is weaker in form than the standard presentation because it does not link changes in 

campaign communications to changes in attitude importance and does not consider other 

hypot heses. 

Despite the lack of systematic empirical evidence for priming in campaigm. priming is 

the kind of change process that may be more likely than direct f o m  of persuasion for a 

number of reasons not the least of which is that it is consistent with bow we understand the 

rhetorical efforts of candidates in campaigns. Party platforms contain, "assertions of the 

importance of various problems" (Budge 1993: 47) and this would suggest that the campai@ is 

not about cornmunicating spatial location but rather an attempt to inforni voters about the 

appropriate basis for choice. In election campaigns, 'politicians prime issue to provide people 

with reasons for supporthg them" (Johnston et al. 1992: 5). PNning also provides the 

conceptual start ing point for understanding Kennedy's 1 960 use of issues and polling data to 

develop an electoral image (Jacob and Shapiro 1994). In recent study of the 1992 Arnerican 

Presidential etect ion.. Petrocik (1 996) observed that: candidates have distinctive patterns of 

pro blem emphases in their campaigns; election outcornes do follow the problem concerns of 

voters: and the individual vote is signxcantly innuenced by these problem concerns above and 

beyond the effects of  the standard predictors. 

This is not to say that parties and candidates, or even the news media. are able to 

sinçularly prime certain issues rather than others. The nature of campaigns may reduce the 

likelihood of distracting voters h m  a salient public issue if that issue would benefit the other 

parties. For example. Bush was forced to address the economy during the 1992 election in 

to new issues. Lodge et al. (1995) provide evidence thaî a respondent's on-line tally 
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spite of his preferences (Just et al. 1996) because of pub& concem with the issue and media 

attention to the state of the economy (Hetherington 1996). Parties and elites may collude. 

however. in keeping an issue off the campaign agenda if it would split both of the parties 

(JO hnsto n et al. 1 992). The issues that emerge during the campaign, as discussed in Chapter 4. 

are the product of the interaction between candidate strategies. news decisions, and the public. 

Priming is also consistent with recent literaiure on low information rationality. Since 

voters lack the time or desire to be hlly informe& they must fkd ways to make decisions 

based upon the information that is readily available (Popkin 1 99 1). It follows then, that voters 

will use issues that are more salient in the news media than those which aren't. On non-salient 

issues. voters would be required to invest time and effort to determine where the parties are 

located. 

Despite the intuitive resonance of the priming notion it may be that more than priming 

is occurrhg in many of these cases. Persuasion or learning could both equally produce a shifl 

in the weight voters attach to a consideration between two time points. By changing the 

distribution of voter opinion on an issue and changing the relationship between attitudes about 

t hat issue and party support, persuasion couid effect ively produce the appearance of a stronger 

association between the consideration and the judgment at a later tirne. 

Similarly. voters who lack information about a party's tme position are unlikely to 

weight that issue highly in their overall judgment. If respondents learn the party's position 

between t irne 1 and tirne 2. his or her judgment at the secund interview could reflect a stronger 

correspondence between attitude and judgment. One of  the conditions for voters to be able to 

attach a large weight to an issue in their evaluation is knowledge of the candidate's stand on 

undergoes information-related changes in an experirnental study. 
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that issue. If this condition is not met. then the weight voters attach to an issue can change over 

tirne as the person is provided with infionnation about the candidate's position. By 

emphasizing some issues rather than others, the media may be doïng no more than 

communicating the correct location of the candidates. In fa* the observed implications of 

leaming are so similar to priming, that some of what is labelled as priming could be wthùig 

more t han learning . While the net effect will be to increase the importance of the "primed" 

issue. it is not clear thaî this should be iabeiied priming. 

In rnany ways. priming researchers are aware that learning is an important aspect of the 

prirning process. The effect of the news is such that. "Coverage of a particular problem 

provides new information that is accessible by its reçency. Coverage may also provoke 

viewers to recoliect what they already know about the problem" (Iyengar et ai. 1984: 779). An 

election related experimental study does c o d m  that voters were able to l e m  about candidates 

fiom news but did not assess the impact of leamhg on the size of the priming effect (Iyengar 

and Kinder 1987). As suck discussions of priming ofien confiate two difîerent coverage 

induced ef5ects into a single political process. 

The importance of leamhg is implicit in the discussion of the role of kno wledge in 

fac ilitat uig or resisting priming messages. It is hypothesized that, 'rhe more knowledge about 

politics one has. the more resistant one should be, because knowledge helps one to withstand 

influence" (Miller and Krosnick 19%: 84). Those with more knowledge are presurned to have 

more crystallized calculi. but it may be that they akeady are aware of the location of the parties 

and t herefore do not gain new information h m  the news media. The knowledgeable fiom this 

perspective are not resisting priming messages. There is specific evidence that priming was 

lower in the experimentai studies among those people who were previously infotmed about the 



area king primed (Iyengar et ai. 1984). The researchers do not distinguish between increasing 

the accessibility of judgments that the respondent already has and a more general pmcess o f  

information distribution that allows voters to WC their attitudes about a issue to their 

evaluat ion. 

Media emphasis on some problems rather than others has been iinked to changes in 

candidate evaluations, especially presidential evaluations. The correspondence of increased 

media attention and greater weight given to attitudes about the emphasized issue in the public's 

overall judgment of presidential performance has been labeied priming. The label captures the 

basic notion that the public is responding to media emphasîs because media emphasis increases 

the accessibilit y of that issue, but it does not clearly identa what accessïbility means. The 

discussion here suggests that it would be useful to distinguish between a media impact that 

affects the weights attached to issues and a media impact that affects accessïbility by providuig 

the informat ion necessary for incorporating issue judgments into political evaluations. For the 

rernainder of this discussion. the former is understood as priming while the latter is considered 

learning. 

The Stability of Public Attitudes: tbe Lack o f  Persuasion 

One of the ways the campaign could have mattered was by chang ing people's rninds. 

That is. people could have been persuaded to change their opinions on fidamental questions 

of public policy. This kind of change is not unprecedented. Durhg the 1 988 election 

Canadians changed their opinion about fiee trade as a response to changing information. 

While one should be open to the possibility of attitude change. the 1993 campaign lacked this 

kind of pivota1 judgment issue. People could have also changed their opinions in order to h g  

their attitudes into line with their evaluations of parties (Macdonald and Rabinowitz 1997). 



Figure 6-1. Stability of Welfare State Attitudes 
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Reduœ dekit: Pmpor%on willing to cut deficit even if it means cutting programs. 
Heaith care fees mean iess wask : Proporüon who think that user fees will reduœ WSte rather 
than decteasing acœss to seiviœs. 
Same Sentka$: Proportkm h o  fed that services should be provideci to al1 pe!opk evwi if they can 
afford the service themsehres. 

.4rririrdes rorvard the Defjcit and Welfare State 

The Canadian Election Study indudes a nurnber of questions about fiscal matters and 

attitudes about the we Ware state. Figure 6- 1 graphically represents the change in opinion on 

three central questions. In each case respondents were asked to choose a statement that most 

closely represents their views. To determine the cornmitment of voters to deficit reduction 

voters were asked to chose between: "We must reduce ttie deficit even ifthat means cutting 

programmes" and "Governments must maintain programmes even ifthat meam continuing to 

run a deficit." Since each option has an undesirable cost. the choice reflect the voter's own 

underlying tradeoK Perhaps surprisingly, a majority of voters (about 600h) viewed deficit 

reduction as a higher priority than the maintenance of government spending. 



It is oflen noted that universal health care and social programs are essential aspects of 

the Canadian political culture and psyche. Two questions in the carnpaign wave of the sut-vey 

tapped cornmitment to universai access. In the respondents were asked whether 

government services should be provided to aIi citizens even if they can S o r d  it themselves. 

Presumably. those who desire a sniaii government will not support the govemment acting as a 

general service provider; preferring government services to be targeted. and private interests to 

provide the senices to those who can &ord it. In the second, respondents were asked about 

the impact of c harging people a fee to access health care. Here the choice was between saying 

t hat an access fee would reduce waste and that an access fee would rnean that some people 

would not get health care they needed. Canadians were splît on b t h  questions. While a bare 

majority of decided respondents felt that a fee would reduce waste. only a bare rninonty 

supported pro vid hg government services to al1 people. 

The striking, and most important. aspect of Figure 6- 1 is the lack of any systernatic 

change in attitudes during the campaign. On al1 three questions, the proportion providing the 

respective option stays about the same. Ifthe campaign had an effect, it did not do so by 

c hang h g  people's rninds in a systematic rnanner. Any movement of individuals in one 

direction was off-set by a corresponding movement in the opposite direction which suggests 

that al1 such movement was random. One can conclude therefore that the carnpaign did not 

persuade voters. 

Further evidence of the stability of attitudes cornes h m  the results of a question that 

asks respondents how much seven policy areas simuid be cut. The lines in Figure 6-2 represent 

the pro port ion of the respondents who said that they are in favour of havhg the government cut 

the policy area "a lot." Attitudes about spending cuts are sensitive to the policy domain. but 



Figure 6-2. Public Support for Cuts to Goverurnent Programs 
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again the striking thing is the degree of stability. Of the seven poiky areas ody  two have a 

significant temporal change. For the welfare policy area, there is approximately a 10 point 

drop between the week ofOctober 11 and the week ofOctober 18. For the education area 

which is large1 y a provincial responsibility, there is a deciine in the wilhgness to cut h m  the 

begiming to the end of the campaign. 

The Culrural Dimension: Attitudes toward French Canada and Ethnic Minoriries 

Cross-cutting the economic dimension is a cultural one. While the French fact in 

Canada dominates the cultural question, the multiculturai nature of Canada raises the salience 

of other issues. as was the case with Refonn's issue coverage in the latter period of the 

campaign. Fortunately. the campaign wave of the election swvey includes a number of 

questions that ailow one to observe any changes in public attitudes toward racial minorities and 

the place of French in Canada 

Attitudes toward the French fact are captured by two questions. The frst is a question 

asking respondents a b u t  the importance of having a Prime Minister that speaks French. 

C learly choosing a Prime Minister who does not speak one of the officia1 languages would 

represent a clear signai to Francophones about their place in Canada. The proportion that 

answered that it is "not very important" or "not important at ali" is represented by the dark line 

Figure 6-3. The second is a question about how much should be done for Quebec that was 

actually asked in two different ways: half of the sample were asked. "How much do you think 

should be done to promote French?'; and. half were asked, "How much do you think should be 

done for Quebec?" The proportion willing to do more on the version they were asked is 

represented by the grey line on Figure 6-3. 



On neither question about the French fact is there any dynamic movement. There is a 

s light increase in the size of the public which does not think it is important for the Prime 

Minister to speak French welL but the increase is ~ n a l l  and vimially disappears by the end of 

the campaign. There is also no change in public willingness to do more for Quebec and the 

French language. The question wording experiment did work, with respondents asked the 

French language question somewhat more iikely to do more, but it has no impact on the 

stability of the trend in attitudes toward Quebec. 

Figure 6-3. Stability of Attitudes toward the French Faet 
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There are three questions available to tap attitudes about ethnic minorities. The fist 

asked about immigration levels, which clearly relates to racial minorities given the racial 

background of contemporary immigrants to Canada. Respondents were asked, "Do you think 

Canada should admit more immigrants or fewer immigrants?" The proport ion support h g  



increased immigration is represented on Figure 64 by the grey Liw. The second question was 

a general question about government support for racial minorhies. Respondents were asked 

-'Ho w much do you thuik should be done for racial mioorities?" The broken Liw on Figure 64 

represents the proportion thai wants more to be done for racial minorities. The third question 

concemed aboriginal rights. Respondents were asked to choose between the foUowing 

statements: "Aboriginal people should have the right to make t heû own laws" or "'Aboriginal 

peoples should abide by the same laws as other Canadians." The proportion giving the former 

(pro-aboriginal rights) position is represented by the dark line. 

Figure 6-4. Stability of Racial Miaority Questions 
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Not surpnsing ly, the results of  the three questions indicate only modest support for 

dohg more for racial minorities, for increasing the number of unmigrants admitted. and for 



allowing aboriginal peoples to be able to make theù own laws. The key story is not the 

conservatism of Canadians on these questions but the continued stability of attitudes across the 

carnpaign. While there appears to be slightly more campaign change in attitudes about racial 

minorities. the week to week changes are very modest. There is a net drop h m  week 1 to 

week 6 of 4 percentage points in the proportion desiring to increase aid to minorities but the 

trend is not O bvious: the proportion increases in the middle. Similady. while the willingness to 

admit more immigrants appears to decline, this is largely the resuit of the hi& fkst week value. 

The Temporal StabiIity of ldedogical Scales 

The underlying stability of attitudes on economic and cultural questions is what allows 

for the creation of scales of underlying attitudes about the welfare state. macroeconomic policy. 

ethnic minorities. and French Canada even though many of the questions that go into the sale 

were asked during the carnpaign wave of the survey (see Appendix C). The anti-weifàre state 

scale taps attitudes toward social programs and the size of government with a high value 

indicating an opposition to the welfare state. The macroeconomiç policy scale is based on 

questions that aim to re flect the respondents' attitudes toward the traditional tradeo ffs between 

jobs on the one hand, and inflation. the deficit. and taxes on the other. A hi& value on this 

scaie reflects a preference for lower deficits. inflation contro 1 and lower taxes. Attitudes 

toward French Canada refiected in an anti-French scale and is based on answers to two 

questions: attitudes about how much the government should do for Quebec. and attitudes about 

the importance of having a Prime Minister who speaks French. Attitudes toward minorities are 

measured by an anti-minorities scale which is based on a nurnber of questions that ask 

respo ndent s for t heu views on ethnic minorit ies. mult iculturalism and unmigration. 



Table 6-1. Campaign Stability of Ideological Scaks 

Anti- Welfare Macroeçonornic Ant i-French Ant i-Minorities 
State Canada 

September 1 O- 1 9 0.40 -40 0.47 0.65 
September 20-26 0.39 .40 0.47 0.67 
Septernber 27-October 3 0.39 -40 0.49 0.68 
October 4-10 0.3 9 .38 0.49 0.68 
October 1 1 - 1 7 0.4 1 -4 1 0.49 0.68 
October 1 8-24 0.39 -4 1 0.47 0.67 
Total 0.40 -40 0.48 0.67 

2. Standard Deviation 
September 10- 1 9 0.23 

September 2G-26 0.24 

September 27-October 3 0.23 

October 4- 10 0.23 

October 11-17 0.23 

October 18-24 0.23 

Total 0.23 

3. N 
September 10- 1 9 509 449 515 510 

Septemkr 20-26 457 39 1 463 458 
Septemkr 27-Octo ber 3 460 403 462 460 

Octo ber 4- 10 380 332 381 374 

October 11-17 42 1 383 434 426 

Octo ber 1 8-24 492 43 1 499 488 

Total 2720 2389 2755 2717 

The carnpaign couiâ have shified the mean (e.g. the public as a whole could have 

become more anti-welfare staîe) or the variance (e-g. the public as a whole could have becorne 



more po larized) of the scdes. While the analy sis of individual items focused on major changes 

in the direction of opinion, the analysis of the scdes also considers the how the shape of the 

distribution changed over tirne. To test for the possibility of changes to the public's underlying 

attitudes the campaign was divided into 6 one week periods. Within each period the rnean and 

standard deviat ion for each of the four issue scales is provided. The results are provided in 

Table 6- 1. 

Consistent with the analysis of individual survey questions. for none of the t h e  

ideological scales is there any evidence of campaign movement in either the rnean or the 

standard deviation Like their çomponents, the scales do not undergo any signifïcant 

campaign-movement in either mean or variance. which ailows them to be used as an indicator 

of a person's underlying attitude regardless of tirne of inteniew.' 

Surnrnury 

The evidence here suggests that persuasion or conversion was not a significant 

campaign process in 1993. The public as a whole was divided on the question of the 

appropriate role of the state. but it did not become more anti-welfare state as the campaign 

neared its conclusion. The same holds for public attitudes on cultural questions. Canadians 

m y  not reveal themselves to be particularly Liberal on most questions of ethnicity and 

language but there is little in the way of evidence that Canadians became more conservat ive 

during the campaign. 

' There is a large and im nant debate about the stability of public going back to 
Converse (Converse 1 E' 4; Achen 1975; Luskin 1987; Zaller 199 individual was 
asked the questions at different times. their responses may reflecting 
measurement emor and the salience of  some considerations over others. Shce there is Iittle 
ag egate movement. it seerns reasonable to use the questions as tapping fairly bdarnental !T an long standing attitudes. 



Evidence for Priming 

Before attempting to sort out the extent to which what appears as priming is really 

leaniing, it is necessary to establish that the weight of different considerations changed over 

t ime. One approach wou1d be to create an interaction between the ideological consideration 

and day of interview. While this would identm a h e a r  growth it might miss important 

temporal discontinuities. The approach used here is to break down the campaign into periods 

and estirnate the d e  of  a number of issue dimensions within each period. The campaign 

naturally breaks down into three distinct periods: the period of no change in Refonn intentions: 

the period of sustained positive growth in Reform's share of vote intentions; and. the levelling 

off period. The three periods roughly correspond to the two week intervais of the campaign 

used here. 

There are two dependent variables that could be used in the regession estimations: a 

dumrny variable representing whether the respondent intended to vote R e f o m  and. the party 

evaluation variable that asked respondents to rate the party on a hundred point scale. The 

former approach has been used in ail previous analyses of the change of issue importance 

(Johnston et al. 1 994). The approach taken here is to use the latter and estimate the equation 

with OLS for two reasons. The first is that a dichotomous dependent variable is best dealt with 

using estimation procedures such as Logit or Probit. which are more difficult to interpret. The 

second is that using vote intention durnmies introduces potential problerns of interpretation 

because of the lack of variance in the dependent variable. As the respondents become more 

likely to report a Reform intention, the variance of the variable increases, which can &ect the 

statistical relationship between the variables of interest and Reform support. The use of the 



Reform evaluation variable reduces this problem. The third is that party evaluation scores are 

related to the vote while king less likely to be influenced by strategic consideratiom. 

Figure 6-5 shows that changes in support for Reform as measured by feeling mean 

thennometer score are mirrored in changes to Reform's share o f  vote intentions. The only cost 

of using party evaluation is the significant number of people w b  were unwilling to rate 

Reform in the early weeks o f  the campaign. Effectively these people are excluded fiom the 

analysis. 

Figure 6-5. Reform Vote Intentions and Tbermometer Rating Du ring Campaign 

Daily Mean Rating Percentage Vote Intentions 

Moving 7 day average. 
Note: Those who refused or did not know were treated as missing. 



There are two hypotheses about the relationship between underlying attitudes and 

judgments about Refom The iïrst is thaî as the campaign progressed attitudes about the 

economy and welfare state became more important (eg. were more strongly associateci) for 

judgments about Reform. Both previous studies (Johnston et al. 1994) and the evidence 

conceming leamhg and issue coverage niggest this is Wcely. The second is that the emphasis 

on cultural questions increased the importance of ant i-minority feelings for evaiuat ions of 

Reform, 

To test these hypotheses. the respondent's rathg of the Reform party is regressed in 

each ofthe three periods on five issue variables and a series ofdemographic controls. Four of 

the independent variables are the ideological scales - anti-wel fare state, rnacroeconomic po lic y. 

anti-French. and anti-minorities - that were discussed earlier. Each of these scdes varied 

between O and 1. In addition. the respondent's attitude about the corruption of public officiais 

is entered to capture the ppulism and alienation dimension of Reform s u p p ~ d  

Table 6-2 reports the results of the OLS estimation for each of the three tirne periods. 

As expected the results c o b  that there is a stronger relationship between ideological 

predispositions and evaluations of Reform in the latter periods. Both goodness of fit statistics 

show irnprovement across the models. and there are more significant coefficients as time goes 

by. More importantly, there is support for both priming hypotheses. Welfare state and broader 

conservat ive econornic attitudes dong with attitudes toward ethnic rninorities becorne more 

important at the end of the campaign. 

4 This is ultimately an unsatisfactory way of controlling for the impact of 
gopulism and alienation. While it is possible to constmct a broader rndex of alienation ( ohnston et al. 

1 996a). the cost of doing so is too hieh because of the loss of a substantial number of cases 
(the necessary items were only asked in the mailback portion of the swvey). 
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Table 6-2. Evidence for Priming 

Sept 10-26 Sept 27 - Oct 10 Oct 11-24 

Anti-Welfare State 

Macroeconornic Policy 

Anti-French Canada 

Ant i-Minorities 

Po lit ic ians are Corrupt 

Dernographics 

Education 

lncome 

Woman 

At lant ic 

West 

lntercept 

Adj-R2 
SEE 
N 

* p<.05: ** p< .Ol ;  and, *** p(.001 
Standard Error in parentheses. Significant coefficients in bold face. 



In the first period, evaluations of  Reform are oriented around the two key dimensions: 

attitudes about the welfare state and French Canada By the second @odt the effect on 

Reform evaluat ion of rnoving dong the welfàre state dimension decreased by several points 

but the relat ionship between economic predispositions and evaluation of Reform is 

strengthened by the importance of macroeconomic attitudes to Reform intentions in this period; 

16.7 compared with 0.78. In the third period October 1 1 to 24, the weüàre state coefficient 

becomes larger while the coefficient on macroeconomic attitudes rem- hi& Be& extreme 

on the ant i-wel fare state and macroeconomic scales (a value of  1 on each). was worth 1 5 points 

in the first period and 40 in the last period; a difference of 2S points on the hundred point scale. 

It appears that as voters became more iikely to give Refonn their vote intention and a higher 

party evaluation score. the respondent's score was more Wcely to be iînked with their 

underlying attitudes on the welfare state and macroeconornic policy. 

I f  the campaign primed economic concerns. it appeared to suppress the importance of 

attitudes toward French Canada in the middle of the campaign. During the second period. the 

coefficient on French Canada attitudes is almost one half its first period magnitude and is not 

significant. By the third period attitudes toward French Canada were significant but had not 

undergone any significant increase. There is, however, support for the idea that the coverage 

of Reform's unmigration and mutticulturalism positions reminded voters at the end of the 

carnpaign of the party's position on these questions. Those opposed to doing more for ethnic 

minorities were significantly more likely to rate Reform higher in the first and last weeks. This 

is especially true in the last week. Since much of Reform's growth in support occurs in the 

second week. it appears that this growth was largely among people who were opposed to the 

welfare state and wanted a lower deficit regardless of their position on cultural issues. 



In the last two weeks the Reform party resembled the neo-liberal, nght-authontarian 

parties of Western Europe (Kitschelt 1 995). Surprisingly, there is no effkct of alienation on 

party evaluation scores in any of the periods. While this reveals a discrepancy between the 

results reported for vote by Johnston et al. (1996a), there are two possible explanations for this 

finding. The first is that the indicator of alienation is so crude as  to explain the nuli findings. 

The second is that those who think that politicians are c o q t  are unlikely to rate any party. 

even Refom hi& even ifthey rate Reform higher in relative tenns than the other parties. 

Individual-Level Evidence for Priming 

Before developing and challenging the priming expianation for 1993, it is wonh 

tackling the question of pruning fiom an alternative angle. That is h m  the perspective of 

ind ividual-level change across the campaign To this point. the analysis of primuig took place 

through the utilization of the properties of the rolling, cross-section design of the CES. I f  the 

relationship between independent and dependent variables in one sample is different than in 

mot her. t hen one can assume that the same dflerence would be observed if one was comparing 

the sarne individuals at different times.' In this section the pst-election measure of Reform 

party evaluation is also used to determine whether the activation of ideological predispositions 

accounts for the difference between the respondent 's pre- and pst-election ratine of the party. 

The relationship between pre- and pst-election evaluations will clearly depend on the 

tirne the respondent was interviewed during the campaign so the approach here is to continue 

to dist inguish the respondent 's time of inteniew in terrns o f  the three two week periods. nie 

respondent 's pst-elect ion evaluation of the Reform party is then regressed on the four key 

In fact. corn arïng the same individual introduces a coll~ervative bias because of the tendency 
for respon ents to consider theu previous answer when asked the same question at a latter 
t irne . 

B 



ideo logical variables (anti-welfare state; macroeconomiç po tic y; anti-Frenc h; and. ant i- 

mino rit ies) discussed above and the respondent 's campaign evaluat ion. f ncluding the 

campaign evaluation should control for the impact of ideological variables on Reform rat ing at 

the time of the campaign survey. Any fùrther impact of  predispositions on the dflerence is 

evidence of priming. 

For example. if the primuig story about cultural questions is correct then those people 

interviewed before these issues were salient in the campaign wiil not have factored their 

underlying position on these issues into their original evaluation Their pst-election 

evaluation will. howsver. reflect the priming of this new information producing a signifi~cant 

coefficient for the anti-mhorities scale. The evidence presented in Table 6-3 supports this 

expectat ion. While the best predictor of a respondent ' s  pst-elect ion evaluation is the 

respondent's campaign evaluatioq there is clear evidence of primuig for both economic 

predispo sit io ns (attitudes about welfàre state and rnacroeçonomic po tic y) and cultural attitudes 

(ant i-mino rit ies and ant i-French). 

Those people interviewed during the first two weeks of the carnpaign were likely to 

evaluate the Refonn party higher in the pst-election survey as demonstratecl by the magnitude 

of the intercept and the daerence between their pre- and pst-etection ratings can be explained 

by the fact that attitudes about the welfare state increased in importance. 

It is the second period, September 27th to October 10th which is the most interesting. 

Here again the anti-welfâre state coefficient is significant suggesting that the pst-election 

rat ing was affected by the respondent 's underiying attitudes toward the welfare state over and 

above the impact that occurred at the time of interview. This coefficient is partly picking up a 

residual effect of the tirne of interview because of the size of the period and the magnitude of 



the shifi in evaluation within it. The key. however, is the magnitude and significance of anti- 

minorities attitudes in this period. A respondent who takes an extreme anti-ethnic. anti- 

mult iculturalism stand is almost 1 1 points more favourable toward Reform at the end of the 

campaign as compared with the middle. 

Table 6-3. Intra-Individual Changes of Reform Rating 

se-0-26 

Anti- Weltàre State 8.127 
(3.665) 

Macroeconomic Policy 5 -648 
(3-63 1 ) 

Anti-French Canada 4.623 
(3.388) 

Ant i-Minoriiies 5 .O9 1 
(3.354) 

Campaign Rating 0.471 *** 

Demo graphics 
Education 

Income 

West 

Intercept 

Adj-R2 
SEE 
N 

Sept 27 - Oct 10 

7.154 * 
(3.378) 

8.383 * 
(3.498) 

0.8 18 
(2.979) 
11.187 ** 
(3.421) 

0.603 ** * 

Si andard error in parentheses. Signifïcant coefficients in bo Id face. 



Not surprisingly. those people intemewed during the final two weeks of the campaign 

were less likely to change their evaluation of the Reform party in any systematic manner. 

There is evidence that French Canada attitudes becorne more important for the post-election 

evaluation than the campaign evaluation. Perhaps this is a response to an election which 

produced an opposition party that was committed to breaking up the country. 

The cornparisun of individuai pre- and pst-election rat ings has strengthened the claim 

t hat cultural and welfâre state issues bec- more important over the 1st  two weeks of the 

campaign than they had been previously. Those people interviewed in the middle of the 

campaign did factor t hese issues into their pst-election evaluation but not in their campaign 

evaluation. 

.4 ir-areness as a Mediator of Priming Effects 

As dixussed earlier. researchers into priming argue that one should expect pnming to 

be larger among the least aware because the high aware are more resistant to new information 

(Miller and Krosnick 1 9%). This assumes, of course. that the chronicaiIy unaware of polit ical 

events get the priming information, while the aware have that information available. in the 

context of an election campaign where an insurgent party is competing. it may be the high 

aware rather than the low aware who are most impacted by new information Fortunately. one 

can test the priming hypothesis for two dBerent kinds of respondents: those with high political 

awareness compared with those with low political awareness. 

Paris A and B of Table 6-4 provide the evidence to support the c i a h  of differential 

impact. Although the coefficients are made unstable by the smailer sample sizes. the 

differences are apparent. The coefficients for the high aware respûndents are basicaiiy similar 

to the ones for al1 respondents grouped together except thaî the priming of economic issues is 



more apparent in the rriiddle o f  the campai@ and is captured by changes to the macmeconomic 

coefficient rather than the welfàre state one. The pattern suggests that hi@ aware respondents 

factored both welfare state and French Canada attitudes into their evaluation of the party early. 

but relied more on economic issues in the middle of the campaign before reverting to the first 

period pattern in the last perïod. Of course, added to the  mi.^ in the last period is the striking 

importance of att itudes toward ethnic rninorities and moral conservat k m  

While ideologicai predispositions are importarit aspects of the evaluations of hi& 

aware respondents. they are basically irrelevant for low aware respondents. The only variable 

t hat is related to party evaluation for this group is weüàre state attitudes in the last period It 

appears that to the extent that role of government attitudes were prhed for low aware 

respondents, the priming took longer and was less effective. 

The results confïrm the increased correlation between Reform support and economic 

ideo logy as the campaign neared its conclusion. In addition the importance of French Canada 

attitudes declines relative to the first period and there is a significant increase in the importance 

of et hnocentrism for Reform support in the latter period. These fmdings are consistent with the 

general pattern of news coverage identified in earlier chapters. During the middle of the 

campaign Reform was most Likely to be associated in the news media with social prograrns 

and the deficit. but at the end of  the campaign the party was trying to defend its cultural 

positions leaving less of an opportunity for it to talk about the role of  govemrnent in society. 



Table 6-4. The Effect of Priming Witbia Awareness Croups 

Sept 10-26 Sept 27 - Oct 10 Oct 11-24 

A. EIIGH AWARENESS 
Welfare State Attitudes 

Macroeconomic Policy 

French Canada 

Ethnic Minorities 

Po lit ic ians are Compt 

Intercept 

Adj-R2 
SEE 
N 
B. LOW AWARENESS 
Wel fare State Attitudes 

Macroeconomic Policy 

French Canada 

Et hnic Minorit ies 

Politicians are Comipt 

Intercept 

Adj-R2 
SEE 
n 

* p <OS: **p<.O 1 ; *** v.001; significant coefficients in bold face. 
Standard errors in parentheses. 
Note: Estimations uicluded variables to control for demographics (coefficients not sho wn). 



In contrast to previous priming evidence. the resuits identified here suggest that 

awareness acnially facilitates rather than inhibits priming. Voters mua be exposai before they 

can be affectecf and it appears that in the electorai context, it cannot be assurned that voters wiU 

be exposed to enough issue cues so as to be affècted by the issue agenda of the campaign. This 

is a significant fïnding since the use of salient issue cues is regarded by some as a means of low 

information rationality (Popkin 1991). 

Reconsidering Priming 

The evidence in Table 6-2 and 6-3 appears to be the kind of evidence that is presented 

in support O f a  prllning thesis, but it is worth considering whether such a change necessarily 

means that priming has occurred. The fact is that a coefficient change in importance may 

reflect the fact that voters are better able to locate a party's position on an issue in one time 

period as compared with another. If voters are unaware of  a party's position on an issue. they 

have no basis other than general partisan cues for linking their predispositions with their 

evaluation. The true test of priming is if voters who are knowledgeable about party positions 

change the weight they attach to issues emphasized by the news media and political parties. 

To test whether the results in Table 6-2 are tmly evidence of a primùig effect. two 

separate analyses are undertaken. The first replicates the priming analysis estimation for those 

aware of Re fonn's defkit position and the second replicates it for those aware of the party's 

position on ethnic minorities. If priming is the most important aspect of the change in the 

coefficients then it should be evident within these subgroups. Since the subset of respondents 

who were aware of Reform's position on the deficit is quite srnall. especiaily early in the 

campaign, the analysis makes use of oniy the four independent variables which were the most 

important in the previous analysis: dropping attitudes conceming corruption. 



To distinguish those who knew h m  those who did not know Refom's position on the 

two questions, a crude indicator was developed h m  the responses to two questions about 

Reform's poiicy positions. For knowledge of the party's deficit position. the question on the 

effect of a Reform win on the size of the deficit was used. Those respondents who indicate that 

a Reform win would have the eEect of a lower deficit (either çomewhat or rnuch) are coded as 

know!edgeable. For knowledge of the party's position on cultural questions, those people who 

said that Refonn wanted to do less (either somewhat or much) to a question about how much 

the Reform party wanted to do for racial minorities were coded as knowledgeable. Since 

Reform was clearly against multiculturalisrn and the application of the Charter of Rights to 

immigrants. Reform clearly wanted to do less. 

Table 6-5 reports the results for the analysis of pruning among those knowledgeable 

about the Re form's de fic it position Evidence for the priming thesis is contradictory . When 

welfare state and rnacroeconomic attitudes are considered together it appears that economic 

issues did not become more important in the latter stages of  the campaign, but the kind of  

economic attitude did change perceptively. In the 6m period (September 10-26). welfare state 

attitudes are more important than French Canada aîtitudes for Reform support. In the latter two 

periods the coefficient on welfare state attitudes is cut in half kom its fust period magnitude. 

This dro p is. ho wever, made up by the broadening of the econornic conservative appeal of the 

Re form party reflected in the large and significant macroecommic policy coefficient! 

Consistent with earlier evidence. Table 6-5 also suggests the increased importance of attitudes 

toward ethnic minorities. especially in the latter period. 

6 I f  the rnacroeconomic policy variable is not included. thus allowing welfare state attitudes 
variable to capture al1 of the idluence of the econornic attitudes, there is no large shifi in the 
weight attached to welfare state attitudes. 





the coeficients in Table 6-2. A s  people moved into the group that knew Reform's deficit 

position they weighted their underiying attitudes about the deficit and welfare state in a 

marner consistent with those people who knew Reform's position in earlier weeks. 

When one considers those people who did not know Reforrn position (evidence not 

shown). there is weak evidence of priming. Even though these people did not know Reform's 

position on the issue, they increased the weight of welfàre state and macroeçonomic attitudes 

slight ly. This effect is iikely the result of an imperkt masure of knowledge of Reform 

positions since it is awkward that voters who do not know the party's position are affecteci.' 

I f  it is hard to rnake a case for priming of the deficit. cm such a case be made for the 

emergence of minorities attitudes? It seem more likely because we know fiom Figure 5-6 that 

there was less change in the perception of Refonds location on this question Thus the 

increase in the coefficient in Table 6-2 is more likely to reflect respondents giving this issue 

ereater weight rather than leaming Reform's true position To test the priming hypothesis. the 
C 

regession analysis is re-estimated for those people who correctly located Reform's position on 

rnino nt ies. 

Table 6-6 provides some support for the prirning thesis In the fua period the more 

et hnocentric the respondent the higher the rating of Reforrn. In the second period however. 

the coefficient is cut in half and is no longer statistically signiticant. By the final period. 

attitudes toward ethnic minorit ies are again important. The second to third period SM is 

persuasive evidence of prirning even with the relatively small number of cases. The priming 

hypothesis is assisted by the knowledge that Reform was clearly associated with its 

7 Since the uestion asked about the effect of a Refonn win on the size of the deficit rather than ? about Re orm's position on reducing the deficit or cutting social prograrns. there is good 
reason to expect some emr.  



Table 6-6. Priming Among tbose Aware o f  Refortn's Position on Minorities 

Sept 10-26 Sept 2 7  - Oct 10 Oct 11-24 

Welfare State Attitudes 

Macroeconomic P o k y  

French Canada 

Et hnic Mino rit ies 

Demographics 

Education 

Adj- R2 
SEE 
N 178 141 223 
* p (-05; **p(.01; *** p<.001; siEnificant coefficients in boid face. 
Standard errors in parentheses. 

"minorities" policies in the latter period. It is not obvious how to explain the initial drop 

between period one and two. The Likely explanation is that respondents who liked Reform 

early on were a small but fairly unique and ideologically coI1IIflitted group. Reform became 

more popular on the backs of its fiscal policies, which meant that respondents liked Reform in 

spite of its position on cultural questions during the second period. Once the news media 

began to emphasize the party's position on cultural questions, respondents who knew the 



Reform position reassessed their support for R e f o m  Chapter 7 provides support for this 

conclusion. 

Those who did not kno w Reform's position on the minorities issue were unaffecteci by 

their own attitudes about minorities at al1 points of  the campaign. It appears. therefore. that 

knowledge is a prerequisite for priming. In those situations when we expect voters to lack 

information it is not priming that is likely to matter but learning. 

A Longer Time Horizon: Preston Manning and Anti-WeUare Shte Mobitization 

The 1993 campaign provided information about Refonds positionhg on the economic 

right t hat was unavailable at the beginning of the campaign. In fact, one would expect that it 

was also unavailable in 1992. If this hypothesis is correct. there should be evidence of an 

increase of importance in the overall evaluation of Reform of attitudes about the welfare state 

and macroeconomic poiicy between 1992 and 1993. While it would be advantageous to 

compare thermometer scores for the Reform party between 1992 and 1993, the Referendurn 

wave of the study did not ask these questions so thermometer ratings of Manning rnust be used 

instead. 

Table 6-7. Changing Feeling Thermometer Ratings of Manning 

Post Referendum Rating 40.8 777 

Carnpaign Wave Rating 47.9 1985 

Post-Election Rating 53.5 208 1 

Certainly Manning becornes more popular during this thne as revealed by the mean 

thermometer ratings (Table 6-7). After the Referendurn the man rating was rnerely 40.8. 



whereas d e r  the election it had risen to 53.5 out of one hundred To test the relationship 

between issue rnobilization and leader evaluation the importance of an individual's position on 

ideological scaies for hiç or her rating of Preston Manning is estirnated for the pst  referendurn 

and post election waves of the survey (Table 6-8). 

Table 6-8. Ideological Considerations and Evaluations of Manning, 1992 and 1993 

Post-Elect ion 

Wei fare State Attitudes 

Macroeconomic Policy 

French Canada 

Et h i c  Mino rit ies 

Po liticians are Conupt 

[ntercept 

* pc.05, * * pc.01, and *** p<.001 
Standard Error in parentheses. Significant coefficients in bold face. 

It is clear that Manning's feeling themorneter score in the pst-referendum wave is 

largely explained in terms of attitudes about culture and national identity including. French 

Canada and minorities. While these attitudes rernain important in 1 993, evduations of 

Manning are also driven by attitudes toward rnacroeconomic policy and the welfkre state. 

Surprisingly. Manning does not benefit h m  dienation at either wave o f  the survey despite his 

populist claims. These results suggest that the campaign did manage to re-orient the pubIic's 



thinking about Manning in such a way as to incorporate questions of economic ideology into 

his leadership ratine. Of course, they do not change the conclusion that it was leamhg rather 

than prirning that allowed thk activation to occur. 

Conclusion 

The 1993 carnpaign mattered. Tt rnattered because the public was exposed to 

informat ion about the Reform party that allowed them to bring theu evaluation of Reform into 

Iine with their own positions on the important ideologicai questions ofthe campaign. While 

there is no support for the persuasion hypothesis for 1993. there is evidence for both p r i i i g  

and ieaniing. There is also empirical evidence that the distinction between priming and 

learning is useful. 

Previous evidence using vote intentions during the campaign established that attitudes 

toward the welfare state became more important as a determinant of Reform support during the 

campaign. The evidence here suggests that this is not simply the product of Reform increasing 

its share of vote intentions. 

Given the change of importance of economic attitudes. a reasonable interpretation is 

t hat the Reform emphasis on the deficit and social programs primed voters to weight their 

economic predispositions more heavily than their other attitudes. Two other possibilit ies exist. 

The carnpaign could have changed voters' minds about the appropriate d e  of govemrnent in 

society thus shifting the distribution of voters to the right on eçonomic matters and 

consequent ly closer to Reform. Aitematively, the increased Unportance could be a fiuiction of 

the flow of information that ailowed voters to l e m  Reforrn's true position on the deficit; 

somet hing most voters were not aware of early on. 



The campaign did m t  produce a systematic change in the underlying predispositions of 

Canadians on the welfare state or defic it. A change in the distriiution of attitudes cannot then 

be an explanation for the increased importance of the welfare state or for the rise of Reform in 

the polls. As was demonstrated elsewhere. voters were persuaded that Reforrn was a credible 

party on the deficit (Johnston et al. 1994; Jenkins 1998). in effect. voters leamed Reforrn's 

m e  position. Learning appears to be more ofthe stocy than prirning. Among those who knew 

Reform's deficit cornmitment. there was no significant increase in the importance of economk 

attitudes. 

If  leaming is the key to understanding the increased importance of welfare state 

attitudes. it is priming that is responsible for the increased importance of cultural attitudes. 

The late campaign rise in importance of cultural attitudes among those who were 

knowledgeable of Reform's position on this dimension is prime facie evidence of  prirning. 

Voters were aware of Reform's distuictiveness before the campaign began. In fact. the 1992 

Charlottetown referendum campaign rnay have provided this information given that attitudes 

about minorities and French Canada were important for evaluating Manning in 1992. 

The conceptual distinction between learning and priming is supporteci by the empirical 

evidence presented here. This suggests that by emphasizing some issues rather than others the 

media and parties are do ing more than simply increasing the saiience of those issues for voters 

wit h a concomitant increase in the importance of those same issues for evaluating candidates 

and presidential performance. Sometimes the coverage provides voters with information that 

they either did not know or had forgotten, while at other times it does serve to focus them on 

in format ion they already knew. 



In the election context these two processes - learnuig and priming - are fùndamentally 

di fferent because of the implications that they have for understanding the outcome, Aithough 

the scope for learning is likely iimited by the weight of historical events and conflicts between 

established parties in rnost elections. the magnitude of voter ignorance about politics should mt 

be underestimated. In addition leamhg is consistent with a dernomatic process of decision- 

making as long as the scope for learning is not so large that voters learn only one of a number 

ofpotential things. Priming is. however, mure likeiy to the extent that parties are able to focus 

their efforts on ïncreasing the importance of an issue. The implication is that an equally 

plausible. but differen~ outcome would emerge if ditferent issues were prirned. The notion of 

a mandate is problernatic under these circurnstances (Clarke et al. 199 1 ; Johnston et al. 1992: 

Mendelsohn 1998; Jawbs and Shapiro 1994). 

The evidence also supports the view that the aware are more Wcely to be affected by the 

campaign. Either through learning or priming, the weight of considerations among high aware 

voters was more likely to change as a function of the campaign. Further evidence in this regard 

is presented in Chapter 7. but clearly awareness did not serve as a basis for resisting the effects 

of issue emp hasis in the news. High aware voters increased the weight they attacheci both to 

anti-welfare state and anti-mhority attitudes. 



CHAPTER 7: A MEDIA EFFECTS MODEL OF INSURGENT SUCCESS 

Exactly as common intuition would 
suggest, mass communication is a 
powerfùl instrument for shaping the 
attitudes of the c it izens who are exposed 
to it, and it exercises this power on an 
essent iall y continuous basis. 

The previous four chapters have established a nurnber of important points about the 

relat ionship between news coverage ofthe campaign and Reform's rise in the polls. 

Independent decisions on the part of the news media changed the accessibitity of Reform's key 

messages at dfierent tirnes during the carnpaign. As accessibility increased, coverage tended 

to reflect a discourse about Reform's position on social programs and the deficit. 

Unfortunately for Reform coverage began to drop and emphasize the party's position on 

cultural questions in the last couple of weeks. Coverage appeared to have served its purpose; 

people became more coidident about their own knowledge of Reform and more clearly 

identi fied Reform positions at the end of the carnpaign, especially on the deficit. In fict. 

coverage appeared to be more important for clarifjhg the party's position rather than 

persuading voters to change their attitudes or prirning the welfare state issue. There was. of 

course. evidence that cultural issues were prirned at the end of the campaign. 

1s the news media responsible for the campaign changes identified in Chapters 5 and 6? 

Did the character of the issue coverage identified in Chapter 4 have an impact or did issues 

play no role in the learning and mobilization of Reform supporters? 1s the news media 

omnipotent or do individual characteristics mediate the impact of news decisions? These 

questions go to the heart of the issue of how voters respond to election campaigns and this 

chapter seeks to provide answers by merging daily media readings of Reform coverage. 



ident ified in Chapter 3 and 4, with the rolling cross-section wave of the 1992-3 Canadian 

Election Study. 

The Cam paign and Individuai Responsiveness to Television Coverage 

Figure 7- 1 provides a visual representation of  the key hypotheses king considered in 

t his c hapter. In both path diagrams a diarnond is present to indicate t hat coverage does not 

automatically lead respondents to change their opinion. As disfussed in Chapter 1. the 

intluence of persuasive messages should be mediated by the person's lïkecelihoad of receivhg a 

persuasive message and his or her likelihood of accepting ii (Dalton et al. 1998: McGuire 1968: 

McGuire 1986: Zaller 1992; Zaller 1996b). One would not expect respondents who lack either 

the motivation to attend to or the cognitive abiiïty necessary to process the news to be 

influenced by the mass media. Similady, those people who share underlying issue positions 

that are incompatible with Refom should not respond to Reform coverage in the same way as 

those available for Reforrn cues. 

Figure 7-1. Path Diagrams of Key Hypotheses 

The fist hypothesis identified in Figure 7- 1 identifies two causal processes that affect 

Re fo rm support. Coverage of Reforrn. mediated by the respondent 's awareness and underlying 

position on the welfare state, first has an effect on perceptions of Reform's credibility on the 



deficit. Changing perceptions of Reform then have an effect on Reform vote intentions. Both 

the coverage-credibility perception and credibility-support relationships are statistically 

analyzed here. From this perspective, the key role of the campaign is in signalLing to voters 

Reform's true location 

The second hypothesis is a reduced form of the fint causal mode!. Coverage has an 

effect directly on support. Coverage can have this effect because it activates - &es 

politicaiiy relevant - respondent's underlying attitudes as in the case of priming or because 

voters leam where to locate the parties. Chapter 6 demonstrated that by the end of the 

campaign attitudes about the welfare state and about rninorities became more sîrongly 

associated with Reform support compared with earlier in the campaign. The question is 

whether increased coverage is the causal irnpetus for the increased importance and whether 

particular kinds of individuals are more susceptible to the change than othen. 

Key Independent Variables 

Reception 

In the survey tradition the search for media effects has tended to rely on self-reported 

media consumption questions to differentiate those who receive fkom those who do not receive 

media messages. While a large body of research has focuseci on the relationship between 

media exposure and knowledge ( C M e e  and Frank 1996; Weaver 19%). a number of studies 

have argueci that self-repurts are not particularly usefiil in understanding media effects and 

differentiating voter leamhg (McLeod and McDonald 1985; Robinson and Levy 1986). 

Political knowledge performs better as a rneasure of the respondent's iikelihood of receiving 

media messages than self-reports (Price and Zaller 1993; Z d e r  1996b). A brief review of the 

evidence supports using knowledge as an indicator of reception. 



The rneasurement difficulties associated with self-reported media use as compareci with 

political knowledge should not be underestimatecl. There are good reasons to believe that 

survey questions of this type are particularly prone to rneasurement error. People rnake 

mistalces because they do not normally monitor media use. and research supports the 

CO nc lusio n that respondents O ften overestimate their media surveillance (Zaller 1 996a). In 

addition responses to self-reports capture inattentive media consumption, such as the situation 

where one has the TV news on while performing çome other mks,  Political h o  wledge 

rneasures based on factual questions are not, however, likely to be biased in these ways. 

Because the questions ask people to answer questions of fact, 'Yespondents cannot credibIy 

over-report their propensity to receive information h m  the media" (Zaller 1996a). 

The empirical evidence that compares political knowledge and self-reported 

consumption or exposure is unequivocal. In a survey-based study by Price and Zaller (1993) 

respondents were asked whether they heard or read news about a recent event (e.g. Oliver 

North: death penalty case: J i .  Bakker trial) and then asked to recail something about that 

s t o l .  A po litical knowledge scaie based on factual questions was a more ro bust predictor of 

news awareness t han selfire ported newspaper or national television exposure scales. This 

conclusion was confirmed in more recent work on the ability of political knowledge to reflect 

news reception and act as a basis for observing media effects (Zaller lW6b). Further support 

cornes tiom an experimental study that showed that political sophistication was a better 

predictor O f leaming than self-reports (Rhee and Cappella 1997). ' On the basis of this 

' In this case. sophistication, which was measured by uestions that tied knowledge to 
ideological structure, was used rather than factual k m w  edge per se so the results are not 
strictly comparable. 

9 



evidence. there appears to be a general audience for news which is "quite well stratified by 

preexist ing general leveis of general political kno wledge" (Price and Zdler 1 993 : 1 52). 

Of course. political kwwledge distinguishes news reception because d is more than a 

measure of exposure to the news. Political knowledge questions are often used as an indicator 

of  polit ical sophistication (Luskin 1 987) and to the extent that political knowledge is an 

indicator of deeper cognitive ability. political knowledge should be understood as a meauire of 

how well the news is processecl. Rhee and Cappella (1997) conclude on the basis oftheK 

experimental fmdings with a political sophistication measure (see note 1 ) that. 

political sophisticates are not simply more intense consumers of news but rather 
deeper processors of news. They bring dserent motivations to news 
consumpt ion and they carry away knowledge more readily integrated into an 
already elaborate knowledge store (Rhee and Cappella 1997: 230). 

So whiie those who consume more media messages in absolute terms are Iikely to be more 

know ledgeable. there is likely to be slippage bet ween exposure and leamhg because leamhg 

fkom the media is dependent on more than exposure (Neuman et ai. 1992). So knowledge 

distinguishes people on the basis of "attendhg to. comprehending, and retaining news" (Price 

and Zaller 1993: 134) and this is closer to the likelihood of receiving political communication 

than self-reporteci exposure. 

For this reason a knowledge scale is used here as a measure of awareness and as an 

ind icator of the tikely reception of new ùiformation. The details of the s a l e  constmct ion c m  

be found in Appendix B. The appendix also contains a minor comparison ofthe effectiveness 

of self-reported media exposure and kno wledge as a rnediator of news recept ion. 

It must. of course. be recognized that political knowledge is not universally recognized 

as a measure of reception. Miiier and Krosnick (1 9%) view knowledge as a measure of the 

arnount of information in memory and separately measure exposure and attention. In their 



actual conceptual scheme knowledge is used as a mesure of resistance to media priming and 

persuasive messages generally . In experiment al studies, know ledge performed its expected 

resistance role (1 yengar et al. 1 984) but knowledge was unrelated to priming in one survey 

study (Krosnick and b d e r  1990) and actuaily f'àcilitated primuig in the other (Ktosnick and 

Brannon 1993). Miller and Krosnick (19%) attniute this reversal in the survey studies to the 

delay between exposure and the survey intervention that leads to a large decay in the priming 

effect among 10 w kmwledge resporxients. This explanation points to the problem of 

conceptualizing the role of knowledge in the process of media effects. It appears to be the case 

that knowledge indicates how well the infiormation is integrated into prior knowledge; the 

higher the p ~ o r  knowledge the greater the remembering of the prirning stimuli. But. the 

aut hors expect kno wledge to act as a basis for resistance to priming cues because people with 

more knowledge have the capacity to counter-argue new information. Both processes are 

likely at work and depending on the research question being investigated and the timing of the 

survey intervention, one may be more relevant than the other. 

There is no question that for some purposes it might make sense to dflerentiate simple 

exposure fiom comprehension, When considering an appropriate measure of reception to 

mediate news effects, it does not matter so much whether knowledge bas an effect because it 

discriminates between those who are exposeci to the news or because it discriminates who 

processes the news. The key is that some v o t a  are less iikely to be affecteci by the news 

media because they do not receive the information contained in the stories. 

A cceprance 

Not everyone will be af3ected by the news so the two mediator mode1 requires that 

there is an adequate means by which to ident@ individual predispositions. Since both ami- 



welfare state and anti-minorities attitudes are key to understanding the dynamic evolution of 

Reform support. they are used here as an indicator of the LîkeLihood that the respondents will 

accept the messages. For exampie, the hypothesis is that those who are predisposed to oppose 

the welfare state will be more receptive to cues about Reform and will both be more likely to 

identiQ Reform's deficit cornmitment and to support the Refonn party. 

An alternative approach would be to use party identification as a rnediator (Zaller 

1 992). since it provides an indicator of the respondeni's underlying political orientation. There 

are two pro blerns with this appmack ïhe first is that party identification is a general 

orientation which would not allow for the possibility that particular issues were made 

politically relevant. The second is that the Canadian party system was clearly in a state of flux 

if not transition as evidence by the formation of the BQ, the Reform party and the National 

party. It is unclear what party identification means in these situations. The fact is that party 

identification is not a stable attriiute of respondents to the 1993 election study (see Johnston et 

al. 1 996a). The number of identifiers increases h m  4.1 % of the week 1 sample to 6.9% of the 

week 6 sample. While party id continues to have its traditionai rreaning for established parties. 

a Reform identification is more clearly related to recent. even campaign ~tirnuli.~ Party 

identification is. therefore. not exogenous and would bias the estimation if included in the 

equation. 

While one could theoretically get around this problem by positionhg people on the post- 
election measure of party identification, this would be unsatisfactory because in the post- 
election wave almost 9% of the sample identified with Refûrm. Nevertheless. party 
identification not capture the notion of party loyalty. Including paty 
identification the fit of the models and reduce the impact of the ideological 

conclusions about the dynamics of coverage and would corne 
at a cost of bias and mispecification. 



Ne~us  Coveruge and Opinion Change 

If  the attitude change mode1 lays out a set of expectations about the likelihood that a 

respondent will rhzqge his or her mind. the key to observing thaî change will be significant 

changes in the information flow of the campaign. That is, those likely to receive political 

information must be exposed to different messages at dif5erent times during the campaign. 

With respect to the Reform party, this minimal condition certainly applies. Not only did the 

amount O f news attention that Reform received change. but the kinds of issue cues also 

underwent a change in a manner consistent with a re-evaluation of Reform's credibility and the 

aggregate changes in Re form intentions. 

The principal coverage data that is merged with the survey data is a variable that 

indicates the fiequency of coded items that involved the Reform party - as either the 

spokesperson or as the object of someone else's speech - for the days preceding the 

respondent's inteniew. In partidm. the analysis ofthe effect of coverage on credibility 

rnakes use of this data It will be recalled that Chapter 3 demonstrated that attention to Reform 

in the news media changed before aggregate vote intentions changed which suggests a causal 

relationship. It also happens to be the case that the changes in attention also reflect the changes 

in the availability of uiformation about Reform on the deficit and social programS. Attention is 

a good surrogate for more complex measures of the availability of Refonn cues. 

To test more specifk hypotheses and to compare the effects of dif3erent kinds of 

coverage. the analysis also makes use of some indicators of issue coverage. The obvious 

candidates for influence are the two changes in Reform issue coverage identified in Chapter 4: 

social propms and culturd ethnic. During the third and fourth weeks of the carnpaign over 

half of the television news associaîed with the Reform party concerned social progrm. Social 



program coverage deciines as a proportion of  Reform coverage in the last two weeks, as issues 

O f cuit ure (immigration. multiculturalism) dramat ically increase. 

An Approach to Understanding Individual Respoosîveness to Campaign Information 

This chapter considers the evidence of campaign change in terms of two general 

methods. The fust rnethod is graphical and relies on the idea that to the extent that the 

hypot heses about campaign cbange are reasonable there should be evidence of particular kinds 

of individual- level changes during the campaign The second approach is statistical. H e 4  

fairly simple statistical models are considered that both directly Link changes in coverage to 

opinion and control for the impact of variables not considered in the graphical treatrnents. 

A Graphical A pproach 

The two-mediator mode1 of media effects provides a set of hypotheses a b u t  who 

would be most likely to respond to campaign information. For exampie. the theory expects 

that the greatest change will occur among those who are rnost likely to both receive and accept 

Reform cues. The clearest way tu demonstrate campaign change is with a picture. in the 

analysis that follows the public is broken down into four different groups based on their crude 

posit ioning on each of the two mediaton (awareness and predispositions). A weekly value of 

the dependent variable for each of the four groups is plotted to show the evolution of campaign 

changes. 

For example. the awareness and weffme state scales were divided at their respective 

means to create four groups based on the interaction between awareness and welfare state 

attitudes. The expectation is that those predisposed to accept anti-welfare state messages 

would be more iikely to re-evaluate Reform on the deficit. Since awareness of messages is a 

necessary but insu fficient condit ion for learning or persuasion, awareness should magnie the 



efEect of the respondent's w e k e  state predisposition, Those respondents with a pro-welfàre 

state orientation are unlikely to be persuaded even if they are sufficiently aware to get the 

message. 

To the extent that the pictures reveal substantively important campaign changes that 

c m  be visually compared with the patterns of Reform coverage. there is prima facie evidence 

t hat supports the two-rnediator model of campaign e ffects. While the evidence fiom the 

pictures is convincing, it çould be argued that some other variable could be the real cause o f  the 

change: that the distinction between the four groups is m d e  and artifiçial; or. that coverage is 

not the cause of the campaign movement. These potential criticisms encourage the use of 

statistical techniques but the general approach is quite conservative and the results are so 

striking as to make the criticisms unlikely. 

Esrimal ion Strat egy 

The analysis in the previous chapter reduced the campaign into three temporal periods 

and estimated separate static regression models for each period. Any day-to-&y variation 

within the periods is averaged out. While this approach aliowed for the identification of 

period-effects. one needs a truly dynamic model to capture the impact of changing media 

coverage on Reform support. The model proposecl here incorporates both dynamic and static 

components. The stat ic components are the variables normally thought relevant to Refonn 

voting (attitudes about minorities, the welfare state and French Canada; awareness; and. 

demographic variables). The dynamic component is provided by entering into the equation a 

value for television coverage that corresponds to the news duRng the days preceding the day 

the respondent was ïnterviewed- 



To aiiow for both recent coverage and some memory fiom recent days, the media 

content for any given day is the average of the previous three days of coverage. This is 

consistent with the evidence in Chapter 3 tbat coverage took between three and four days to 

have its full impact on vote intentions realized- While entering coverage with dflerent lags 

would be preferable. this would make stable estimates hard to ident* because of the 

coUinearity such variables would induce .  

The coverage variable d a e r s  depending upon the dependent variable being estimated 

and the test being considered. For some estimations. the coverage variable is a global measwe 

of the total number of times the Reform party was mentioned regardless of the content of the 

coded material. At other times, the content variable is a measure ofthe fiequency of a 

particular Reform issue mention (Le. social program or culture) as discussed in Chapter 4. AU 

coverage variables are measured in terms of the absolute fiequency of mentions of the coded 

variable rather than as a density masure as was the case in Chapter 3. While a density 

measure contro 1s for the size of the news ho le and therefore provides a good indicator of news 

media gatekeeping. when c o n s i d e ~ g  the effect o f  information on the public the absolute rather 

than the relative amount of information is more re le~ant .~  

The approach adopted here is to compare a simple mode1 of media effects with a more 

complex mode1 that attempts to represent a two-mediator ptocess of media effects in a single 

equation.' In the simple coverage mode1 (equation l), an increase in coverage between t and 

t+l shifis the intercept but does not change the fùndamental relationship between the other 

independent variables. Coverage has the same e ffect on al1 respondent S. 

' In fact. as one would expect, the two variables are highly correiated (Pearson's R= 0.85). 
-I Compare this with the work by Zailer (1 992; 1996b) who rnodels media effects with more 

t han one equation. 



where. Y is the dependent variable5; 
C is the average Reform coverage in the previous 3 days (some models involve al1 

coverage of Reform whiie others rely on particular issue coverage); 
M is the respondent's position on the issue indices used to indicate the Likely 

acceptance of pro-Re form informat ion (anti- weifàre state or ant i-minorit ies 
depending on d e l )  standardized to Vary between 0-1. 

R is the respondent's position on the underlying issue indices (anti-French Canada and 
sometimes anti-minorities or anti-welfàre staîe) standardized to 0- 1 ; 

A is awareness index standardized: and 
D is a series of variables to account for a respondent's education incom. and region of 

residence. 

Equation 2 provides a fùlly specified delimitation of the two-mediator model. The 

hypothesis is that the three-way interaction of wvefage. attitudes. and awareness will be the 

substantively important one, but statistically the three Iowa order interaction terms must also 

be included to generate efficient and unbiased statistics. The problem with including four 

interaction terms is the considerable collinearity that is introduced into the estimation. in 

practice this means that the coefficients fiom equation 2 are uninterpretable. 

Equation 3 represents one way of adàressing the cohearity problem. Rather than 

inc lud ing al1 four interaction t e m ,  the model only includes the awareness x attitude and the 

coverage x mvareness x attitude tenns. In effect. the excluded lower-order interaction tenns 

are constrained to be zero. Whiie clearly a less than optimal solution. there is evidence to 

suggest that estimating the models using equation 3 does not significantly bias the results. In 

Appendix D. the results of estimating equation 2. dong with a number of other models in 

which different lower-order interaction terms are dropped. is presented. The results show that 

* Two different dependent variables are used in this chapter: Refom's deficit credibility (- 
2.+2). a a n d  Reform themmeter rating (0-1 00). 
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constraining the two interaction terms to be zero has a marginal impact on the magnitude of the 

three-way interaction term 

Credibility on the Deficit 

The surge in Reform credibilit y during the campaign descriid in Chapter 5 fits cbsely 

with the results fbm the priming analysis in the previous chapter. This is fùrther evidence that 

"Only as Reform's anti-deficit cornmitment became clear did the party break out of its ethno- 

relig ious base" (Johnston, Blais, Brady. Gidengil, and Nevitte l996b: 1 5; Johnston et al. 1994). 

Re fo rm' s credibilit y gains during the campaign are potentially important in demonstrating the 

process by which welfare state attitudes becarne important to the Reform vote on eiect ion day 

because the credibility gains reflect a leamhg pmcess. 

Does the general pattern of credibility gains reflect a simple diffusion of uûormation or 

is t here evidence for individual resistance to information about Reform' s deficit position. 

Figure 7-2 shows that credibility gains do corne h m  voters who were predisposed to think the 

issue important. Those respondents who fail belo w the mean on the welfare state scales did not 

re-evaluate Re fom' s credibilit y throughout the carnpaign period The two pro-welfare state 

gro ups. move toward the neutrai point but their net gain at the end of the campaign is less t han 

one quarter of a point. In addition. there is no apparent difference among those who were 

likely to be exposed to information about Reform's position compared with the chroniçaily 

unaware. 



Figure 7-2. Evolutioa of Deficit Credibility by Awareness and Predispositions 

Mean Credibility 

- LOW Awareness. Anti-Wetfare State 
+ Hiah Awareness. PmWeifare State 

[ d g h  Awareness. 
" 

Anü-Wetfare SUNi 

10-1 9 Sept Sept 27- 3 Oct 11-17 Oct 
20-26 Sept 4-10 Oct 18-24 Oct 

The awareness and M a r e  stae scaks wwe diided at their es- means to create the four 
groups (n=679; 409: 542: W7). 

Of course. the gains among the anti-welfare state respondents were themselves 

confmed to a subset of the population. Awareness mediated the effect o f  coverage. While both 

awareness groups view Reform as more credible in weeks 2 and 3. and increase at about the 

same rate. the credibility gains are only sustained in the high aware group. In fact. in the 1st 

two weeks of the campaign, the high aware, anti-welfixe state respondents are the only ones 

who have correctly identified Reform as distinct on the question of the deficit. 



A Media Eflects Model of Reform Credibility 

The re-evaluat ion of Re form's cred ibility by polit ically aware respondents who were 

ideologically predisposed to be concerned with or at least give priority to the deficit is prima 

facie evidence of a campaign and a media effect. There is no cornpelling reason for high 

aware. anti-welfare state respondents to change their perception of the party's position except 

as a response to the flow of information. The next step is to test whether highly aware 

respondents responded to a quantifiable campaign stimulus. Ln this case. the surge and late- 

campaign decline in the amount of Reform coverage is a likely candidate. 

Table 7- 1 provides OLS estimations of equations 1 and 3 with respondents' evaluation 

of Reform's credibility as the dependent variable. The evidence kom the simple coverage 

mode 1 est irnat ion clearly establis hes that respondents who were interviewed when Reform was 

the subject of more news coverage were more Iikely to view the party as credible on the deficit. 

Awareness has a strong effect on perceptions of credibility as does an anti-welfare siaie x 

awureness interaction orientation. This suggests that people who were iilcely to have 

information and those people who were likely to know and accept the information were more 

likely to correctly perceive Reforrn's deficit cornmitment. Anti-welfare state attitudes in and of 

t hernse lves were not enough. Not surprising ly. education and residence in Western Canada are 

also associated with perceiving Reform to be more credible on the deficit. Both of these are 

IikeIy capturing aspects of awareness not reflected in the awareness scale. Incorne has a 

smailer but reverse impact. 



Table 7-1. News Coverage and the Re-Evaluation of Reform's Deficit Credibility 

Simple Coverage 
Model 

Coverage of Reform 

Coverage .u Awareness x Anti-Welfare State 

Awareness 'c Anti- Welfare State 

Awireness 

Anti- Welt'are State 

Demographics 
Educat ion 

1 nco me 

Woman 

At iant ic 

West 

Intercept 

Adj-R2 
SEE 
N 

0.916 ** 
(0.34 1 ) 

0.647 *** 
(O. 163) 
-0.045 
(O. 186) 

-0.597 * ** 
(O. 1 14) 

pC.05: ** pc.0 1 ; and *** p(.001 
Standard Emor in parentheses: significant coefficients in bold face. 

Two-Mediator 
Coverage Model 

0.000 
(0.00 1 ) 

0.012 ** 
(0.005) 
0.456 
(0.384) 

0.645 * ** 
(O. 163) 
-0.046 
(O. 1 86) 

-OSO7* * * 
(O. 1 19) 

Although coverage is significant in the simple modeL the effect of changing coverage is 

fairly small. The coverage variable. which is the average number of Reform codes during the 

previous three days, varies between 9 and 1 1 5 although most o f  the days have values l e s  than 



50. Given this variation, a difference o f  30 coded phrases, which is associated with a 

difference of 0.09 in perceptions of credibility, is a reasonable benchmark for evaluating the 

impact of coverage on opinion. Since the s a l e  of the credibility measure varies between -2 

and +2. this is not persuasive evidence that the coverage was decisive. 

The estimation of the two-rnediator model suggests that the simple model is not a gwd  

indicator of t he effect of coverage on opinion. As expected, the main effect of coverage is 

reduced to insignificance when an interaction terni is added to capture the possibility that only 

anti-welfare state respondents who got the message re-evaiuated Reform during the campaign. 

The remaining coeficients in the rnodel are unchanged by the inclusion of the interaction 

except the coefficient on the twa-way interaction between awareness and welfàre state attitudes 

which is lower. This is not surprishg given that the graphical evidence suggests that the 

interaction between awareness and welfâre state attitudes only occurs in the second halfof the 

~ a r n ~ a i ~ n . ~  The interaction emerges because of the change in the availability of information. 

Eaimating the impact of a change of coverage on perceptions is more dificuit with the 

two-mediator model because the impact of a change in a single variabie cannot be read off the 

table. To get around this problem a series of simulations were run with a hypothetical 

respondent who has average characteristics. He is a middle income. high school educated male 

living in Ontario. From this nanulg point. values of coverage. awareness and ant i-wel fare state 

attitude are rnanipulated. 

6 This insight is supported by statistical anal ses (not shown). If one divides the campaign into il penods and estimates the model used ere without coverage. the anti-welfare state by 
awareness interaction is not si nificant in the early periods but is significant in the latter 
periods. WhiIe this finding cou 7 d be used to constrain the interaction to be zero and thereby 
reduce the collinearity in the modeL the conservat ive approach and more appropriate 
approach is to Ieave the rnodel as fùlly-specified as possible. 



Table 7-2. Reform Deficit Credibility Simu M o n s  for Difieren t Levels of Coverage' 

Refom Cdibility Predictioi for Anti-WeUare State Respoidentb 
Coverage = 10 Coverage =4û DifTerence 

Perfect awareness ( 1 .O) 0.48 0.72 0.24 
Better than average awareness (0.75) 0.23 0.4 1 O. 19 
Average awareness (0.50) -0.03 0.10 0.13 
Less than average awareness (0.24) -0.28 -0.2 1 0.07 
No awareness (0.0) -0.53 -0.5 1 0.02 

Reform Credibility Predktion for Higb Aware Respndentc 
Coverage = f O Coverage 4 0  Difference 

Very ad-welfare state (1 -0) 0.42 0.58 0.15 
Sornewhat anti-welfare state (0.75) 0.30 0.42 0.12 
Neutrai (0.5) 0.19 0.27 0.08 

Somewhat pro-welfare state (0.25) 0.07 0.12 0.05 
Very pro-welfare state (0.0) -0.05 -0.03 0.02 

" simulations are based on two-mediator mode1 coefficients h m  column 2 of Table 7- 1 
assumine the hypothetical respondent is a high school educated (education 4); middle 
income (income=2). man fiom Ontario. 
b the hypot het ical anti-welfare state respondent for these purposes is one who scores one 
standard deviation above the mean for the distriiution of the d e  (0.63). 
' the hypothetical high aware respondent for these purposes is one who scores one standard 
deviation above the mean for the distriiution of the sale (0.70). 

Consider frst the respondent who is opposed to the w e k e  state. For the sake of 

a rmen t .  that person has a score on the anti-welfare state index which is one standard 

deviation (actual score equals 0.63) above the mean for the sample. The predicted values for 

t hat respondent 's perception of Reform credibility given the two dBerent coverage levels and 

varying levels of awareness are provided in Table 7-2. Also included is the dBerence between 

the two credibility values. The first thuik to notice is that changing coverage by 30 - the same 

value as above - is more substantively important when one considers the respondent 's 

likelihood of accepting and receiving that information. For the respondent who is anti-welfare 



state. but not extreme by any means, a change h m  10 to 40 produces a 0.24 dserence if the 

respondent is fiilly idormed but only a trivial 0.02 difference ifthat person k genedly 

ignorant of political &airs. 

In the second part of Table 7-2, a high aware respondent - one who is one standard 

deviat ion more aware than the mean - is used to demonstrate the impact of varying the 

respondent's attitude toward the welfare state on the size of the media effect. The pattern 

mirrors the earlier results. Lncreasing Reform's media exposure by 30 points has a larger 

impact on those people who are predisposed to accept deficit reduction holding awareness 

CO nstant. 

Different predictions could be generated by manipulating either the respondent's 

awareness. level of opposition to the wetfare state or the amount of Reform coverage that the 

respondent was exposed to in the days before the respondent was interviewed. Obviously, the 

effects would be larger if more extreme coverage values were chosen since a difference of 30 

represents a moderate change given the campaign variation. 

The Reform party began the campaign about as credible on the deficit as its nearest 

rival the Conservatives. but for al1 of that, a signifiant proportion of the public was not 

informed enough to say what effect a Reform win would have on the deficit. If Reform could 

get its message out. it could significantly improve its credibility. Two weeks into the 

campaign. the media began to devote increased attention to the Reform party and that çoverage 

appears to be a plausible explanation for the surge in credibility at least among the politically 

aware and ant i-welfare state respndents.' 

7 It should be noted that the earl k a 1  controversy that preci itated the Conservative fïrst drop 
in support also took place aLut the time when the pubfic was beginning to re-evaluate 
Reform's deficit position. 
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Perhaps surprisingly, the graphic and statistical evidence indicates that pro-welfare 

respondents regardless of their level of awareness did not leam. in the sense of attributhg hi& 

credibility to Reform on deficit reduction. Hypothetically leaming that a party's position is far 

fiom one's own has no cost in terms of afliecting one's judgment about which party to support. 

It is possible to acknowledge Reform's ami-deficit cornmitment while simultaneously being 

unconcerned about the deficit. Nevertheless, it is still possible that those unsympathetic to 

deficit reduction will not incorporate new information hto their evaluation of Reform. 

Consider that the most important individual determinant of credhiiity is a person's ideological 

position on the issue in question. This is consistent with the idea that the more one cares about 

an issue the greater one perceives the dfierences between the parties (Krosnick 1990; Krosnick 

1988). Respondents with conservative attitudes as reflected by their positionon the welfare 

state dimension are more likely to perceive party differences (Johnston et al. 1 994) and should 

therefore perceive Reform to be more credible. Altematively. it may be that other partisans 

who are likely to be less opposed to the welfare state received a more partisan message that 

Reform's Zero-in-Three strategy would not work. Certainly the wording of the question 

assurned that a lower deficit was a good thing so other partisans had an incentive to question 

Reform's abilit y to realize its goal. For whatever reason respondents who were unsympathetic 

to a reduced role for government did not change their mind about Reform's credibility. 

Re form 's Credibiliry and Changing Support for Reform 

The remaining step in establishing that coverage rnattered is to consider the relationship 

between the change in perceptions of Reform credibility on changing support for the Reform 

party. It is possible. however unlikely, that voters learned Refonn's position but that this did 

not increase Reforrn support- To test this relationship a p l e d  cross-sectional mode1 of 



Reform ratings that incorporates the respondents position on Reform's credibility (cross- 

section effect) as well as the mean credibility score for the party on the day which the 

respondent was interviewed (longitudinal or campaign effect) is emplo yed. Given that a pro- 

welfare state respondent should not be affected by either process interaction tenns are added. 

The results in Table 7-3 confirm these expectations. At any time during the campaiga, 

the more credible an individual views the Reform party, the more iikely he or she is to support 

the party controlling for the aggregate evaluation of Reforrn. Since the main effect of 

credibility is srnail. a pro-welfare state respondent who perceive the party to be credible is only 

modest ly more likely to Like the Reform Party. Since anti-welfare state attitude range between 

O and 1. the impact of a change of one unit of crediôility varies between 2.8 if the respondent is 

pro-welfare state to almost 13 points if the respondent is anti-welfàre state. 

There is also evidence that the tirne of i n t e ~ e w  matters. That is, respondents who are 

interviewed when Reform is perceived by the public as a whole to be more crdible are more 

likely to support the Reform Party. Again, the impact is dependent upon the respondent's 

underly h g  attitudes with pro-welfàre state respondents king immune firom the trend toward 

public understanding of Reform's position. In fact, a pro-welfàre respondent is likely to have a 

lower rating of Reform as public understanding of Reform's position increases. When the 

public as a whole understands Reform's m e  nature. pro-welfare state voters rnake fewer 

mistakes.* Although the longitudinal effect appears to be stronger given the size of the 

unstandardized coeffic ients. it is acnially weaker than the cross-section effect since the daily 

mean only increases by approximately 0.3 points across the campaip. 

8 Since some pro-wellàre state voters will ~p ri Reform de ite its position on social P 2 prograrns, not al1 of their support for Reform IS t e resuit of niist es. 



Table 7-3 Cross-Sectional and Longitudinal Effeets of Creàibility on Support 

Reform S u ~ ~ o r t  

Cross-Sect ional E ffect of Credibility 
Credibility on Deficit 

Credibility on Deficit x Welfare State 

Longitudinal Effect of Credibility 
Daily Mean Credibility on Deficit 

Daily Mean Credibility x Welfare State 

Awareness 

Ant i- Welfare State Attitudes 

Anti-French Canada Attitudes 

h t  i-Minorities Attitudes 

Demopaphics 
Education 

Income 

Wornan 

Atlantic 

West 

Adj-R2 
SEE 
N 

* pc.05; ** p<.0 1; and *** p<.OO 1 
Standard Error in parentheses; significant wetticients in bold face. 



While the link between credkility perceptions and Reform support as demonstrated is 

c Iear. t here is the possibilit y of individual rat ionalizat ion effects where respondents perceive 

the party to be more credible because they Like the party. Since coverage plays a signif~cant 

activation role for perceptions of Reform credibility and, as will be demonstxated. for Refonn 

support, rationalization oniy &es it dEcu l t  to sort out the causal direction between 

credibility perceptions and support. The presence of rationalization does not change the 

ar-went that the campaign mattered for activation or that media coverage was an exogewus 

cause of the campaign changes. 

Surnmary 

The path diagram is a d iable  representation of how the campaign mattered for 

Reform support. News coverage provided a subset of voters, d e k e d  by awareness. the 

information necessary for them to idente Reform's position on questions of the role of the 

state and the importance of  deficit reduct ion Pro-welfcue state respondents effect ive1 y ig nored 

the information but anti-welfare state voters used the information to change their perception of 

the party and to evaluate the Reform party in light of these perceptions. 

The Evolution of Reform Support 

While the credibility results are confirmation for the role of  the campaign in convincuig 

voters that Reform was committed to deficit reduction and a reduced d e  for govenunent in 

society. we are also interested in more direct effects of the campaign on Reform support. 

Usine two different indicators of Reform support - share of vote intentions and rnean party 

evaluation score - the following analysis provides a graphical demonstration of the usefùlness 

of the two mediator mode1 for understanding the response of anti-welfare as well as ant i- 

minot-ities voters to the campaign. 



Mo bilization of An ti- Welfae State Voters 

The graphical analy sis beguis with a breakdown of Reform vote intentions (Figure 7-3) 

and then proceeds to compare it with the breakdown of Reform themiorneter evaluations 

( Figure 7-4). The breakdown is based on the four groups used in Figure 7-2. 

Figure 7-3. Reform Intentions by Awareness and Attitudes Toward Weifare State 

Perœnt with R e f m  Intention 

+ High Awareness. PmWeifafe State 

10-1 9 Sept Sept 27- 3 Oct 11-17 Oct 
20-26 Sept 4-10 Oct 18-24 Oct 

The awareness and M a r e  state scak  were d i  at their reç9ective means to ueate the four 
groups (n=681: 41 1 ; 545; 649). 

For the first three weeks of the campaign there is no substantively important change in 

Reform's share of vote intentions. The most aware. anti-welfare state p u p  of respondents is 

more likely to have a Reform vote intention compared with their least aware counterparts. 

while the pro-welfkre state groups reveal low probabilities of Reform support. A h s t  al1 of 

the change in Figure 7-3 takes place among the high awareness, anti-welfare state group. 



Between week 3 (September 27-October 3) and Week 5 (October 1 1- 17). the proportion of this 

çroup supporthg the Reform party rises fiom 25 to almost 50 percent. Surprisingly. &er 

peaking at almost 50 percent in the 5& week of the campaign, the high aware and anti-welfare 

state group underwent a signifiant trend away fiom the Reform party in the iast week. Over 

the last two weeks. the low awareness. anti-welfàre state respondents k o m e  more likely to 

vote Reform but the magnitude of their increase is small. 

Figure 7-4. Reform Ratiog by Awareness and Attitude toward the Welhre State 

Mean ThemYwneter Ratina 

10-1 9 Sept Sept 27- 3 Oct 11-17 Oct 
20-26 Sept 4-10 Oct 18-24 Oct 

The awareness and &are stabe scales wfe divided at their respectnie means to mate the four 
groups (n=681; 41 1 ; 545; 649). 

The same basic pattern emerges when respondent's evaluation o f  Reform is s u b s t i ~ e d  

for Reform intent ion as the dependent variable (Figure 7-4). Whiie the pattern is consistent 

with the pattern observed for vote intentions, the dserence among the anti-welfare state 



respondents between the high and low aware p u p s  is not as stark This dserence is at les t  

partially an artifact of the large nurnbers of missing cases in the early weeks of the campaign. 

As we saw in the iast chapte5 as the campaign grew there was a dramatic decline in the 

proportion of respondents who were unwilling to rate the Reform party. Since low aware 

people are most likely to say don't know, the mean evaluation for the Io w aware group in the 

early weeks is drawn fiom the most aware ofthe chronically unaware, whiçh should inflate the 

daily mean for the low aware in the early weeks. 

1 n both analyses, the gap between the high and low awareness groups is small or non- 

existent by election day. despiîe the large gaps at different times during the campaign. 

Foumier ( 1997) argues that the campaign reduced the differences between high and low aware 

respondents in terms of the considerations that were brought to bear on the choice. While this 

CO nfirms Fournier's conclusion. it suggests that awareness mattered for ho w respondent s got to 

their final vote and suggests that it is not inevitable that campaigns reduce the gap. Among 

anti-welfare state votcrs. high aware respondents responded both positively to the campaign 

early on and negativeiy over the last week of the campaign. whereas low aware respondents 

continued to move toward Reform right up till election day. 

What explains the movement away fiom Reform among the high aware. anti-welfare 

state respondents? Given that this is the group that is most likely to receive new information 

fkom the media it seems reasonable to suggesi that this change was also induced by the media 

coverage in the lm two weeks of the campaign. There were, however, two kinds of 

information available in the last week that could hurt Reform's electoral prospects. 

The first kind of information is information about expectations. Since it had becorne 

clear that the Liberals were going to win the election, voters who learned this information 



could have k e n  motivated to vote srrategically by casting th& vote with the Conservatives. 

Outside Alberta a Reform vote had the potential to contniute to the splitting of the right thus 

allowing voters' least prefened party to win. While strategic calculation may have been 

involved. it is unlikely that idormation about the likely outcome was the principal cause of the 

shifi away fkom Reform for two reasons. Since the strategic environment was complex there 

was no obvious party to move toward on the right of the politicai spe- especially in 

Ontario. In some ndings the Reform party was the most lîkely to defeat the Likrals while in 

others it was the Conservative party. In addition, the fact that the same pattern ernerges with 

both dependent variables indicates that it was information about issues or leadership. Strategic 

information should have only Uifluenced the vote intention variable and not the party 

evaluat ion score. 

The second kind of information is issue based. As Chapters 4 and 6 demonstrated. the 

Reform party was associated with culturai issues in the last two weeks and there is some 

evidence that attitudes toward rninorities were primed in this p e r d ,  especially among the high 

aware. It appears that in the last two weeks the Reform party was hurt by revelations of racism 

in the party and the partisan attacks whic h followed. The decline in the high aware group was 

not precipitated by any uncertainty raised by the attacks on Reform's fiscal policy. As the 

evidence £rom the changes in credibility demonstrate, Reform remained credible on the deficit 

even as the likelihood of voting Reform dropped. It appears, therefore, that the hi& aware 

respondents were exposed to information about the culturai policies of the party and this led 

some portion of them to reconsider their intention to support the Reform party. In effect 

coverage rerninded them of what else was at stake in the election The following section 

considers the effect of the campaign on anti-minorities respondents. 



Mo bil izarion of An ti- Minori fies Voters 

Figure 7-5 and Figure 7-6 repeat the a b v e  d y s i s  using respondent's attitude toward 

rninonties in place of attitudes toward the w e h e  state. Perhaps not surprïsingly. it is again. 

the most aware who undergo the most campaign movernent in support for the Reform Party. In 

terrns of feeling themorneter ratings, the mean rating for the high aware, anti-minority group 

increased by a dramatic 10 percentage points, especially realized d u ~ g  the 1st 2 weeks of the 

carnpaign when coverage of Reform on this issue was most prevalent. Similady. the 

proportion of this group providing a Reform vote intention changed ûom around 25 percent in 

the first t hree weeks to about 40 percent in the last two weeks. The low aware. anti-minority 

group undencrent a more gradua1 and smaller growth in Refonn intentions and rnean Reform 

rating. although the mean rating starts out as high as the high aware p u p  it drops significantly 

between weeks 1 and 2. 

The pro-rninorities groups are, however, of considerable interest. For most of the 

carnpaign. both Io w and high aware groups appear to be unaffected as indicated by mean 

rating. but in the last week both means drop significantly. A more intereshg pattern ernerges 

with respect to Refonn vote intentions. The high aware. pro-minorities group actually 

moderately increases its support for Reform in the fowth and Wh weeks of the campaign 

be fore a drastic reduction in the fast week that erases the earlier gains. The low aware p u p  

also increases its support for Reform but the gains corne later and are not erased at the end. 

How can one reconcile these findings with the mode1 of attitude change? 



Figure 7-5. Reform Ratiing by Awar~ness aod Attitudes toward Minorities 

Mean ThemmmeW Rating 

1 0-1 9 Sept Sept 27- 3 Oct 11-17 Oct 
20-26 Sept 4-10 Oct 18-24 Oct 

The awareness and wellare state sca& were d i i  at th& respective means to mate the four 
groups (n=401; 560; 581 ; 558). 

When one considers that the information on the cultural question was concentrateci at 

r he end of t he campaign these findings are not surprising . During the middle o f  the campaigm 

attitudes about mino rît ies had not yet been primed so many people who would re-think their 

support for Reform if rninority issues were primed, may have had artificially high levels o f  

support reflecting the dominance of social prograrns and other issues in the news For those 

who shared both an anti-rninority and an anti-welfâre state attitude. the pruning would not lead 

them away 60m an underlying support for Refom. 



Figure 7-6. Reform Vote Intentions by Awareness and Attitudes toward Minonties 

Permtage with Refonn Intention 

1 Low Awareness. PmMinorit#s 1 

4High Awareness. PmMinonties 
4 q h  Awareness. A n ü - M i n m  

10-1 9 Sept Sept 27- 3 Oct 11-17 Oct 
20-26 Sept 4-10 Oct 18-24 Oct 

The awafeness and rninonbies scaies were d i  at their mpecrive rneans to create the four 
groups (n= 463; 637; 607; 579). 

Figure 7-7 provides some insight into the relationship between welfare state and ethnic 

attitudes. The thin black Line represents the mean rating of Reform for al1 those voters who 

were opposed to the welfare state and who were in the top halfof awareness (fkom Figiue 7-4). 

The dark blac k and dark grey lines divide t hese respondents in terms of their attitudes toward 

minorit ies. It appears that both pro- and anti-minorities respondents increased their rat ing of 

Reform in the middle of the campaign before diverging during the last two weeks. Anti- 

mino rit ies voters became more support ive while pro-minorities voters became less support ive. 

I t  appears that at least some of the decline in support for Reform among high aware. anti- 

rninorities voters can be attri'buted to the increased coverage and primulg of ethnic and cultural 

issues. Ofcourse. even anti-minorities voters lowered theit support for Reforrn between the 



fifth and sixth week While it is possible that other Mors may also explain the late campaign 

drop in support. one needs to be careful in attn'buting too much importance to week-to-week 

shifts given the srnall number o f  cases in each week. The stark result is the widening of the 

W P .  

Figure 7-7. Effect of Anti-Minority Attitudes for Reform Support Amoag High Aware, 

Anti-Welfare State Voters 

Mean Thermometer Rating 

Pro-Minorities 

35 l 

10-1 9 Sept Sept 27- 3 Oct 11-17 Oct 
20-26 Sept 4-10 Oct 18-24 Oct 

The al1 respondent category is the high awareness. anü-weîfare state line from Figure 7-3. fhese 
respondents were divided into two groups to reflect their positioning oci eittrer side of the rnean for 
anti-minonties attitudes (n=271 and 345). 

On the whole the evidence fkom the graphical presentation is consistent with the media 

effects hypotheses. Only those voters who were both predisposed to accept and likely to 

receive pro-Reform messages became more likely to support the Reform Party. Most 

important 1 y, these carnpaign changes are consistent with the pattern of  news coverage 



identified earlier both in tenns of the absolute amount of news attention to Reform and the 

issue basis of that coverage. 

A Coverage M d e l  of Reform Support 

The Acfivafion of Anfi- Welfare Stafe Attitudes 

As noted earlier. a visual inspection of the nirges in both coverage and intentions leads 

us to expect that coverage will affect the path of vote intentiom. In addition the evolution of 

Reform intent ions arnong high aware, anti-welfare state respondents is evidence of a campaign 

effect. Of course. the analysis above suggests thaî the eEect of coverage will be mediated by 

reception and acceptance variables. The more predisposed an individual is to vote Reform. the 

more that he or she should be iikely to vote Reform as the party receives more press. The 

relationship between predispositions and coverage should. however. be dependent on the 

likelihood of receiving the media cues. 

The regression mode1 used to estimate the relationship between coverage and 

credibility is re-estirnated here with some rninor changes. A Reform support variable measured 

by thermometer score (Table 7-4) is the dependent variable and contml variables for attitudes 

to ward French Canada and et hnic rninorities are introduced. 



Table 7-4. Reform Rating and the Activation of Anti-Welfare State Attitudes by 

Reform Coverage 

Simple Coverage 
Model 

Coverage of Reform 

Coverage K Awareness x Anti- Welfare State 

Awareness x Anti-Welfxe State 

Awareness 

hti-Welfare State 

Ant i- Frcnc h Canada 

Ant i-Minorities 

Demographics 
Educat ion 

Income 

Woman 

Atlantic 

West 

1 ntercept 

Adj-R2 
SEE 
N 

" pc.10: * pC.05; ** pC.01; and, *** p<.001 
Standard Error in parentheses; significant coefficients in bold fàce. 

Two-Mediator 
Coverage Model 



The evidence fiom both models c o n f i  the general ideological and sociodemographic 

basis to Reform support. Voters who were opposed to the welfàre state and were hostile 

toward the French fact or ethnic minorities in Canada were more Wcely to approve of the party 

regardless of when they were interviewed in the campaign. There is also a regional component 

with the party king more successfùi in Western Canada Of course, to the extent that the 

measure of coverage does not capture important dynamic changes in the likelihood of 

support ing the Reform party, the e s t h t e s  of the effects of these factors will be unstable. This 

is especially true with respect to attitudes about minorities which became more associated with 

R e h  support at the end of the campaign as suggested by the priming analysis in Chapter 6 

and the later work in this chq~ter .~  

The effect of coverage on Reform support is clearly evident in the simple media effects 

model. A change of 30 coded items of coverage is associated with an increase of 1 -3 8 points 

on the 100 point thennometer scale. This is a substantial effect given that coverage ranges 

fiom an average of less than 10 in the previous 3 days to 1 15 coded items. A person exposed 

to the minimum arnount of Reform coverage is predicted to rate Reform almost 5 points lower 

than the person in te~ewed during the period of maximum Reform exposure. 

The two-mediator model does point to a more sophisticated impact of coverage that is 

more in line with the graphitai movement of Reform support. Although the three-way 

interaction does not meet traditional levels of significance (p4.08). it is very close. Given that 

collinearity has important impacts of standard errors there is good reason to discount the 

9 In k t .  attitudes about minorities and attitudes about the welfare state are quite independent 
(Pearson R = . l n ,  which limits the impact of this dynarnic except in so much that the 
equation is misspecified. Including dummy variables to attem t to capture the dynamic 
impact cf minority issues did not hdamentally change the identi A ed relationship- 



importance of not reaching the 0.05 level. The magnitude ofthe coefficient ( a h  the Betas: not 

shown) indicate that the interaction term is substantively meanhgful. 

The effect of coverage appears to be substantively larger when coverage is aiiowed to 

have its hypothesized effect on individuals. Taking an average hpthetical, ant i- welfare state 

respondent reveals that a positive change of 30 in the average amount of television news 

coverage in the previous three days  is associated with an almost four point higher rating of the 

Re form party. An ignorant voter, despite his or her availabilit y for Reform mo bilization would 

not be expected to change his or her ratine of Reform in response to the increased news 

coverage. S imilarly, taking a hypothetically aware voter shows that those opposed to the 

welfare state were more affectcd by the hcreased coverage than those who were not opposed. 

A CO verage-induced effect of four points on the themorneter s a l e  is not without 

consequence for the Iikelihood of voting for the Refonn party because the relationship between 

t hennometer score and voting is quite high. Using the pst-election wave of the survey 

showed that a respondent who rates is the Reform party 4 points below the man is 

approxùnately 4 percentage points less likely to vote for the Reform prty.10 

' O  The losit estimation, where V is dummy variable indicating pst-election Reform reported 
vote an U is the feeling thexmorneter ratmg of Reform for respondent i. is: 

VI= O. 1 O Ui - 6.48. 
I f  one controls for demographics and the respondent's rating of the other parties, the effect of 
a four point change in Reform support increases to 6 percentage points if the values of the 
other variables are held at their mean. 



Table 7-5. Reform Rating Simulations for Different Levels of Coverage8 

Reform Tbermometer Prediction for Anti-WeHare State Rapondentb 
Coverage = 10 Coverage =4û ilifference 

Pefiect awareness ( 1.0) 46.67 50.55 3.88 

Better than average awareness (0.75) 44.70 47.66 2.96 

Average awareness (0.50) 42.74 44.78 2.04 

Less than average awareness (0.24) 40.77 41-90 1.13 

No awareness (0.0) 38.80 39.01 0.2 1 

Reform Themorneter Prediction for Higb Aware RespoadentC 

Very anti-welfare state (1 .O) 5 1 .'/9 56.08 4.28 

Somewhat anti-welfàre state (0.75) 46.74 50.00 3 -27 

Somewhat pro-welfare state (0.25) 36.63 37.85 1.23 

Very pro-wel fare state (0.0) 3 1.57 3 1.78 0.2 1 

" simuIations are based on two-mediator model coefficients h m  column 2 of Table 7-4 
assuming the hypothetical respondent is a high xhool educated (education =4): middle 
income (income=2). nian fiom Ontario who has average positions on French Canada and 
ethnic minotities. 
b the hypothetical anti-welfare state respondent for these purposes is one who scores one 
standard deviation above the mean for the distribution of the scale (0.63). 

the hypothetical high aware respondent for these purposes is one who scores one standard 
deviation above the rnean for the distribution of the scale (0.70). 

The coverage eeects are quite striking given that the coverage measure is a global one 

rather than a narrow issue coverage measma. While a variable to capture the availability of 

social program/ deficit coverage would be preferable. there are a nurnber of problems with 

estimating such a model. The fïrst is that t h e  is no obvious variable to use to capture the 

availability of cues on the party's position on the w e k e  state. Presumably, social program as 

weli as deficit and some economic coverage would be relevant. The second concems the 



distribut ion of social program coverage. The peak in the middle of the campaie  means that a 

more complicated model would be necessary to model the impact of memory retention. Voters 

exposed to 10 w arnounts of social program coverage a the end of the campaign are surely not 

the same as those exposed to low arnounts in the early part of the campaign. Since the global 

measure does appear to capture the general avaiiability of deficit and social program related 

cues. it is a satisfactory variable for our purposes. The next two sections take the specific 

nature of the issue coverage more seriously, 

The Activation of Anti-Minorifies Attitudes 

The previous sections established that coverage could be directly linked to individual- 

level change in both perceptions of Reform credibility and Refonn support. When Reform 

support is broken down by awareness and attitudes about minorities the familiar pattern of 

individual-level campaign change emerged. Given that the campaign changes coïncide with 

the pattern of news coverage about rninonties, it remains to be seen if individd-level support 

c m  be linked to the changes in coverage. Did coverage "prime" attitudes about rninorities? 

While the analysis could continue to use the global indicator of Reform coverage as the 

stimulus for the increased support for Refonn, there is good reason to focus here on coverage 

which specificaliy addressed the culture question. ültimately this is the kind of coverage that 

O ne would expect to matter. Given that this issue coverage is stable for most of the campaign 

and peeks about where one would expect it to if it were the source of priming, it seems 

reasonable to use it rather t han the mesure of aii coverage used in the previous estimations. In 

fact. although the magnitudes of the two series are quite different, they correlate quite highly. 



Table 7-6. Activation Effets  of Etbnic Coverage on Reform Support 

Simple Coverage 
Model 

-- - - -  - 

Ethnic Coverage of Reform 

Coverage x Awareness x Anti-Minorities 

Awareness x Ant i- Mino rit ies 

Awareness 

M t  i- Welfare State 

Anti-French Canada 

Anti-Minorities 

Demographics 
Education 

Income 

Wornan 

,4t lant ic 

West 

l nt ercept 

Adj-R2 
SEE 
N 

0374 * 
(O. 149) 

36.754 *** 
(8.539) 

-19.704 * * 
(6.203) 

17.519 *** 
(2.278) 

8.322 *** 
(2.1 24) 
-5.743 
(3.796) 

o. 155 
(0.278) 
-0.685 
(0.697) 
-0.65 1 
( 1 -098) 
-3 .O28 
( 1.623) 

6.477 *** 
(1.138) 

29.554 *** 
(4.1 1 1) 

0.12 
22.36 
i913 

Two-Mediator 
Coverage Model 

* p<.05; ** p<.Ol: and, *** F.001 
Standard Error in parentheses; sigdcant coefficients in bold face. 



Table 7-6 reports the OLS coefficients for the simple and two-mediator models of 

coverage effects on Reform support as measured by feeling themorneter scores. The results 

are consistent with the previous tests of the models. The simple mode1 does reveal an impact 

of coverage on the respondent 's evaiuation of Reform but the effect of a change in coverage is 

actually quite modest. The average 3 day number of mentions of the culture issues varies 

between O and 13 with a heavily skewed distribution; three quarters of the campaign days have 

a issue coverage value of less than 5. It will be recalled that the shifi in this issue coverage 

category occurred h the final couple of weeks of the campaign. A 1 O point shifi in the number 

of issue mentions. which captures the whole of the late campaign shift in coverage. is 

associated with a 3.7 point change on the respondent's feeling therrnometer. 

The two-mediator model suggests that this across the board shifi is not really an 

accurate depiction of the campaign movement of opinion about the Reform party. When the 

three-way interaction term is added to the model, the main effect of coverage deciines both in 

substantive and statistical signifiçance. Ali of the impact of coverage is realized in the 

interaction, As was the case with other models. inclusion of the lower-order interaction terrns 

(coverage x awareness; and, coverage x anti-minorities) does not affect the stability of the 

estimation. 

To demonstrate the impact of a change in issue coverage, Table 7-7 compares a number 

of shulated results h m  the two-mediator rnodel. When one considers a somewhat anti- 

minotities respondent it appears that a change in coverage has quite dramatic effects depending 

on the respondent 's Ievel of awareness. Setting aside those people who are extremely aware or 

extremely ignorant of political affairs. the hypothetical respondent is almost 9 points more 

favourable to Reform when coverage increases if he is aware of politics; an effect three times 



[arger than identified by the simple model. Comparing the columns verticaily rather than 

horizontally also shows b w  the coverage served to widen the gap between the low and high 

aware respondents. The dserence between perfëct awareness and perfect ignorance is only 4 

points in the absence of coverage but almost 20 points when coverage nears its peak at the end 

of the campaign. 

Table 7-7. Reform Rating Simuiations based on Ethnic Coverage Model 

Reform Thermometer Prediction for Anti-Minoritia ~espondent~ 

Coverage =O Coverage = 10 DifEerence 

Perfect awareness ( 1 .O) 53.85 66.27 12.42 
Better than average awareness (0.75) 52.85 61.62 8 -78 
Average awareness (0.50) 51 -85 56.98 5.13 
Less than average awareness (0.24) 50.85 52.33 1.49 
No awareness (0.0) 49.85 47.69 -2.16 

Reform Thermometer Prediction for High Aware RespondentC 
Coverage =O Coverage 4 0  Difference 

Very anti-minorities (1 .O) 59.32 70.77 1 1.45 
Somewhat minorities (0.75) 52.65 60.69 8.05 
Neutra1 (0.5) 45.98 50.62 4 -64 

Sornewhat pro- minorities (0.25) 39.3 1 40.55 1.24 
Very pro- rninonties (0.0) 32.64 30.48 -2.1 6 

" simulations are based on twosdiator model coefficients h m  column 2 of Table 7-6 
assuming the hypothetical respondent is a high school educated (education 4); Nddle 
income (income=2). man fiom Ontario who has average positions on French Canada and the 
wel fare state 
h the hypothetical anti-minorities respondent for these purposes is one who scores above the 
mean for the distribution of the scale (0.75). 

the hypothetical high aware respondent for these prirposes is one who scores one standard 
deviation above the mean for the distribution of the sale (0.70). 



The hypotheticdy aware respncient who is used in the second haif of Table 7-7 also 

reveals the stark effect of coverage on particular kuids of individuals. As the respondent is him 

or herself more pro-minorities. he or she is less afliected by the increased coverage. At least 

sorne of the difference is exaggerated by the fact that very few respondents have neutrai or 

belo w neutrai positions on the anti-minorities scale so the real cornparison is pro bably between 

neutral and very anti-minorities. Nevertkless this still suggests thaî for a reasonably high 

aware respondent. the effect of coverage is considerably higher ifthat respondent is anti- 

minorities compared with a more neutral position. 

The graphical and statistical evidence tell the same story. A story that is consistent 

with the priming evidence fkom Chapter 6.  When respondents were exposed to a higher 

nurnber of instances when the Reform party was associated with its position on culture and 

et hnic questions. a subset of the respondents increased theù overall evaluation of the Reform 

party. In effect. the importance of attitudes about rninorities increased as reflected by the gap 

in thermometer scores and intentions ktween pro- and anti-minorities respondents. 

Importantly. not al1 respondents were affected by the change in coverage. Those who pay less 

attention to news or who are poorer processors of information as reflected by the awareness 

measure. simply did not respond to the coverage. 

,4 Two Issue Mode2 of Media Eflects 

To t his point the anaiysis has rested on separately considering the impact of coverage 

on uicreasing the importance of attitudes about the welfàre state and minorities. Obviously. the 

next step is to consider how the two different kinds of issue cues affecteci Reform support 

toget her. If one can show that when coverage of cultural questions was hi& attitudes about 

ethnic minorities had a larger impact on evaluations of the Refonn party then there would be 



supporthg evidence for the results in Chapter 6 and the movement away fiom Reform among 

hig h aware. ant i-welfàre state respondents identified earlier. Since attitudes atm ut minorit ies 

are not highly correlated with attitudes about the w e k e  state. an increase in the impact of a 

anti-rninorities attitude would Wcely lower the Reform rat ing among the proportion of high 

aware. ant i- weifàre state respondents as the pro-minorit ies respondent s within the group Io wer 

their rating in response to the new information. 

The problem. of wurse, is that simple adding the two rnodels together would create an 

uninterpretable set of coefficients because of the strong relationships among the variables. The 

global coverage and ethnic coverage are highly related and rriany variables would appear in the 

equation multiple times. Awareness would be in a fùlly specified mode1 7 different ways. The 

approach adopted here is to s-ly the possible reiationships by shifting fiom d d y  to weekly 

coverage values and by estirnating the relationship between coverage and support separately 

for the hi& and the low aware respondents. 

The two coverage variables are the weekly values for social program and culturdethnic 

coverage as reported in Table 4-3. Coverage is assumed to have its effect only for those people 

who are predisposed to accept pro-Reform cues on thai issue. The mai. effect of coverage is 

not inc luded in the mode1 because of the collinearity that it would introduce given t here are 

only siu different values for each of the media variables. 

The first thhg that is readily apparent in the estimations (Table 7-8) is the relative 

weakness of issue coverage and ideology more generally among the low aware respondents. In 

addition the low aware group did not appear to respond to the inforxnat ion flo w of the 

campaign as it is conceived of here. While this was the implication of the earlier analysis. the 

split file design brings out the stark reality of the d e  awareness plays in elections. In contrast, 



hi& aware respondents do appear to be significantly affected by the information flow of the 

campaign. For this reason, the rernainder of the d y s i s  focuses on the dynamics within this 

group. 

If each coded item is considered an issue cue, then t h e  are clear impacts on Refonn 

ratings of a change in the number of issue cues. A respondent who scores the extreme anti- 

we 1 fare state value on the weifàre state =ale (+ 1 ) rates the Reform party 0.1 3 addit ional points 

for every social program issue cue in the week he or she was iaterviewed. Given that the 

nurnber of social program issue cues ranges h m  2 to 8 1. the coefficient indicates that the 

difference between none and the maximum coverage is 1 O percentage points out of 100 for the 

extreme respondent. As the interaction term indicates. the impact of the coverage change 

declines as the respondent is less anti-welfare state. The impact of coverage of culture or 

et hnocentrism issues is also strong. For the extreme anti-minority voter. there is a 0.20 benefit 

for each additional issue cue. With slightly smaller range (1 to 61), the ~a.uimum impact is 12 

points. 

These results establish that as issue information about Refonn changed so did the mean 

voter rating of the Reform party. It is worth recognizing that the coefficient for a respondent ' s  

attitude toward ethnic rninorities (main effect) is srnaii and not si&nificant. AU ofthe impact of 

attitudes towards minotities is realized when coverage abut these issues increases. Since the 

rnajority of the coverage of cultural issues occurred in the latter weeks of t he campaign this 

c o n f m  the priming and information stones of Chapter 6 and 7. The results also support the 

conclusion that the dmp in support for the Reform paw during the last week of the campaign 

among high aware. anti-webe state respondents was a combination of reduced coverage of 



social programs and the strengtheaing of the relationship between attitudes toward miwrities 

and Reform support. 

Table 7-8. A Two Issue Model of Reform Support within Awareness Croups 

Low 
Awareness 

Social Program Coverage x Ami- Welfare State Attitudes 

Et hnicl Culture Co verage x Ant i- Minority Attitudes -0.0 1 
(0.06) 

Ant i- Wel fare State 

Anti-French Canada 

Ant i-Minorities 

Demographics 
Awareness 

Education 

income 

Woman 

At lant ic 

Prairies 

B.C. 

Week 

I ntercept 

Adj-Rz 0.09 
SEE 2 1 -52 
N 865 
a p<.10; * p<.05; ** piOl; and, *** ptOO1 
Standard error in parentheses. Sigmfïcant coefficients are in bold face. 

Hi& 
Awareness 



Alt hough the coverage of minorities appears to be have a stronger e ffect than coverage 

a b  ut the welfare state. the point of the exercise is less about the comparative strength of the 

mro issues. It is ctear that both issues mattered and it is equally c1ear that coverage of the 

Refom party is the key to how the two issues mattered. 

Surnmary 

. h y  attempt to incorporate two different kinds of data together and to estimate a 

mode 1s wit h t ime-series and cross-sectional components is h u g h t  with potential pitfalls and 

the analysis here is no exception. In fact, the complexity of the two-mediator mode1 increases 

the di fficulty because the estimations are actuaiiy trying to identw statist icaiiy sig nificant 

effects within a narrow group of the sampie. Nevertheless. the statistical analysis largely 

supports the fmdings drawn fiom the graphical analyses. 

At different t h e s  during the campaign voters attached dEerent weights to two 

di fferent issue dimensions. Coverage was responsible for this activation. In addit ion the NO- 

rnediator mode1 of media effects is largely supported by the analysis undertaken here. 

Conclusion 

Coverage of Reform in the television new media was critical to the movement of 

Reform's support during the campaign. Both of the hypothesized ways that coverage could 

affect Reform support were c o n f i d .  Mer the news media discovered Reform. the 

increased attention contributed to more infonned and positive judgment s about Re forrn' s 

credibility on the deficit. In turn, changing credibility led to higher evaluations of Reform. 

Coverage also had direct impacts on the weights that voters attached to various issue 

dimensions. 



At fxst Reform appeared to have benefited fbm the media focus on the party's position 

on the roie of government in society. Those people opposed to the weifàre state became more 

support ive. By the end of the campaign, however, the balance of coverage had changed to 

feature more stories that invoked Reform's position on cultural questions. Voters responded to 

the increased attention to cuitural matters by teconsidering their support in tight of their 

underly ing position on t hese issues. Different voters were mo bilized. 

At the end of the campaign, cuverage of Reform had declined in absolute terms and 

become more associated with the party's cultural positions. Reform support and perceptions of 

credibility aiso fd at this t h e .  These declines in public evaluations can in part be understood 

as the product of the re-shunling of voters brought about by the increased salience of  attitudes 

to ward minorities. It may also be the result of the decline in coverage. As the news about 

Reform began to focus more on its ethnocentrist positions rather than its economic positions. it 

is possible that the media and the public both understood that this would reduce Reform 

support. This is consistent with fmdings that the media tend to allocate coverage in proportion 

to electoral standing and the expected outcome of the elect ion (Zaller 1 997: Hagen 1 996). 

A more sophisticated coverage-support mode1 does lend support to the idea that as 

Re form became to be associateci with a broder range of  issues. the party ' s support base 

c hanged. There is clear evîdence that increased attention to cuitural issues led to a 

strengt hening of the relationship between underlying attitudes and evaluation of Re form. This 

is important because the intrusion of tbese other issues not only increased the importance of 

attitudes about minorities. It also rneant that the availability of cues about the parîy's position 

on the de ficit and welfare state declined. 



Despite the reasonable correspondence between coverage and opinion change in 1993. 

one of the important conclusions is that campaigns do not reach everybody. The most 

knowledgeable are also the most iikely to receive campaign communication. Reception is. 

however. only half of the story. The politicaliy aware are not passive receptors. Instead they 

tend to accept messages that are consistent with their predispositions. This implies that the 

politically aware are likely to be susceptible to communications ttiat are airned at changine the 

basis of choice. Certainly, at the end ofthe campaign the intrusion ofethnic questions changed 

the salient features ofthe carnpaign discourse. Of course. in most elections there is no new 

party. so the political aware may be less influenced by tearning as it is presented here because 

they have stored information and are more likely to be influenced by media fiafning and 

priming effects (Iyengar and Kinder 1987; Krosniçk and Kinder 1990; Mendelsohn 1994). 

At one levet. the 1993 campaign appeared to have failed to reach those voters who are 

habituaily unaware of political events and issues despite the fact that the measure of "the 

campaign" represented a cognitively undemanding requirernent that voters learn more h m  

increased coverage. If low awareness voters leam anything during the campaign. it does not 

lead them to resemble t h s e  with higher levels of information. The difference between the re- 

evaluation of Reform's deficit credibiiity among low compared with high awareness 

respondents is illustrative. Even where there is apparent convergence this rnay be more a 

product of accident than design. i3y the end of the campaiga the vote intention gap between 

high and low aware respondents had narrowed: low aware respondents gradually became more 

IikeIy to support the Reform party, while high aware respondents reduced their support over 

the final ten days paralleling the reduced coverage of Reform. High aware respondents 

brought their intentions in line with their welfare state position leading to a significant shifi 



toward Reform for most of the campaign and then away fiom the party at the end of the 

campaign. Lo  w aware respondents gradually moved toward Refom It appears that the anti- 

Reform message - or at least the emphasis on Reform's cultural positions - that hi& aware 

respondents received over the last couple weeks did not mach the low aware respondents thus 

producing at least sorne of the convergence of these groups. If the election campaign had k e n  

a week shorter or a week longer a diftierent resuh may have emerged on election day. 



CHAf TER 8: CONCLUSION 

The 1 993 elect ion posed an excellent opportunity for uncovering the po litical processes 

involved in eiection campaigns. There were obvious changes in party support and the 

carnpaign was clearly important for Reform's electoral showing. in addition, the presence of 

an insurgent like Reforrn meant that the media had to make decisions about how to cover the 

nrw party and voters were g e d l y  ignorant of the party's positions. These factors increased 

the like lihood that the campai@ would matter. In the process of analyzing the impact of the 

1 993 campaign three themes were prominent: how campaigns matter: the role of news and the 

information flo w of campaigns; and. insurgent party success. 

How Campaigns Matter? 

The evidence presented here does not conclusively answer the question of how 

campaigns matter. It does, however. c o b  the usefùiness of the firunework proposed in 

Chapter 1. Carnpaigns could potentiaily matter in a nurnber of different ways and the likely 

e ffect. or lack thereof. will depend on a number of circumstances. The most important 

condit ion is that the flow of information must change to observe truly dynamic and large 

impacts. In addition. the size of the impact 4 depend on the potential that the news could 

provide voters with previously unknown idormation that would lead voters to reassess their 

party support either through persuasion learning, or pnming. Obviously, a change in news 

coverage has a potential to have a large impact when an insurgent or unknown candidate is 

cornpeting because voters are uniikely to have a large store of information about them 



FIow of Information and Carnpaign Change 

A necessary but insuficient cause o f  campaign effects is a change in the flow o f  

polit ka1 information in the news media If îhe coverage pattern that was evident during the 

first two weeks had stayed the sarne through the remainder of the campaign. then the outcome 

would have k e n  dserent. The Liberais rnay have still won the election because they had 

econo mic conditions in their favour (Nadeau and Blais 1995). but there is no evidence that 

Re fo rm would have managed an electoral breakthrough. 

The importance of c h g i n g  informat ion for observuig carnpaign changes is also 

evident in other cases. U.S. presidential election campaigns are generally characterized by 

news balance so it is not surprishg that campaigns have more modest effets. Also consider 

the 1 988 experience in Canada New coverage was dynamic both in terms of the i?ee trade 

issue and Turner (Liberal leader) and it was on t hese questions that public opinion underwent 

ciramatic change (Johnston et al. 1992). 

Carnpaigns are likely to have impacts on the outcome of the election when a party or 

candidate is able to change the dynamics o f  the information flow of the campaign. In primaries 

this c m  occur by doing better than expected. but a good debate performance. a good 

advertising suategy or poor pei-formance by the other candidates can have similar effects in 

election campaigns. It just so happens that the potential for a dynamic change in information 

rnay be more likely when there are more than two cornpetitors. 

Tvpe of Carnpaign Change 

Some campaigns obviously matter while others do not. The criteria for establishing 

what rnatters is defined in tenns of the deviation on  election &y fiom the vote share that one 

wo uld have expected given informat ion (e.g. polls) available before the carnpaign began. On 



this basis the 1993 campaign mattered. but the 1993 experience is more important for 

illust rating the ways in which campaigns can matter. Chapter 1 outlined three possible ways 

that the campaign can have effects. 

The  first is persuasion Campaigns can produce effects because they not only change 

vote intent ions. but because they change people's minds on questions of policy or chamter. 

The 1988 Canadian campaign in whkh voters changed their min& about fiee trade is 

symptomatic of this possibility. While many swvey rneasures indicate a change in public 

opinion across the campaign, Chapter 6 showed that people did not change their underlying 

attitudes about .fundamental values such as the place of French in Canada the ethnic character 

of Canada or the role of the welfare state despite the fact that these issues were featured in 

news coverage. People's perceptions about where the parties stood on these issues undenvent 

some re-evaluation but not their own beliefs. People were persuaded to change their 

evaluations of party stances. leader characteristics. and ultirnately their party support but this 

was not the product of a change in people's ideological posàioning.l Persuasion is not the 

story for 1993. 

The second possibility is prirning. A campaign can be critical for understanding how a 

mult i-dimensional issue space is converted into a particular outcome through the narrowing of 

the bounds of the issue space to a single or few relevant issues. Carnpaign events and 

in formation c m  change the attitudes whic h are activated with important consequences for who 

voters support. Early accounts of the 1993 election suggested that attitudes about the welfare 

state becarne more important for understanding Reform support as the campaign evolved. The 

While these changes fit a very broad definition of persuasion to accept such a definition 
wo uld mean that any carnpaign change in aggregate responses to public opinion questions net 
of random error is persuasion. 



more sophisticated analysis in Chapter 6 conîïrmed that attitudes about the welfare state were 

more strongly associated with Reform support later in the campaign as  compared with the early 

weeks. but it also showed that attitudes about mhorities became more important. As argued in 

Chapter 6. only the latter example is auly pruning. The campaign didn't help voters figure out 

where Reform stood on ethnicity questions; it reminded them of this position. 

Prirning is clearly a particular kind of activation eEect. In some circurnstances 

campaigns can matter because they activate the same underlying attitudes or predispositions at 

al1 times durllig the campaign (Finkel 1993; Gelman aqd King 1993). If the idormation flow 

does not change or if voters are reasonûbly Uifomed, then the campaign will only remind 

voters ofwhat they already know. The result should be an election outcome consistent with 

prediction models based on pre-campaign information because as the campaign goes on there 

is a greater likelihood that voters will base their decision on the same considerations. Of 

CO urse. activation of this sort will not produce dramatic campaign changes in vote intentions. 

The third possibility is l e k g .  Leaming refers to the process by which campaign 

information allows voters to reduce the level of uncertainty they have a b u t  where the party's 

stand on the issues. A reduction of uncertainty allows voters to iink theù attitudes to their 

evaluation of the parties and may appear Iike the issue has become more important for voters. 

In the absence of this information. priming is not actually possible. This is the more 

compeiling explanation ofthe increased importance that welfare state attitudes had for Reform 

support at the end of the campaign. Obviously this profess is likely to occur more often where 

vo ters start with severe information de ficiencies and weak partisan attachments (multi-party 

compet it ions or mult i-candidate primaries). 



Three things seem relevant. First, in those situations where voters enter the campaign 

informed about the candidates (Le. there are no new parties or leaders), learning may be the 

least IikeIy campaign process. except perhaps among the l e s  aware. Second. priming is 

possible in al1 election campaigns k a u s e  it does not require a large pool of uncertain voters. 

The only condition is that there be more than one potential issue on which the electorate can 

divide. whic h will always be the case except when economic condît ions heavily favour one 

party. For example. the 1988 election could have been about national unity but was not 

(JO hnston et al. 1992). Third the %ope for persuasion and Iearning are likely to be narrow 

because voters do not simply accept new information; voters appear to be unaffected by 

information that is inconsistent with theu ideological interests. In fact. persuasion may only be 

possible when the campaign cornes to be dominated by an issue that voters know little about 

and which can be viewed h m  different ideological perspectives (e.g. fÏee trade). 

Responsiveness to Cumpaign Information 

The evidence suggests that most campaign effects will be Limited to those people most 

exposed to the political discourse of the campaign. This helps acçount for the limited nature of 

most campaign effects because those people most exgosed to the campaign already have a store 

of information and are thus Iess likely to be exposed to new information. The fact that voters 

were so unlliforrned about Refom before the campaign started allows one to illustrate the 

potent ial and limitations of  c hanging news information. The lack of campaign effects in 

Presidential elections compared with Canadian Pariiamentary eiections may also be accounted 

for in t e m  of the likelihood that news coverage will provide voters wîth somet hing tmly new. 

Those people who do m t  pay close attention to politics - the low aware - are not 

immune to campaign communication but the evidence suggests that the campaign will have 



only modest impact on people who generally avoid po iitical news and information, In the 

Reform case, low aware people did eventually get the message that Reform was ideaily 

situated on the political right on the issue of the deficit and welfare state, but it took a long time 

for this information to get through to them. In fact. the evidence suggests that the low aware 

became more Likely to support the Reform party but did not leam the specific information 

about Reform's position on the deficit. Perhaps more importantly, the low aware never got the 

information about Reform's position on the ethnocentrism issues and were therefore not 

primed on them. 

The tirne lag in the responsiveness of voters to the same information suggests that the 

timing of information changes and dramatic events can have an efEect on the magnitude of a 

carnpaign effect. If there is enough coverage (Le. or it is dramatic enough), even the most 

chronically unaware voters may leam and be persuaded in a short tirne. But coverage changes 

like the ones documented here will not affect al1 people. This distinction is remlliiscent ofthe 

distinction between low and high intensity campaigns in the American literature. Zaller found 

that defection rates for low aware respondents was particularly low in low intensity House 

carnpaigns suggesting that they did not receive the counter-incumbent information (ZaIler 

1992). In the Canadian context, consider the compelling events such as Turner's dramatic 

debate attack on Mulroney in 1988 or Trudeau's eggroll speech during the 1992 referendum 

carnpaign. In bothof these cases there was adramatic change in public evaluations of the 

parties and the agreement (Johnston et al. 1992; Johnston et al. 1996b). We might expect to 

fmd that the difision of information about the issue among the low aware and therefore the 

impact of these events will be greater than when the flow of information is more subtle and Iess 

organized by salient events. 



Szr rnmary 

Recent election campaigns în Canada suggest that campaigns are political processes 

with substant ively important impacts on the distniution of political support on election day. 

Forces present on the day the writ is dropped place constraints on the outcorne but the 

campaign itself offers considerable o p p o h t y  for dynarnic change. While many elections 

may be rather predictable, this should mt be interpreted to rnean that the campaign do not 

matter. In fact. what is nriking about recent Canadian experience is the large and subnaotively 

meaningful campaign movements. 

Television News and the Information Flow of Campaigns 

Elect ions in the Iate twentieth cenniry are media events. "Journalists command the 

gates of access for political messages to reach the audience, including powers not only of 

selection but also of contextualizing commentary, packaging and event de finition* (Semetko. 

emphasis throughout the B lumler. Gurevitch, and Weaver 1 99 1 : 1 76). While the prunary 

analysis has been on the nature and effect of news coverage rather than on the reasons for a 

particular kind of coverage, the analysis does raise important issues with respect to the role of 

the news media in elections. 

.il ccounting for News Decisions 

Chapters 3 and 4 detailed a number of dynamic characteristics of news in the 1993 

election campaign. Not only did the relative attention to the parties change fiom the beginning 

to the end, but the issues and election stories changed. Stories about the Conservative Party. 

led by Kim Campbell. featured the theme of the troubled campaign. The Liberal party and its 

leader were not immune h m  critical attacks but their campaign was smooth and weil- 

orchestrateci. Stories about Refonn changed. At the beginning stories about Reform did not 



appear to treat the party as a legitimate threat to the established parties. By the middle of the 

carnpaign. however, Reform and its issue positions were centre stage. What d e  did news 

decisions play in shaping the news independently of the activities of o k  actors? 

Perhaps the clearest demonstration of the impact of news deçisions was provided in 

Chapter 3. The news media increased the relative news space xcorded to Reform before the 

public became more likely to support the party. The media appeared to treat Reform seriously 

earlier t han the ot her parties did and before the electorate was either knowledgeable about or 

likely to support the party. Until the media treated Reform as a serious contender. Reform was 

mired in 10 w support in the polls suggesting that in the absence of this treatment Reform never 

would have reached a critical mas of support h m  whiçh to moblize more voters. 

The news decisions to focus on Reform c m  be understood h m  the perspective of the 

horserace and the need to tell stories about the election. As long as the real race to win the 

election was between the Likrals and Conservatives. Refonds only clah for coverage was as 

an interesting, but substantively unimportant side story. When the Conservative carnpaign 

faltered. the news media had an interest in fmding an interesting story to teil about the election. 

Of course, a faltering Conservative party raised the issue of who would win the race for the 

support of right-wing voters and therefore opposition status in the House of Cornmons. 

It is also likely that the media understood that Reform had potential support given its 

issue positions which were constrained by the kick of knowledge about Reform in the mass 

public. The Reform party strategy that emerged was closely tied to the themes of fiscal 

responsibility and limited government (Flanagan 1995). This positionhg provided a key 

contras to the Conservative party. No doubt if the party had adopted a more centrist position. 

it may have had more difficulty distinguishing itself fiom the Conservaiive party in the rninds 



of the voters and the media To the extent that the news media have an interest in telling stories 

which involve conflict and drama, Reform represented an excellent foil. Of course, Refonn 

always was a potential foil. it just so happened that the news media did not interpret the 

campaign through this perspective until the campaign was well undenuay. 

The amount and issue nature of Reform's coverage in the news media was 

c haracterized by change. whic h suggests that Re forrn's coverage changed because the 

jo urnalists understood the campaign differently. &th the analysis of  Reform's share of news 

attention and the issue c haracter of that attention, suggest that news decisions were autonomous 

of changes in public opinion. Obviously party strategy and actions may in part be driving the 

coverage. especially at the end of the carnpaign when Reform was the target of partisan attacks. 

It appears. however. that the key may be journalist understandings of how the campaign was 

going for the two major parties. 

The role o f j o d s t i c  judgments should not be overstated. The evidence from 

Chapter 3 establishes an underlyîng equilibrium relationship between the amount of attention a 

party receives in televkion news and the party's electoral support. Causation generally runs in 

both directions. It just so happened that the presence of an insurgent forced the news media to 

corne to t e m  wit h a new pars. It appears that this process involves both a reliance on 

perceptions of the "story of the carnpaign" and indicators of popular support. As voters 

responded to campaign information about Reform, joumaiists were justified in their decisions 

about newsworthiness. 

Mediu Efects 

While the ''minimal effects" hypothesis continues to powerfülly influence the study of 

polit ics and the media, it has becorne more o f  a jumping-off point than an accepted conclusion. 



The evidence presented here certainly supports the position th the media bave meaningful 

effects on evaluations and party suppon. Of course, echoing the original fmdings of the 

Columbia school (Berelson et al. 1954). there is no evidence that the media changed underlying 

polit ical attitudes. 

The approach to the study of media effects used throughout this work is based on 

concepts explicated most effectively by McGuire (1969; 1986), and adopted for use rnost 

recently by Zaiier (1989;1992). Of course a number of methodological innovations were 

required in order to apply the concepts to the 1993 datasets. As Chapter 7 demonstrated. an 

effective approach to the study of media effects involves merging media and public opinion 

data together. In this way, changes in the news environment can be directly linked to changes 

in support for a political party or candidate. 

The evidence fkom Chapter 7 is compelling. A respondent who was interviewed during 

a thne when Reform was not visible. was much less Likely to support the Reform party 

compared with a respondent who was inteMewed when the Reform Party was visible. He or 

she was also more likely to perceive the party to be credible on the deficit ifasked during a 

period of high attention. Since visibility or attention in the news media reflects the availability 

of information or cues about Refonn this is key evidence that the media had effects. 

Further evidence emerges fiom the analysis of issue importance. Chapter 6 established 

that attitudes about the welfare state became more important during the middle of the 

campaign, while attitudes about ethnic issues becarne important for evaluations of Reform in 

the last few weeks of the campaign. As Chapter 7 demonstrateci, the changed importance of 

issues can be directly Iinked with the kind of issue coverage the Reform party received. The 

more associated the Refonn party was with social programs in news coverage when the 



respondent was inte~ewed. the stronger the relationship between his or her attitudes about the 

welfare state and overall rating of the Party. Similarly. when ethnoculhiral coverage was more 

prominent . attitudes about minorit ies bec- more Unportant for overall evaluations. 

To t his point, the analysis has stresseci the relationship between news coverage and 

public opinion. Obviously this ignores one of the moa important hdings. While the flow of 

information was dynamic across the campaign, voters were not universally swayed by this 

changing information, AU of the impacts of news coverage outlined above were iimited to 

those people who were moa likely to be a e c t e d  by the presence of new Somat ion about 

Refom in the media. Using the two-mediator mode1 of attitude change, it is clear that the 

public responds to information in terrns of two conditions: reception of the news and 

acceptance of the implied consequences o f  that coverage. 

In the fist place. those people who were likely to receive new information and 

cues in the campaign discourse were the ones most likely to be affecteci by the news media. 

Both the graphical and statistical evidence supports this c l a h  Al1 of the movement in 

perceptions of Reform credibility. Refonds share of vote intentions. and Reform feeling 

thennometer scores was confimed to the highly aware group of respondents. The priming 

rnodels estimated in Chapter 6 also show that the importance of dflerent issue attitudes 

changed prirnarily amorig this group. Finally, the estimates of media effects in Chapter 7 

fùrther c o n f m  that high aware respondents were more susceptible to the infiormation flow of 

the campaign. 

In cornparison those people who are habitually unaware of politics were only barely 

affected by the campaign at les t  with respect to Reform. The evidence on this score is large. 

The graphical evidence showed that low aware respondents never re-evaluated - or learned - 



Reform's position on the deficit. Evidence fkom the vote intentions p p h  îndicated that the 

low aware respondents who were ideologically available to suppofl the party did gradually 

move to Reform, but they did so in a manner that was out of sync with the flow of information. 

The net movement among the iow aware was not, however, large enough to catch-up to the 

impact of social program coverage on the high aware. While the high aware respondents were 

re-thinking their support for Reform in light ofthe late carnpaign shifi of the political discourse 

to feature a greater emphasis on culturai issues. the low aware respondents were responding - 

albeit late - to the previous social program related idonnation. 

In the second place, voters who were predisposed to accept the news coverage - those 

who held views consistent with Reform's underlying positions - were more susceptible to 

changes in the information flow. Early o n  it was attitudes about the welfare state that 

differentiated acceptance of the Uifonnation flow. Later. attitudes about minorities served to 

hrther differentiate support for the Reform party with anti-minorities. anti-weifhre state 

respondent more support ive of the party than pro-minorities. ant i-welfare state voters. Of 

course. the effect of coverage was maximized for respondents who were both aware and 

predisposed to accept the news coverage. 

Democratic Role of the News Media 

First and foremost the news media are economic enterprises. They must generate an 

audience in order to sel1 advertising and it seems unreawnable to suggest that these economic 

pressures do not affect how the news media go about covering politics and election campaigns. 

Students of politics are of course interested in holding the media to other standards. For 

example, do the news media make a positive contribution to dernocratic performance and 

accountability? 



The predominant and mostly American view on the democratic performance of the 

news media. especially with respect to elections, is highly critical (Cappella & Jarnieson 1997; 

Fatterson 1993). The media are cnticized for k i r  treatrnent of the campaign as a game and for 

feedïng public cynicism about candidates and the political process. The emphasis on polls and 

the horse race aspects of the carnpaign are viewed as symptomatic of a more general process of 

fiarning election news in strategic terrns. Voters are simply not given the information 

necessary for them to rnake informeci decisions based on public poticy preferences. 

The results of  this study of Reform offers both reasons for optimism and pessllnism 

about the role of the media in Canada. W e  it is true that the news is characterized by an 

emphasis on the campaign as a game. there is evidence that voters learn People intewiewed at 

the end of the campaign were more k m  wledgeable about Reform's position on the deficit than 

those htewiewed at the beguuiing. In fact, voten figured out where Reform stood on this 

question as a direct result of  news attention to Reform The evidence also suggests that even 

the modest amount of issue coverage in campaigns can affect the issues that voters factor into 

their evaluat ions of the parties. Attitudes about minorities were primed by the quite modest 

coverage of Reform on this issue. 

The second reason for optimism is that the news was not al1 powerfiil. The media 

eflècts demonstrated here do not give reporters an unfettered ability to shape political 

outcornes. Voters wiiî respond to information in accordance with their underlying attitudes so 

if an idea lacks political suppon media coverage is unlikely to be effective. 

Despite these two grounds for optimism the evidence presented throughout this thesis 

has demonstrated t hat decisions over newsworthiness have polit ical implications. This wo uld 

not be a pro blem if the news media were simply representing the political conflict among elites 



and within the public. The pro blem is that the news media are an active player in the 

construction of the news. The increased attention to Reform was not simply a reflection of the 

party conflict and the attention coincided with a different issue discourse that aec ted  who 

supported the Reforrn party. 

Some news judgments are inevitable so the news media cannot simply be criticized on 

t his basis. Recent treatments of the news media in the United States have, ho wever, suggested 

t hat the media are doing more than interpreting the campaign through the lens of 

newsworrhiness. According to this view, joumaiists are more actively interpreting and judging 

the campaign for voters rather than conveying to voters the candidate positions (Lichter and 

Noyes 1995). One result of this change is a press that is both more adversarial and more 

negative. particularly in its treatment of fiontrumers and potential leaders. The ad-watches 

t hat have been featured in recent election campaigns is an example of this kind of phenomenon. 

Although it has k e n  argued that ad-watches actuaiiy increase the support for the party 

sponsoring the advertisement (Ansolabehere and Iyengar 1 995; Just et al. 1 9%), the idea that 

the press should be determinhg whether a candidate's ciaim is correct certainiy reflets an 

attempt to 'replace the inferent ial c laims of the ads with equally interpetive counter-claims" 

(Lichter and Noyes 1995: 45). 

There is no way based on the data used here to evaluate whether the news media are 

more actively interpretiag the campaign for voters in Canada now as compared with the past or 

with U.S. experience. It is, however, clearly an important area of tiiture study because the 

analysis does support the view that understandings of the campaign presented in the news are 

understood and acted upon by the electorate. 



Insurgent Party Success 

The Reform Party and the 1993 Eiecfion Campaign 

The campaign ciearly mattered for Refom Before the campaign voters knew little 

about the party and few intended to support Reform on election &y. Perhaps as a product of 

chance. the Conservative party tumbled in the pok. In the wake of  the Conservative collapse 

the Reform party appeared to win the hearts and rninds of the right-wing voters in Canada 

especially those West of Ontario. Reform is thus a key pivot for understanding the campaign 

and there fore the election. From a two-party race in Canada outside of Quebec. the eIect ion 

came down to a competition between four parties with only the L~krals able to cash in a large 

number of seats and form the government. 

The early problems of Kim Campbell and the Conservative party campaign seem to 

have set the stage for a hdamental re-de finition of the meaning of the election In fact. there 

is considerable evidence that the nature of the campaign changed at two critical times that bear 

directly on Reform's electoral prospects. The first change is the increased attention of the party 

in the news media that precipitated a rise in Reform support. Without such a rise. it is unlikely 

t hat the issue ernphasis in the campaign would have evolved to focus more on questions of the 

appropriate role of the state; an emphasis that clearly benefits Reforrn. The second change is 

the increased ernphasis on cultural questions with a couple weeks rernaining in the campaign. 

Just as Reform was becoming more viable, it came under greater scrutiny and that scrutiny 

revealed that Refonn was vulnerable on cultural attitudes because its position could be 

interpreted in racist and intolerant terrns. 

The increased attention to Reform had significant impacts on  the nature of the election 

discourse. As Refonn became more visible there were more cues about Reform available 



which allowed the party to overcame çome of the idonnation deficiencies within the 

electorate. This appears to be the cause of the increased Reform support that followed the 

increased attention detailed in Chapter 3. In fact. the nature of the cues as well as their 

fiequency changed. Reform became more associated, as did the campaign discourse more 

generally, with the deficit and social programs during the period when it was receiving the 

most press. The importance of  this link should not be underestimated. Reform was not distinct 

on the role of the state early in the çampaign and voter knowledge about Reform's position on 

this issue increased significantly during the campaign. Reform's presence as a significant 

player in the rniddle of the campaign had a generd impact on the issue ernphasis of the 

campaign and forced the other parties to respond to Reform's unique positioning. 

If Reform benefited fkom the first change in the meaning o f  the election, the impact of 

the second change is Iess clear. During the last two weeks of the campaign the Reform party 

received a smaller portion of the overall coverage of the parties and this coincided with a 

change in the nature of the issues associated with Refom Two different kinds of issue cues 

were avaiIabIe during this latter period: the anti-welfare state cues that were dominant eariier 

and cues about the party's position on ethnocultural issues. The intervention of a second 

dimension as represented by the ethnocultural issue served both to inform and to prime voters 

who had previously not factored in their attitudes about ethnicity into their overall evaluation of  

Reform. The second dimension thus helps explain why highly aware anti-welfàre state voters 

reduced their support for Reform over the last couple of weeks. The second dimension did not 

serve to broaden the electoral appeal of the party, merely to reorient it. 

There is considerable popular and sorne academic evidence that Reform benefited from 

alienation and its populist leanings (Harrison 1995), but this does not appear to be the story for 



the 1 993 campaign. Except for the lack of a massive advert king campaign and the rhetorical 

use of populism the Reform campaign did not stand out as more populist than other parties. 

More importantly is the evidence that Reform support drew much of its support h m  pre"us 

Conservative identifiers (Flanagan 1995; Johnston et al. 1 !Ma). While dienation k m  the 

system or Eom the traditional parties may have helped make voters available for a Reform 

vote. the evidence here suggests that there was a clear ideological basis to Refonn' s 

mobilization in 1993. First voters who were conservative on questions of the a p p r o p ~ t e  role 

of the state and then voters who were conservative on cultural matters got the message about 

Reform's true positions. 

The ideological mobilization by Reform was likely facilitated by the extreme positions 

that the party took on major policy issues. Rebrm was clearly distinct on cultural questions - 

especially in ternis of its position on French Canada - before the campaign began. Not only 

did Reform oppose the Charlottetown Accord but it is opposed to officia1 bilingualism and any 

tùture accommodation with Quebec that exhibited the c haracterist ics of asymmetrical 

federaiism. While the party has always k e n  fiscally conservative. it publicly established its 

distinct iveness on the question of the appropriate role of  the state dwhg the campaign. 

Staking out distinct positions on these issues may have helped draw much needed exposure and 

help in the communication of the party's issues stands to the electorate. It appears however. 

that there is a ceiling on how much distinct positions can help a party. Refonn did not continue 

to grow but stalled and even fell back in popular support over the last week. Since king 

extreme clearly lùnits the growth potential of the party, the party is in a difficult position. 

The evidence suggests that at the end of the campaign there remained considerable 

uncertainly about Reform in the rnass public. Reform's inexperience in Parliament showed 



between 1993 and 1997 when the party failed to provide an effective opposition to the 

eoveming Liber&, which means it may not have overcome this problem in the inter-election 
C 

period. At least one autbor bas suggested that the Liheral government's ability to sunain 

po pularity between 1 993 and 1 997 rmy be the product of  an ineffective opposition (Johnston 

fonhcoming). Since effective critickm is a means to wnvey infonnation to the public about 

where the party stands on fimdamental issues. Reforrn may have entered the 1997 campaign as 

relatively unkno wn compared with the other parties. W e  the party was successfùl at 

increasing its share of Pariiarnentary seats at the 1997 election. the spatial concentration of 

seats fiom Western Canada was a serious blow to the party's ambitions to succeed the Liberals 

as the governing party. 

Campaign Hurdles to insurgent Success 

Since in "normai" elections the major parties domhate the news with approximate 

balance. it is easy to overlook the role of news mention for the likely success of a party. 

Insurgents like Reform are. however, dependent on the fiequency that they are featured in the 

news and the issue character of that coverage. The evidence fiom 1993 suggests two kinds of 

hurdles t hat new parties face in king polit icaily successfÙ1: they must be politicaily relevant 

without being too extreme and they must overcome the political apathy of a large portion of the 

public. 

The first hurdle for new parties is to be po[iticaf& relevant in the sense of pming forth 

a platform that can generate interest. especially among journalists. If a party is not relevant to 

the political conflict, as understood by the j o d i s t s ,  t k n  it is not newsworthy. It is not 

enough to simply exist to be deserving of attention Consider that many primary candidates are 

never treated seriously by the news media (Brady and Johnston 1987; Robinson and Sheehan 



1 983). Along with other minor parties. the NationaI Party faced the same problem in Canada 

during the 1993 carnpaign. 

A party is likely to be considered politically relevant or newsworthy if it stresses issues 

that are salient. particularly if the party is also positioned on those issues in a unique manner 

relative to the established parties. Perot's stress in 1992 on k a 1  responsibility and trust in 

government resonated with the public and media understandings of politics in the 1990s. which 

made Perot relevant (Zailer and Hunt 1994). In the same manner. Refom's positionhg to the 

right of the Conservative party on the deficit was in tune with the times, especially when 

Campbe Il and the Conservative party effectively vacated the political right during the 

campaign. In c o n t r e  the National party's stress on Free Trade and Canadian economic 

nationalkm in 1993 did not have the same relevance. As disçussed in Chapter 4, the political 

relevance of a party is driven by its political support in the mass public and the media's 

perceived viability of the party. 

At the beginning of the campaign, the Conservative and Liberal parties were engaged in 

a rhetoricai conilict primarily over jobs. but also on the question of the s u e  of the deficit. But 

with Campbell and the Conservatives sliding in popularïty over the first couple of weeks. it 

appeared that the election was basically over. In this conte* Reform's position on the deficit 

and welfare state made for more drama and conflict because they were the very issues on 

which the Conservatives were unwiiiing to take stmng positions. 

This hurdle serves a usefùl but potentially problematic h c t i o n  in a demoçratic state. 

To the extent that the news media and political elites act as gaîekeepers, some parties will 

never be electorally viable. Without news coverage it is hard to believe that a new party will 

be success!Ùl, especially when new parties that get news coverage must fight this problem. 



Clearly this Limits the proMeration of new parties and reduces the iikelihood that parties will 

form to stress trivial issues. The problem is thai voters play a smail role in detennining 

whether a party will be successful. Early in the 1993 campaign, the small amount of Reform 

coverage limited dernocratic choice. While coverage eventually ailowed the party to break out 

of relative obscurity. it took a change in the manner that the news media covered Reform for 

this to occur. Consider that the National party was never given an opportunity to influence the 

cmpaign agenda or ultimately the outcorne. 

The second hurdle is the apparent political apathy or low political involvement among a 

large segment of the mass public in Western democracies. A new party, even if it puts fonvard 

a political platform that is aitractive to the public will have difficulty getting its message out. 

This constraht exists even if the new party is featured in news coverage. As chapters 5 

through 7 demonstratecl. the low aware respondents - haifof the electorate, not just a small 

portion - were immune to the stimulus of the campaign. Consequently. new parties are 

unlikely to translate electoral effort into success in a short tirne unless they can capitalize on a 

series of ciramatic successes. The difficulty in getting one's message out may help explain why 

insurgent parties or candidates ofien do not have a large impact on political participation.' 

Empirical evidence suggests that the Bloc Quebecois did have an impact on turnout. but the 

Reform party did not receive support ftom previously uninvolved voters (JO hnston et al. 

1996a). 

O bvio usly a third hurdle is the electoral system whic h penaiizes parties that have small 

and spatially diffise electoral support. This is a hurdle that Reform m g e d  to overcome as 

Alvarez and N let (1995) daim that those people who did not vote in 1988 but voted in 
1992 were actua 3 y more hkel to vote for Bush than Perot. In contrast. Koch (1 998) found 
that Perot-s presence did mobifize voters. 



the result of its solid base of support in Western Canada Whiie clearly important for 

understanding the outcorne. the analysis here does not contribute to a further understanding of 

the role of the electoral system for rno blization efforts. Future work needs to consider the role 

the system had on Reforrn and other third party support. 

Szrmmary 

The possibility of insurgent party success is Limited by politics, which privileges certain 

kinds of parties at cenain times, and by the nature of information processing within the mass 

public. These factors suggest that new parties will remain a feature of Canadian politics that 

will periodically ernerge when the major parties fail (Pinard 197 1 ; Rosenstone et al. 1996). 

That is. when established parties fail to respond to new ecomrnic or social conditions or fail to 

adopt a strategic platform that is attractive to supporters- In the absence of perceived major 

party failure. it is hard to imagine the media recognizing a new party as relevant and viable. 

While there is little this study contributes to our understanding of why new parties mise or their 

likely public support ifthey do, the findings do help account for the nature of new party 

mobilization and the role the news media plays in the dissemination of information about 

insurgents. 

Conclusion 

Rather t han c o n f i g  the "minimal effects" hypothesis concerning the ro le of  

carnpaigns in elections. this study established that c a m p a i p  matter. Most voters do not enter 

the campaign with fiil1 information so the outcorne is the working out of a dynamic political 

process. Parties and candidates strategize, the media cover and interpret, and the public pays 

varying levels of attention and is. therefore, ouiy partially affected by the media cues. The 

result of this interaction is an election outcome that may or may not be in tune with predictions 



fiom the pre-campaign period. In fact, the logic of pre-campaign predictions for multi-party 

CO nt ens  is quest ionable. Nevertheless- the 1 993 success of the Reform party can be explained 

ex posf fucto but its particular mobilization could not have b e n  foreseen. 

The news media were crit ical players in the 1993 Canadian election and this study 

suggests that the news as part of the more general flow of campaign information can not be 

ignored. The news media made a decision that Reform was newsworthy and viable based on 

litt le in the way of concrete information that Reform had more popular support. In this marner 

the news media anticipated potential support. The Refonn party adopted a winning strategy by 

emphasizing its distinctiveness on the deficit. but it was the fact that this message represented a 

fundamental aspect of the campaign discourse in the media that transformed the party into a 

viable alternat ive. Of course. news decisions did rmt just favour Reform and there is no 

evidence here that the news media made a conscious effort to shape the outcorne of the race. 

At the end of the campaign, the absolute amount of news about Reform declined and became 

more diverse. 

Voters responded to campaign infiormation in reasonable ways; accepting that which 

was consistent with their predispositions and rejecting or ignoring other information The 

effect. however was more than simple activation. Voters both learned and were primed. 

Learning allowed voters to link their underlying attitudes to their evaluations of parties. 

Priming ensured that voters would factor issues differently at difTerent times during the 

campaign. Both of the= processes offer the possibility of daerent election outcornes. What 

voters will learn during the campaign is not necessarily predictable before the campaign 

begins. More significant ty, the very notion of priming suggests that more than one outcome 

was available dependhg upon whether the issue was primed or not. 



It rem- to be seen whether the fmdings with respect to how campai- matter will be 

replicated in other campaign situations. While the hypothesis is that major carnpaign 

developments will be the exception rather than the nom in most couutries most o f  the t h e .  the 

findings do help understand the nature of these changes when they occur and perhaps more 

irnportantly, serve as a guide for understanding how v o t a  corne to decisions in many of those 

carnpaigns in which it appears that the campaign did not matter. 
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APPENDIX A: VARIABLES FROM THE 1992-93 CANADIAN ELECTION STUDY 

In the interests of conserving space. a nurnber of conventions were adopted to simpl@ 

the presentation of the survey questions. The first is haî multiple alphabetical endings (Le. 

cpsl5a. b) indicates randomization of presentation order. The second is that when a question is 

asked of more than one party the question wIll be identified as a range (i.e. cpsdla-d) with the 

parties listed in the parentheses at the end of the question substmited for the party listed in the 

question in the order listeà. The third is that where a question involved a wording experiments 

the affected sections will be noted by italics. The italicized text before the "P' is used in one 

version while the italicized text after the 'Y' is used in alternative version. 

Camaaign Wave Survely 

cpsal: In the upcoming election. what do you think will be the most important issue to you 
personally ? 

cpsa3: I f  you do vote, which party do you think you will vote for: the Conservative party, the 
Liberal party, the New Democratic party, the Refom party or another party? (version for 
respondents who do no live in Quebec). 

cpsa4: (if None to cpsa3) Which party are you leaning toward now? 

cpsb 1 : Would you say that you are very interested, fairly interested, not very interested or not 
at al1 interested in the campaign? 

cpsb4: Would you say that you are very well informed, fairly weIl uiformed. not v a y  well 
informed. or  not at al1 informed about the issues in the campaign? 

cpsdla-d: Now I want to ask you how well informed you feel about the party leaders. First 
Kim Campbell. (Jean Chrétien; Audrey McLaughlin: Preston Manning). 

cpsd2d: Now 1.11 ask you to rate each leader on a s a l e  that runs h m  O to 100. Ratings 
between O and 50 rnean that you rate that person unfavourably. Ratings behveen 50 and 100 
mean that you rate that person favourably. You may use any number between O to 100. How 
would you rate Preston Manning? 



cpsd2j: How would you rate the Reform party? 

cpsd3: How important is it that Canada's Prime Minister speaks French really well. It is Very 
important. Somewhat important, Not very important, or Not important at all? 

cpsfi a: Now let's talk about promoting the French langruage in Canada/ Quebec. How much 
do you think should be done to promote FrencW for Quebec? Much more, somewhat more. 
about the same as now. somewhat less, much less, or haven't you thought much about it? 

cpsfl b-e: How much does the federal Liberal party want to do to promote French/ for Quebec? 
(Conservative; NDP; Reform) 

cpsf2a: How about Caflstda's ties with the United States? Should Canada's ties with the 
United States be much closer. somewhat closer, about the same as now, more distant. much 
more distant or haven't you thought much about it? 

cpsf2 b-e: Does the federal Liberal party want to have much closer ties with the United States. 
somew-hat closer, about the sarne as now, more distant. or much more distant? (Conservative: 
NDP: Reform) 

cpsBa: How much do you think should be done for business people: much more. somewhat 
more. about the same as now. somewhat Iess, much Iess, or haven't you thought much about it? 

cpsf3b-e: What does the federal Liberal party want to do for business people? Does it want to 
do much more, somewhat more. about the same as aow, somewhat less. or much Iess for 
business people? (Conservative: NDP; Reform) 

cpsg7h: Politicians are no more compt than anybody else. Do you strongly agree. somewhat 
agree, sornewhat disagree, or strongly disagree? 

cpskla: How much power do you think trade unions should have: much more. sornewhat 
more. about the sarne as now, somewhat Iess. much less. or haven't you thought much about it? 

cpsklb-e: How much power does the federal Liberal party want unions to have? 
(Consexvat ive; NDP; Reform) 

cpskîa: How much do you think should be done for women: much more. somewhat more- 
about the sarne as now. somewhat Iess. much less. or haven't you thought much about it? 

cpsk2b-e: What does the federal Liberal party want to do for women? (Conservative: NDP: 
Re fo rm) 

cpsk3a: How much do you think should be done for racial minorities: much more. somewhat 
more. about the same as now. sornewhat less, much Iess, or haven't you thought much about it? 



cpsk3 b-e: What does the federal Liberal party want to do for racial minorities? (Conservative: 
NDP: Reform) 

cpsl6a: Canadian govemments are mnning deficits. they are spending more than they are 
raising in taxes. Would you, personally, be willing to pay higher taxes to help reduce the 
deficit? 

cpsl6b: Would you, personally, be willing to pay higher taxes to maintak our social 
programmes/ such as health card such as welfare? 

cpsl5a,b: On the deficit, which comes closer to your own view? 
One: We must reduce the deficit even if that means cutting programmes. 
Two: Govemments must maintain programmes even if thaî means continuing to run a 
deficit. 

cpsl7: If  you had to. would you cut spending in the following areas A lot, Some. or Not at d l .  

cpsl7b: Welfare? 

cpslfd: Health care? 

cpsl7e: Unemployment Insurance? 

cpsl8a-d: Suppose the Conservatives win the election what do you t W  will happen to the 
deficit? Would a Conservative govenunent make the deficit much bigger. somewhat bigger. 
about the same as now, somewhat smaller. or a lot smaller? (Liberal; NDP; Reform). 

cpsllOa,b: Which cornes closer to your own view: 
One: The govemment sbuld not provide services to people who c m  pay for them out 
of thek own pocket. 
Two: We can only be sure everyone's needs are met if the govemment provides the 

same services to d l .  

cpsl la,b: Which comes closer to your own view: 
One: I f  people had to pay a fee each tirne they go to a doctor/a hospiral. there would be 
less waste in the health care system. 
Two: I f  somdlow income people had to pay a fee each time they go to, people would 

not be able to get the health care they need. 

cpsml: Thinking of federal politics, do you usually think of yourself as a Liberal. 
Conservative. N.D.P., Reform party or none of these? (Version outside of Quebec). 

cpsn 1 : How many days in the past week did you watch the news on TV? 

cpsn2: How many days in the past week did you listen to the news on the radio? 

cpsn3: How many days in the past week did you read a newspaper? 



cpsage: First. in what year were you bom? 

cpso3: What is the highest level o f  educatbn that you have çompleted? 

cpsol8: Could you t e l  me your total household income. be sure to include income fiom al1 
sources such as savings, pensions, rent, as well as wages, to the nearest thousand dollars. what 
was your total household income before taxes and other deductions for 1992? 

cpsh5: What would you say the inflation rate in Canada is these days, approximately? (correct 

response within *2 percent) 

cpsh4: What would you say the inflation rate is these days, approximately? (correct response 
within 1.5 percent) 

Post-Election Survey 

pesbl: Would you say that you were very intereste4 fairly interested, not very interested. or 
not at al1 interested in the pst federal election campai@? 

pesb3: How much attention did you pay to the news on N about the federal election 
carnpaign? Would you say, a great deal, quite a bit, some, very Little or none? 

pesb3: How much attention did you pay to articles in the newspapers about the election 
carnpaign? Would you say, a great deai. quite a bit. some. very little or aone? 

pesb4: How much attention did you pay to the news on the radio about the election campaign? 
Would you say. a great deal, quite a bit, some. very little or none? 

pesel7a: Do you happen to know which party promised do away with the North Amencan 
Free Trade Agreement (NAFTA)? ( l st response) 

pesel8a: Do you happen to kmw which party promised to e b a t e  the deficit in three years? 
( 1 st response) 

pese t9a: And do you happen to know which party promised to eliminate the deficit in five 
y ears? ( 1 st re spo me) 

pese2Oa: Do you happen to know which party promised to increase spending on public works? 
( 1 st response j 



APPENDIX B: POLITICAL AWARENESS SCALE 

In a number of places in the dissertation political awareness is used to discriminate 

between respondents. In the following sections. the components of the scale are d e r n i d  as 

well as indicators of its appropriateness. To demonstrate that political awareness is a robust 

ind icato r of kno wledge and individual responsiveness to news coverage. a self-reported news 

scale is also constmcted and briefly compared with the awareness scale. 

A Political Awareness Scale 

The logic underlying the political awareness s a l e  is t hat factual questions contain 

relatively small amounts of measurement emr .  Ideally surveys would ask a series of factual 

questions like the narne of the Prime Minister. While the 1993 Canadian election study s w e y  

does not include factual questions of this sort. it does ïnclude a number of questions about 

econornic conditions and questions, asked in the post-election wave. related to the policy 

positions of the parties. From these questions it is possible to constnict a six item additive 

scale. The elect ion study surveys also include an i n t e ~ e w e r  rat hg  of the respondent's polit ical 

knowledge in both the campaign wave and pst-eleçtion wave of the survey. Although the Full 

value of the interviewer ratings has yet to be demonstrated. there is a precedent for 

incorporating interviewer rating's in political information scales (Zaller 1992). To takc 

advantage of the additional infionnation contained in the i n t e ~ e w e r  rating. the post eiection 

rating was added to the factual questions to fom a seven item scale.' 

I This 7 item %ale is the result of a collaborative effort betwen the author and Patrick 
Fo wnier . 



The six "factual" questions that form the core of  the scale were recoded so that 

respondents who answered correctly were scored a one. while those who answered incorrectly 

or said they did not know were sfored a zero. For the party position questions, respondents 

were asked which party promised to do away with NAFTA; to eüminate the deficit in 3 years: 

to eliminate the deficit in 5 years, and to increase spending on public works. 

pese l7a: Do you happen to know which party promised do away with the North 
Arnerican Free Trade Agreement (NAFTA)? ( 1 st response) 

pesel8a: Do you happen to know which party promised to eluninate the defich 
in three years? (1 st response) 

pese l9a: And do you happen to know which party promised to elimuiate the 
deficit in five years? ( 1 st response) 

pese2Oa: Do you happen to know which party promised to increase spending on 
public works? (1  st response) 

In each case. there is a party or parties that is clearly identified as the protagonist on the issue. 

Only the respondent's fist answer was accepted and no penalty was assessed for wrong 

answers. 

For the questions concerning economic conditions, respndents were asked during the 

carnpaign to provide the current inflation and unemp lo yment rates. While these questions were 

asked during the wmpaign wave of the survey. a respondent 's likelihood of h w i n g  the 

answer does not depend on when he or she was asked the question. The campaign did not 

serve to educate respondents on this question. There was however. a generalized increase in 

knowledge about the size of the deficit which justified its exclusion h m  the scale. 

cpsh5: What would you say the uiflation rate in Canada is these days. 
approximately? (correct response within 12 percent) 

cpsh4: What would you say the inflation rate is these days, approximately? 
(correct response withùi 1.5 percent) 

Deciding on correct versus incorrect answers to these questions is more subjective. ï h e  

strategy adopted here is to allow a reasonable amount of error around the actual rates for 



October 1993: for inflation, plus or minus 1.5%; and for unemployment, plus or minus 2 

percent. The resulting 7 item scde is quite robust with an Alpha of -74. RemoWig an item has 

almost no effect on the mean, variance. or alpha value of the scale. 

On its face. political awareness appears to be a valid measure. Because there is no pre- 

campaign survey as part of the Canadian election studies the political knowledge s a l e  is not 

actually a measure of prior knowledge. Since h w l e d g e  in the generai sense is supposedly a 

stable individual characteristic. it should not matter when it is actually measured. The 

knowledge rneasure used here, however. contains a nurnber of questions. asked in the post- 

eIect ion wave. relating to campaign related information so it may be that the campaign 

mattered for the ordering of respondents on the km wledge scale. Dropping the four campaign 

related questions does not however. have dramatic effects on the distribution of knowledge.' 

On t his basis. it is reasonable to proceed with the measure as an indication of prior know ledge. 

A Scale of Media Consumption Derived From Self-Reports 

The 1993 Canadian Election Study inçludes two questions about patterns of news 

media consumption, each asked about three difEerent media: newspapers. television news. and 

radio news. During the campaign wave of the survey respondents were asked. "how many 

days in the last week have you read a newspaper (listened to radio newd watched television 

news)?" In the pst-campaign wave, respondents were asked on a five point scale "'how much 

attention did you pay to television (radiohewspaper) news?' Since the medium may matter for 

what people leam (Weaver and Drew 1995), before proceeding to construct a media exposure 

scale. it is important to consider and test the dimensionality of the media exposure and 

attention questions. 



To understand the structure o f  the media use questions, a factor analysis was 

undertaken of the six items. Table B- 1 reports the principal component and varimax rotated 

factor solutions to the media attention variables. A two factor solution is evident in both factor 

solut ions. with the television and newspaper questions loading on the first factor and the radio 

questions loading on the second factor. Radio listening is drfferent fiom the other media 

sources. O n  the basis of these results, a four item standardized additive scale was constructed 

wit h the newspaper and television questions (Aipha=0.60: Standardized Alpha =0.69). Factor 

analysis of these rernaining four variables confkms the existence of a single dimension of self- 

reported media use. 

Table B- 1. Two Factor Solution for Self-Reported Media Exposure 

Unrotated 
1 II  

ff ot'Days watched TELEVISION news -6 1 -.37 
# of Days Iistened to RADIO news -5 1 -58 
# of Days read NEWSPAPER -65 -.3 1 
Attention to NEWSPAPER -74 -. 14 
Attention to RADIO news -27 -73 

Attention to TELEVISION news -71 -.16 

Varimax Rotation 
1 I I  

.71 -.O3 
-17 .76 
.72 .O4 
-72 -24 
.O5 .%7 
.70 -2  1 

Total Variance Exdaineci 38.8% 19.3 1 34.1 23.9 

Assessing the Relationship between Self-Reported Media Use and Knowledge 

At this point both scales appear to be good measures: the s a l e  reliabilities are 

reasonably high and factor analysis has shown that the self-reported media use scale is 

reflective of a single dimension of news consumption. Although each scale contains questions 

asked during the campaign wave o f  the survey. neither the mean of the media nor of the 

knowIedge scale changes across the campaign. The Pearson correlation between the two 

' The correlation between the new scale (unemployment rate. inflation rate. and interviewer 
rat hg) and the political knowledge scale is 0.85. 
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rneasures is 0.36 (significant at p4.01). so while the meanires are similar. they are mt 

ident ical. Given the literature on the contribution of media use to knowledge, we need to 

assess how much self-reporteci media consumption contributes to political knowledge. 

To test the contribution of media exposure to knowledge, the political knowledge s a l e  

is regressed on self-reported media exposure. As expected those who report high levels of 

media exposure and aitention are more likely to score higher on the political knowledge scale? 

Table B-2 includes three estimations: model A is a base Line model with knowledge regressed 

on dernographic variables; model B includes self-reportai media exposure; and model C adds 

two variables to wntrol for political interest (self-reported interest and whether the respondent 

discussed politics with others). The results c o d i  previous findings that media use 

contributes to knowledge; at least using cross-sectional evidence. A respondent who achieves 

the maximum value on the media use sa le  is likely to be 22 percentage points more 

h o  wledgeable than the respondent who scores zero. Controllhg for interest and discussing 

polit ics. however. reduces the effect of exponire by half. In the big picture. however. self- 

reported media use does not explain much of the variation in the political knowledge scale. 

when contro lling for çociodemographic variables (Rhee and Cappella 1 997). 

' The OLS regression equation is: 
KNOWLEDGE = 0.42*** EXPOSURE + 0.22 (adj-RW. 15; n=23 15) 

Given the expectation in rnuch of the literatwe that the medium matters for leaminp. the 
political knowledge scale was also repessed on a 2 item newspa r and a 2 item television 

is constructed. 
IF scale (both standardized) representing the four items fkom which t e four item exposure scale 

KNOWLEDGE = 0. I6*** TV + 0.25*** NEWSPAPER + 0.22 (adj-Rk0.15: n=23 15) 
While the coefficient on newspaper exposure is modestly larger than the coefficient on 

television exposure. the results confirrn the robustness o f  the media ex sure ra le  for two 
reasons. The adjusted r-squares are the same. The effect of scoring t e maximum media 
exposure score in both equations is almost the same (0.1 6+OZ=O.4 1 ). 

R" 



Table B-2. individual and Social Bases to Political Awareness 

Model A 

Self-Reported Media Exposue 

Campaign Interest 

Discuss Polit ics 

Demo~aphics 
Age (Years over 1 8) 

Educat ion 

Low Income 

High Income 

Union Family 

Prairies 

B.C. 

1 ntercept 

0.00 *** 
(O. 00) 
-0.15 *** 

(0.0 1 ) 
0.04 ** * 

(0.00) 
-0.08 *** 

(0.0 1 ) 
0.04 ** * 

(0.0 1 ) 
-0.0 1 

(0.0 1 ) 
-0.08 *** 

(0.0 1 ) 
-0.0 1 

(0.0 1 ) 
0.0 1 

(0.0 1 ) 

0.18 *** 
(0.02) 

0.33 
1877 

Model C 

Standard Error in parentheses. S ignificant coefficients in bo Id face. 



Cornpuring Self-Reported Media Erposure and Polirical Awareness as  Measures of News 

Recepr ion 

It is evident h m  these initial tests that there is some independence between self- 

reported media exposure and a respondent's level of poiitical knowledge. This is not nirprising 

given that the attitude change mode1 identiîied by McGuire explicitly understands exposure to 

a message as the firn step in attitude change. The key is whether an alternative variable such 

as knowledge is a better choice given the measurement Limits of the self-reported exposure 

variable. As discussed in Chapter 7. there are a number of reasons for believing this to be so. 

Rather than re-visiting this argument. it seerns wise to provide a brief consideration of the 

effects of using one variable rather than the other. 

One way to demonstrate the superiority of political knowledge or awareness. as used 

t hroughout the thesis. is by cornparhg how eac h of the variables discriminates leamhg during 

the campaign. If a variable is a good indicator of news reception and comprehension then as 

the new information is made available those with higher scores on that variable wiIl undergo 

the greatest change in perceptions. If al1 respondents on that variable respnd to the campaign 

stimulus in the same way, then the variable is not differentiating respondents very well. 

This hypothesis is tested using an exarnple referred to in the main text. In Chapter 7. it 

was argued that the perceptions of Refom's credibility on deficit reduction changed only 

among those people who were both predisposed to be concerner! with the deficit - those who 

hold anti-welfate state attitudes - and who were likely to receive news messages - those people 

above the mean on the awareness scale. Figure B-1 replicates the analysis with seif-reporteci 

media exposure used in place of plitical awareness. The basic conclusion appears to the same, 

except t hat there is evidence that the low media. anti-weIfare state group becornes more likely 



to perceive the party to be credible on the deficit when no such dyaamic appears when 

awareness is used. For comparison sake. Figure B-3 compares the changes on the same -ph. 

The pro-welfare state Lines are not shown given that they undergo no significant change. As 

one can see. while the low and hi& media use lines distinguish respondents durhg the latter 

few weeks of the campaign, the gap is quite small and over the campaign as a whole both 

groups move in the same direction Awarewss is. however. a powerful discrimimitor. Hi& 

aware people respond to the flow of the campaign, low aware people do not4 

Figure B-1. Reforrn Deficit Credibility by Media Exposure and Attitudes 

Mean Credibility 
0.8 f- / Law Media. Pro-Weifare Sîmte 1 

10-1 9 Sept Sept 27- 3 Oct 11-17 Oct 
20-26 Sept 4-10 Oct 18-24 Oct 

4 These findings are not the product of  the artificial breakdown of the variables into two 
croups. A three group comparison (high, medium, low) produces the same hterpretation but 
d e s  the graphical comparison more w mplicated. 



Figure B-2. Media Use venus Political Awareness as Discriminator of Cbanges in 

Reform Credibility (Anti-Welfare State Rs Only) 

Mean Credibility 

Low Media 
High Media 

- -Law Awareness 

< - - - 

10-19 Sept Sept 27- 3 Oct 11-17 Oct 
20-26 Sept 4-1 0 Oct 18-24 Oct 

While the ability of awareness to discriminate leamhg combined with the previous 

findings about the poor performance of self-reports (discussed in text) suggests that it is the 

optimum indicator of the iïkelihood of news reception there is one additional test that helps 

establish the usefùlness of awareness. Since exposure is understood to corne before 

comprehension in the attitude change model, it may be that the magnitude of  the effect of a 

stimulus is conditional on the respondent 's awareness and knowledge. That îs, to the extent 

that knowledge is an indicator of sophistication and an enbanced ability to leam and integrate 

new information, those with more knowledge may get more out of their investrnent in news 

exposure. 

In order to demonstrating the relationship between self-reported media conswnption 

and h o  wledge each scale was divided at its man to create four groups: 10 w media. 10 w 

awareness; low media high awareness; hi& media. low awareness; and high media high 



awareness. Figure R3 includes the four dinerent trend hes. The key story is the lack of real 

contnbut ion t hat seif-reported media exposure rnakes once knowledge is controUed. Consider 

the dflerence between the high and low media users within the high aware segment of the 

population. The high media users are more iikely to perceive the Reform party to be credible 

on the defkit cornpared with the low media users during the weeks between October 4' and 

17" of the campaign. Whiie there are modest dif5erences between the low and hi& media 

exposure groups9 the dserences are overshadowed by the large diflierence between the 

awareness groups. 

Figure B-3. Interaction behveen News Exposure and Awareness for Anti-Welfare State 

Respondents (Reform Credibility) 

Mean 

i ~ i g h  Media. Law Knawledge 
- L w  Media. High KnawkQe 

10-1 9 Sept 27 Sept- 3 Oct 11-17 Oct 
20-26 Sept 4-1 0 Oct 18-24 Oct 



Concl rrsion 

The point of this brïef analysis is not that self-reported media exposure is an 

inappropriate variable for identifjing media effkcts. Media use does distinguish knowledge of 

party positions and other campaign information. The key is that political knowledge is a better 

indicator. 

At the most basic level. political awareness or knowledge does a better job at 

discriminating between those who have the information fiom those that don't. What is 

significant about this fact is that awareness discriminates the campaign changes better and this 

must be a product of the better processing or reception of the information flow of the 

carnpaign. How else could high aware people learn a party's position except through their 

exposure to and higher attention to campaign information? 

The emphasis here has been on a single cornparison but in a number of  other 

cornparisons the same basic findings remain. If one compares the dynarnic changes in Re form 

intentions with self-reported media coverage as the mediator of awareness. one would produce 

very similar graphs. The same is true for the dynamic changes in pub tic perceptions of the size 

of the federal deficit. During the campaign the public as a whole became more accurate in 

t heir perceptions of  t he size of the deficit and when one breaks down this dynamic change by 

awareness and media attention. media attention does not discriminate as well. 



APPENDIX C: IDEOLOGY VARIABLES 

niroughout the thesis a number of ideological scaies are used to distinguish the 

underlying preferences of the respomients. The scaies were otighlly based on the work by 

JO hnston et al. ( 1996a) and those interested should refer to that work for IÙrther infiormation 

Mailback items were included in the original scales but were removed to create these scales in 

order to maximize the number of cases available for study. This resulted in a slightly different 

French Canada scale and a minorities sale which is a combination of the original "Minorities 

Generai" and Wther Minorities" scales. 

Each of the scales varies between O and 1. A CPS prefm indicates that the item was 

part of the Carnpaign Period Survey. while PES refers to the Post Election Wave. Multiple 

alphabet ical endings indicates randomization of presentation order. 

Welfare State 

The welfare state scale captures the extent to which the respondent desires less 

government spending on social prograrns. The scale is constructed so that a high value is 

associated with a willingwss to cut spending. For this reason in most discussions the variable 

is referred to as an indicator of anti-welfare date predispositions. 

cpsl5a,b: On the deficit, which cornes closest to your own view? 
One: We much reduce the deficit even if it means cutting propammes. OR 
Two: Govemments must maintain programmes even if it means continuing to run a 
defic it. 

cpsl7: If you had to, would you cut spending in the following areas A lot. Some. or Not at 
all. 

cpsl7b: Welfare? 
cpsl7d: Health care? 
cpsl7e: Unemplo ytnent Insurance? 
cpsllla,b: Which some closer to your own view: 



One: if people had to pay a fee each time the go to [a doctorl a hospital] there would be 
less waste in the health care system. OR 
Two: If people had to pay a fee, [low income/some] people would not be able to get the 
health care they need. 

Mac roeconomic Policy 

According to Johnston et al. (19%a), the macroeconomic policy scale is "essentially 

the degree of cornmitment to fighting unemployment: the oppsite pole is a mixture of concem 

with public-sector deficit and with inflation" (8). A high value indicates a concern with deficits 

and inflation. 

cpsl6a: Canadian governments are niruiing deficits, they are spending more than they are 
raising in taxes. Would you perçonally be willing to pay higher taxes to help reduce 
the deficit?' 

cpsl9a,b: As a generai d e .  the governrnent should: 
One: Reduce unemployment even if it means higher inflation OR 
Two: Control inf'iation even if it means higher unemployment 

pese4a,b: As a generd rule. the goveniment should: 
One: Reduce unemplo~yment even if it mans the deficit stays high OR 
Two: Reduce the deficit even if it means higher unemployment 

pese8: Could you tell me if you STRONGLY AGREE. SOMEWHAT AGREE. 
SOMEWHAT DISAGREE. or STRONGLY DISAGREE with the following 
statements: 
The only way to create jobs is to ELIMINATE the deficit. 

pese9: To maintain our social programs we must ELIMINATE the deficit. 
pesel3: Any govenunent that accepts a high level of unemployment deserves to be 
defeated. 

French Canada 

A high value on this scale indicates an unwillingness to accept the importance of the 

French fact in Canada For this reason, the scde is usually referred to as an anti-French Scale. 

cpsd3: How important is it that Canada's Prime Minister speaks French reaiiy well. It is 
Very important. Somewhat important, Not very important, or Not important at dl? 

cpsfla: Now let's talk about promoting the French language in Canada How much do 
you think should be done to prornote French: Much more. Somewhat more. About 
the same as now, Somewhat less, Much less, or haven't you thought much about it? 

1 This item was not included in the original index created by Johnston et al. (1996). 



Minorities 

The three items in this scale capture attitudes towards groups w-hic h are dzrerenr. in 

effect the scale is a measure of tolerance for and recognition of dBerences among ethnic 

croups. Since a high value represents an intolerant position, the rale  is usuaily referred to as 
C 

an anti-minorities scale. 

cpsk3a: How much do you think shouid be done for racial minorities: Much more. 
Somewhat more. About the same as mw. Sornewhat less. Much less. or haven't you 
thought much about it? 

epsg5: Do you thuik Canada should admit more immigrants or fewer unmigrants than at 
present? 

cpsg8a,b: Which cornes closest to your own view: 
One: Aboriginal people should have the right to make their own laws. OR 
Two: Abonginal peuple should abide by the same laws as other Canadians. 

Moral Traditionalism 

A hig h value on this scale means t hat the respondent has conservat ive attitudes on such 

issues as abortion and women's equality. 

cpsg6a,b,c: Now we would like to get your views on abortion. Of the following three 
positions, which is closest to yow opinion. 

One: abortion should never be permittd 
Two: abortion should be perxnitted only after need has been established by a doctor. OR 
Three: should be a matter of the woman's personal choice? 

cpsg7b: Could you tell me if you stmngly agree, somewhat agree, somewhat disagree. or 
strongly disagree with the following statements: 

Homosexual couples should be allowed to get rnarried. 
cpsgie: Only people who are legally marrîed shouid be having children. 
cpsgia: Society would be better off if more wornen stayed home with their children. 



APPENDIX D: JUSTIFICATION FOR ESTIMATION MODELS 

The combination of a two-mediator model of coverage effects and a dynamic rnodel in 

which the dependent variable is a fûnct ion of particular cross-sectionai dserences and the 

level of news coverage for the day of interview produces significant estimation problems. 

Generally speaking the individual-level susceptibility to media values is modeled in terms of 

interaction e ffects. whic h means that the key variables (coverage. awafeness. and attitudes) 

appear in the same estimation a number oftimes. With each increase in the fiequency that a 

variable appears on the right hand side o f  the equation the amount of CO Uinearity inçreases 

exponent ially with concomitant increases in the standard error of est imates and the stability of 

coefficients. In fact, tùlly speciiied models are basicaîly not interpretable. Fortunately. the 

two-mediator model and other e d e n c e  about the relationship between independent and 

dependent variables indicates that some of  the coefficients on lower order interaction terrns can 

be constrained to be zero. 

The pro blem and solution are evident for the relationship between coverage and 

perceptions of Reform's deficit credibility. A fùlly specified model of Reform credibility on 

the defic it would include four interaction terms dong with main effects of coverage. anti- 

welfare state attitudes (0- 1), and awareness (0- 1 ). Three two-way interaction terms capture the 

possibility of the foilowing three types of independent effects on credibility: coverage x unfi- 

w.lfare state; coverage x awareness; and, awareness x anti-welfare state. The fourth 

interaction term (coverage x awareness x anti-welfare sfate) hypothesizes that coverage will 

have the largest impact on those people who exhibit both high levels of awareness and high 

levels of anti-welfare state attitudes. With these four interaction tenns included in the rnodei. 



Variance Inflation factors (VIF) are between 39 and 68 for the interaction terms. and none of 

the interaction terms are significant. 

The two obvious candidates for removing h m  the right-hand side and therefore 

const raining to be zero are the two Io wer order coverage interactions (coverage x anti-welfare 

srare: coverage x uwareness) since theoret ically t hey should be zero and bo th are almost zero 

in the fùlly specified model. Table D- I reports the results of re-estimating the credibility 

model with different interaction ternis dropped h m  consideratioa It is clear fiom the results 

that if one drops either or both of these terms there is very marginal impact on the magnitude of 

the three way interaction coefficient which means there is unlikely to be a substantively 

significant impact of these excluded coefficients. 

Table D-2 and Table D-3 basicaiiy replicate the same approach for the other two 

applications of t he two-rnediator model in Chapter 7. The results are broadly similar. The 

inclusion of the two-way interactions that involve coverage add very Little to our understanding 

O f the relat ionship between coverage and attitudes. While constraining the coeBc ients reduces 

the coilinearity it does not corne at much cost. Only in Table D-3 does the magnitude of the 

coefficient on the three way interaction change much between the tùlly specified model and the 

two-mediator model. 



Table D-1. Justification for Two-Mediator Model of Deficit Credibility 

Fully Drap Single Drop Two 
Specified Interaction Single Mediator 

Model (Version A) Interaction Model 
(Version B) 

Coverage 

Coverage x Awareness 

Coverage x Welfare State 

Coverage x Awareness x 
State 
Awareness x Welfare State 

Awareness 

Anti-Welfare State 

Demo grap hics 
Education 

Incorne 

Woman 

Atlantic 

West 

1 ntercept 

Adj-R2 
SEE 

0.00 1 
(0.003) 
-0.00 1 
(0.006) 
-0.003 
(0.007) 

Welfare 0.016 
(0.0 1 4) 
0.292 

(0.638) 

0.000 
(0.002) 
0 .O00 

(0.00s) -- 
0.01 1 " 
(0.007) 
0.470 

(0.427) 

0.632 ** 
(0.242) 
-0.045 
(O. 1 86) 

0.031 ** 
(0.01 1) 
-0.061 * 
(0.028) 
0.023 

(O-@W 
0.099 

(0.064) 
0.171 *** 
(0.046) 

-0.504 "* 
(O. 126) 

0.1 1 
0.94 

0.00 1 
(0.002) 
-- 

-0.002 
(0.005) 
0.013* 
(0.007) 
0.388 

(0.43 9) 

0.644 *** 
(O. 163) 
0.023 

(0.283) 

0.031 ** 
(0.01 1) 
-0.061 * 
(0.028) 
0.023 

(0.044) 
0.099 

(0.064) 
0.171 *** 

(O .O46) 

-0.521 *** 
(O. 127) 

0.1 1 
0.94 

0.000 
(0.00 1) -- 
-- 

0.012 ** 
(0.005) 
0.456 

(0.3 84) 

0.645 *** 
(O. 163) 
-0.046 

(O. 1 86) 

0.03 1 ** 
(0.0 1 1 ) 
-0.061 * 
(0.028) 
0.023 

(0.o44) 
0.099 

(0.064) 
O. 170 *** 
(0.046) 

-0.507*** 
(0.1 19) 

0.1 1 
0.94 

p<. 10: *p<.05; **p<.Ol; ***pc.ool 
Standard Error in parentheses. 



Table D-2. Justification o f  Two-Mediator Model for Welfare State Activation Model 

Fully Drop Single Drop Two 
Specified Interaction Single Mediator 

Mode1 (Version A) Interaction Mode1 
(Version B) 

Coverage 

Coverage x Awareness 

Co verage x Welfare State 

Coverage x Awareness x Welfare 
State 
Awareness x Welfare State 

Awareness 

Anti-Welfare State 

French Canada 

Ant i-Minorities 

Demographics 
Educat ion 

I ncome 

Wornan 

At lant ic 

West 

Intercept 

.Adj-Rz 
SEE 

-0.06 
(0.08) 
O. 13 

(0- 16) 
0.20 

(O. 18) 
-0.14 
(0.34) 
33.52 * 
( 15-98) 

-1 1.24 
(7.49) 
-3.25 
(8.78) 

8.89 *** 
(2.12) 

1 1.69 *** 
(2.32) 

0.06 
(0.28) 
-0.75 

(O. 70) 
-0.58 
(1.10) 
-3.62 
(1.62) 

6.22 *** 
(1.14) 

26.59 * ** 
(4.54) 

0.12 
22.40 

0.00 
(0.04) 
0.0 1 

(O. 1 1) 
-- 

0.18 
(O. 1 6) 

20.84 * 
(10.57) 

-6.64 
(6.1 O) 
4.59 

(4.7 1) 
8.88 *** 
(2.12) 

1 1.64 *** 
(2.32) 

0.05 
(0.28) 
-0.74 
(0.70) 
-0.58 
(1.10) 
-3.61 * 
( 1 -62) 

6.25 *** 
(1.14) 

23.89 *** 
(3.75) 

0.12 
22.40 

-0.0 1 
(0.04) -- 

0.09 
(O. 13) 
0.10 

(0.17) 
24.14 * 
(1 1.02) 

-6.19 
(4.14) 
0.88 

(7.15) 
8.88 *** 
(2.12) 

11.66 *** 
(2.32) 

0.05 
(0.28) 
-0.74 
(0.70) 
-0.57 
(1.10) 
-3.60 
( 1.62) 

6.23 *** 
(1.14) 

24.52 *** 
(3.75) 

0.12 
22.40 

0.007 
(0.029) 
-- 

-- 

0 . w  
(0.1 1) 
20.41 * 
(9.5 8) 

-6.2 1 
(4.1 4) 
4.58 

(4.7 1) 
8.88*** 
(2.12) 

1 1-64 *** 
(2.32) 

0.05 
(0.28) 
-0.74 
(O. 70) 
-0.58 
(1.10) 
-3.61 
( 1.62) 

6.25 *** 
(1.14) 

23.79 *** 
(3.59) 

0.12 
22.39 

Standard Ë m r  in &entheses.- 




