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The purpose of this study was to examine the effects of

news commentary on the image of political candidates. Sub-

jects were exposed to a political debate, which was followed

by three experimental manipulations of a news commentary.

One group saw a commentary biased toward one candidate and

against the other. In a second group the bias was reversed.

A third experimental group saw a neutral commentary and the

control group viewed the debate but no commentary.

The primary statistical analyses used were a multivariate

analysis of variance, a multiple discriminant analysis and

a factor analysis.

The results indicated that the commentary did have some

effects on the perception of the candidates' images. Fur-

thermore, the commentaries affected the amount of the candi-

dates' message which was recalled by the subjects, and cued

the subjects to recall specific issues which were mentioned

in the commentaries. Finally, the factor analysis indicated

certain characteristics of the images of political candidates.
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CHAPTER I

THE PROBLEM AND ITS SETTING

The Statement of the Problem

Between 1960 and 1970 television took over from news-

papers as the medium offering the clearest understanding of

national political campaigns and elections. Robert T. Bowers

notes that in 1960 forty-two percent of a national survey

selected television as the clearest medium while thirty-six

percent selected newspapers. In 1970, however, fifty-nine

percent picked television while only twenty-one percent

stayed with newspapers.1  In addition, television is consid-

ered by a large percentage of Americans as a highly credible

information source.2

Precisely how and how much television affects politics

is a hotly debated question. That argument notwithstanding,

television clearly has the potential to be a powerful influ-

ence on political affairs. That potential is intensified if

one notes, as Bowers has, that television newscasters are

seen by a great many Americans as unbiased reporters who

1Robert T. Bower, Television and the Public (New York:
Holt, Rinehart and Winston Inc., 1973), p. 122.

2 Elmo Roper and Associates, The Public's View of Tele-

vision and Other Media 1959--1960 (New York: Television Infor-
mation Office, 1965), p. 5.

1
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describe the news as it happens.3 The powerful effect of the

television commentator has been described by Herschensohn.

He points out that a commentator can do a great harm to a po-

litical figure through the use of sophisticated and subtle

reporting techniques, which wrap his bias in a cloak of im-

partiality. Gilbert notes that television commentators are

more influential than newspaper reporters.

"Undeniably, television journalists shape public atti-

tudes. Their influence is more subtle than that of newspaper

reporters since the public tends to regard the press as a

partisan instrument of political struggle and television as

an objective recorder of political reality.
5 Political fig-

ures have often keenly felt the oower of the television news

corps. At a press conference Richard Nixon was asked what he

thought of television news coverage. He described it as the

most outrageous, vicious and distorted reporting he had ever

seen.6

It is in the so-called "instant analysis" of political

events that, some believe, the greatest danger of unfair in-

fluence exists. Herschensohn believes that attitudes toward

3 Bower, p. 106.

4Bruce Herschensohn, The Gods of Antenna (New Rochelle,

New York: Arlington House Publishers, 1976), pp. 47-49.

5Robert E. Gilbert , Television and Presidential Politics

(North Quincy, Massachusetts: The Christopher Publishing House,
1972), p. 304.

Herschensohn, p. 48.
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America's Vietnamese policy were influenced by prejudicial

commentaries which followed speeches by President Johnson.7

Spiro T. Agnew in a speech criticizing television news cov-

erage said: " . . . The people of this country have the right

to make up their own minds and form their own opinions about

a presidential address without having a president's words and

thoughts characterized through the prejudices of hostile crit-

ics before they can even be digested."8

There is, however, very little hard evidence to support

Agnew's contentions. In fact it can be argued that when the

politician involved is also a highly credible source, such as

the President, the situation may be favorable to him rather

than damaging to him. For example, a president's popularity

is usually higher after a televised address and support for

his policies is usually increased.9 Louis Harris found a

positive correlation between televised presidential addresses

and higher acceptance of presidential policies. 10

The application of rhetorical theory offers few answers

to this dilemna. Source credibility research, for example,

may not explain the effects on the perception of a message

when both commentator and politician are equally well known

7 Ibid., p. 25.

8 Spiro T. Agnew, Address to the Midwest Regional Repub-
lican Commitee, Des Moines, Iowa, November 13, 1969.

9 Newton N. Minnow, John Bartlow Martin and Lee M. Mitchell,
Presidential Television (New York: Basic Boods Inc., 1973), p. 19.

1 0 Ibid., p. 19.



and respected, but one or the other or both are perceived to

be biased by virtue of advocacy of a policy. There are, of

course, other variations on this theme. One source or the

other may be perceived as having high general credibility

with the audience but also as having greater involvement with

a particular issue.

Furthermore, primacy-recency considerations offer very

little in the way of answers. According to Rosnow and Robin-

son we no longer have a general law of primacy-recency: "We

have an assortment of miscellaneous variables, some of which

tend to produce primacy, others of which, tend to produce re-

cency. Still others produce either order effects, depending

on their utilization or temporal placement in a two sided

communication. 1ll

The purpose of this study will be to examine the effects

of commentary on a political event. The focus of the study

will be on the perception of the images of two political fig-

ures, in a debate situation, and of commentator, who presents

an opinion of the event. The work will also examine the as-

similation of the content of the message by the audience.

The Subproblems

(a) The first subproblem will be to determine if there

exists in the subjects a predisposed bias concerning the news

11R. L. Rosnow and E. Robinson, ed., Experiments in Per-

suasion (New York: Academic Press, 1967), p. 100.
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commentator.

(b) The second subproblem will be to determine if the

subjects have attitudes or opinions toward the candidates.

(c) The third subproblem will be to determine the effect

of positive, negative, neutral and no commentary on the per-

ception of the political candidates.

(d) The fourth subproblem will be to determine the ef-

fect of positive, negative and neutral commentary on the per-

ception of the commentator.

(e) The fifth subproblem will be to determine the effect

of the commentary on the recall of the message.

(f) The sixth subproblem will be to determine if those

items of the message which are recalled by the subjects

are primarily those mentioned in the commentary.

(g) The seventh subproblem will be to determine the sub-

ject's perception of which candidate won the debate.

The data needed for subproblems (a) and (b) will be gath-

ered by administering a pretest. The pretest will be designed

to determine how the subjects view the candidates in general

and if he/she has any prior knowledge of the candidates or

the commentator.

The data needed for subproblems (c) and (d) will be gath-

ered by means of a seven point semantic differential, contain-

ing twelve bipolar adjectives. (Mean scores on the semantic

differential will be the measurement of a more positive image

of the political candidates and of the commentator).
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The semantic differential used in this study was derived

from laboratory experimentation on political candidate image

at Southern Illinois University. From the forty-five original

scales, factor analysis selected the twenty-nine with the

highest loadings. Those scales were in turn administered to

a state-wide sample in Texas. Once again factor analysis

was employed and the final list of twelve was derived.1 2

The data for subproblem (e) will be gathered by means

of an open-ended question asking subjects to list what they

recall about the messages. The number of specific items cor-

rectly recalled will be the measurement of content recall.

The data needed for subproblem (f) will be obtained by

correlating the items mentioned in response to the open-ended

questions noted in subproblem (a) to those items mentioned

in the commentary.

The data needed for subproblem (g) will be obtained by

a posttest question asking subjects to name the winner of the

debate.

The Hypotheses

H1 A commentary, biased negatively toward one candidate

and positively toward the other, following a political debate

will result in a significantly lower evaluation of the candi-

1 2 Lynda Lee Kaid, Donald L. Singleton and Dwight Davis,

"Instant Analysis of Televised Political Addresses: The Speak-
er Versus the Commentator," paper submitted to the Political
Communication Division of the International Communication
Association, 1976, p. 13.
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date against whom the bias is directed, than will an opposite

bias, a neutral commentary or no commentary.

H2 A commentary, biased positively toward one candidate

and negatively toward the other, following a political debate

will result in a significantly higher evaluation of the candi-

date for whom the bias is directed, than will an opposite

bias, a neutral commentary or no commentar,.

H3 The commentator will be evaluated significantly high-

er than the candidates when his commentary is neutral.

H4 Whenever the commentator clearly indicates a position

in favor of or against either of the political candidates his

evaluation will be lower than the candidate's evaluation and

lower than when his commentary is neutral.

H5 A positive commentary on a political candidate cou-

pled with a high evaluation of that candidate will result in

a higher evaluation of the commentator.

H6 A negative commentary on a political candidate cou-

pled with a high evaluation of that candidate will result in

a lower evaluation of the commentator.

H7 Recall of the message content will be higher in all

cases when there is a commentary and the specific items re-

called will be those items mentioned by the commentator.

H8 In situations where the commentary is positive or

negative toward either candidate the recall of that candidate's

message will be higher, than when the commentary is neutral

or there is no commentary. (This was true in Kaid, Singleton



8

and Davis 1976. It seems possible that the perception of bi-

as by the audience generates higher interest and higher recall).

The Definition of Terms

Instant analysis. This term refers to the commentary

on and analysis of a political event, by television news peo-

ple immediately following the event.

Political event. The political event referred to in

this study is a televised debate between Cliff Overcash and

Hugh Parmer. The individuals were candidates in the Fort

Worth, Texas, mayoral contest. The debate was video recorded

as it was broadcast including the commercial advertisements.



CHAPTER II

REVIEW OF RELATED LITERATURE

With the advent of the electronic mass media some social

scientists became concerned that the public could be inundated

with persuasive messages and herded in any direction media

manipulators wanted to take them. Early studies of the mass

media, however, tended to present a much different point of

view. Those findings suggested that if the media were effec-

tive at all they were merely instruments of reinforcement

rather than change. For example, in The American Voter Camp-

bell, et al, discuss the mass media only as a measure of po-

litical involvement. This classic work makes no mention of

the possible persuasive effects of the media. 1

In "Political Persuasion" Sears and Whitney sum up this

classic position on the effects of the mass media: "The mea-

sureable persuasive impact of a single media program is usual-

ly unimpressive. Rather, the major effect is the reinforce-

ment of preexisting attitudes."2

1 Angus Campbell et al., The American Voter (New York:
John Wiley and Sons, Inc. , 19747,p. 51.

2 David 0. Sears and Richard E. Whitney, "Political Per-
suasion," in Handbook of Communication, ed. Ithiel de Sola
Pool, Wilber Schramm, Frederick W. Frey et al. (Chicago: Rand
McNally College Publishing Co., 1973), p. 225.

9



10

Klapper, in The Effects of Mass Communication, concludes

that there are a multitude of mediating factors which inter-

act with mass communication to mediate its effects. Never-

theless, he too notes that attitude changes which result

directly from media persuasion are rare indeed.3 Sidney

Kraus, however, takes a different point of view. Kraus sug-

gests that television, the medium par excellence, was not

even treated as a variable by the early political researchers.4

In fact, television was not an important factor in the

elections of the 1940's and 19501s. It was not until the late

1950's that the penetration of television went over 50 mil-

lion in the United States. 5  However, in the 1970's with the

penetration of television at well over 100 million, it seems

almost certain that television must have some effect on Amer-

ican elections.

V. 0. Key notes that "voters respond to what they see

and hear." 6  When millions of voters see and hear a national

convention, congressional hearings, debates between candidates,

press conferences or even paid political commercials it must

3 Joseph T. Klapper, The Effects of Mass Communication
(Glencos, Ill., Free Press, 1960), p. 117.

4Sidney Kraus, "Mass Communication and the Election Pro-
cess: A Review of Two Decades of Research," Speech Monographs,
41 (November 1974), 427.

5Ibid., p. 424.

0V.0. Key Jr., The Responsible Electorate (Cambridge:
Harvard University Press, 1966), p. 110.
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affect their response at the polls. Mendelsohn and Crespi

also suggest that television is an important influence on the

American voter.

Regardless of whether television does or does not cause
voters to switch their votes during campaigns, it has
spawned four major changes in traditional American poli-
tics: 1) It has altered the process of nominating candi-
dates at party conventions. 2) It has altered campaigning.
3) It has altered traditional party structures and func-
tions. 4) It has encouraged the questioning of traditional
ways of choosing and electing candidates, and, as a con-
sequence, will aid in ushering in the new politics of
the future.7

Lang and Lang cite an example to illustrate how effec-

tive the television medium can be in motivating the public to

get behind a particular cause or candidate. In the 1952

presidential election, vice presidential candidate Richard

Nixon was accused of accepting a large "slush fund" of cam-

paign donations for his personal use. In a half hour program

Nixon told of the ordeal of having his honor and respectabil-

ity questioned. He lamented his modest means, his large

mortgage, and the fact that his wife had only a cloth coat

to wear. He said that the only gift he had ever accepted was

a small cocker spaniel puppy for his children. As Lang and

Lang note, the appeal was produced by an advertising agency.8

It was an overwhelming success. Letters and telegrams came

7 Harold Mendelsohn and Irving Crespi, Polls, Television,
and the New Politics (Scranton, Pennsylvania: Chandler Publish-
ing Co., 1970), pp. 297-298.

8 Lang and Lang's account of this event does not agree
with Nixon's own account. See Richard M. Nixon, Six Crises
(Garden City, New York: Doubleday and Co., 1962), pp.7104-111.
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in to the Republican National Committee at over 350 to 1 in

favor of Nixon.9 Lang and Lang point out that Nixon's appeal

may or may not have gotten the Republicans more votes, but

the impact on the image of Richard Nixon cannot be denied.10

The research by DeVries and Tarrance found television

newscasts, documentaries, and talk shows to be very important

in influencing the outcome of elections. Additionally, they

found television advertising to be a less important factor.1 1

Patterson and McClure also found television to be an im-

portant influencing factor in American elections. But they

disagreed with DeVries and Tarrance on one point. Patterson

and McClure find that it is television political commercials

not news broadcasts from which viewers learn the most about

political candidates. They point out several reasons for this.

1) The network executives' bias toward action which points

television coverage toward the coverage of the trivial aspects

of campaigning--hecklers, crowds, rallies and pompom girls.

2) The regular viewer of network news programs is already

more informed and more knowledgeable about political affairs

than the average television viewer. 3) Commercials have great-

er penetration than a nightly news broadcast. 4) The content

9Kurt Lang and Gladys Ingel Lang, Politics and Television
(Chicago: Quadrangle Books, 1966), pp. 24-29.

10 Ibid., p. 27.

1 1 Walter DeVries and Lance Tarrance Jr., The Ticket Split-
ter: A New Force in American Politics (Grand Rapids: William B.
Eerdmans Publishing Co.,, 1972), p. 49.
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of commercials is completely controlled by the candidate and

can concentrate on specific and limited themes. 5) Television

news presents a montage of stories which seem to run together.

Viewers have difficulty remembering specific facts from any

particular broadcast.12

Shaw and Bowers compliment Patterson and McClure's find-

ings. They found that high media exposure is equated with

high advertising exposure. The result was high effective

identification with the candidate and a high saliency of the

issues stressed by the commercials.1 3

One of the reasons that television commercials seem to

be an effective means of political communication is that un-

like news coverage, the candidate controls the entire content

of the message. Another communication format in which the

candidate has much control over the message content is the

debate. Televised debates have occured relatively infrequent-

ly in American politics. Nevertheless, there are examples

beside the two national candidate debates, Kennedy-Nixon and

Carter-Ford. Other important debates took place between

Salinger and Murphy in the California senate race 1964, Edward

Kennedy and McCormack in the Massachusetts senatorial primary

1 2 Thomas E. Patterson and Robert D. McClure, "Television
News and Political Advertising: The Impact of Exposure on Voter

Beliefs," Communication Research, 1 (January 1974), 3-31.

13Donald Shaw and Thomas Bowers, "Learning from Commer-
cials: The Influence of TV Advertising on the Voter," paper
presented at the Association for Education in Journalism Con-
vention, Ft. Collins, Co., August 1973.



1961, and Reagan and Brown in the California gubernatorial

campaign.

In his review of the Nixon-Kennedy debates Nimmo notes

that it was not the issues which were contraposed. Rather,

it 15
it was a "confrontation of images" which took place. A

panal study over the period of the 1960 debates indicated a

crystallization of attitudes favorable to John Kennedy. That

is, Kennedy's image appears to have been clarified among un-

decided Democrats.16

Lang and Lang and other researchers into the 1960 de-

bates relied on survey information and could not isolate re-

spondents from other campaign influences. Therefore, they

were unable to posit cause and effect relationships. It seems

evident that the reliance on survey data, until very recently,

by most political researchers has helped make possible the

arguments over the impact of television. As Robinson notes:

"lMerely establishing an association between the type or de-

gree of exposure to mass communication with some static opin-

ion or set of opinions is not sufficient justification for

implying causation." Instead, it seems, that if firm an-

l4Dan Nimmo, The Political Persuaders (Englewood Cliffs,

New Jersey: Prentice-Hall Inc._, 1970), p. 159.

1 5Ibid., p. 159.

l6 Lang and Lang, pp. 217-249.

17Michael J. Robinson, "Understanding Television's Ef-

fects--Experimentalism and Survey Research: An Offer One

Shouldn't Refuse," Experimental Study of Politics, 4, 99-133.
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swers are ever to be arrived at the experimental manipulation

of variables will be required.

More and more in recent years researchers have attempted

to get at answers using experimental design. Dyson and Scioli,

in a study of televised debates, found little relationship

between party identification and candidate choice. Their

study did, however, find a connection between issue position

and the image of the candidate. They note that a candidate's

image "is partly projected by a candidate, partly incorpor-

ated in what he says, partly determined by how he says it,

and partly in the eye of the beholder."118

Regens and Mathews also found a connection between po-

litical information and the evaluation of candidates. In

their study of the first Ford-Carter debate they found that,

as Nimmo as well as Lang and Lang suggested, the image of the

candidate was affected. However, Regens and Mathews do not

suggest that there is any correlation between the image eval-

uation and vote choice.1 9

Philport and Balon tested Nimmo's theory of image con-

frontation and found that a candidate's image can be signif-

l8James W. Dyson and Frank P. Scioli Jr., "Communication
and Candidate Evaluation: Relationships of Information and
Personal Characteristics to Vote Choice," Social Science
Quarterly, 55 (June 1974), 90.

19 James L. Regens and Harry G. Mathews, "Political Infor-
mation and Candidate Evaluation: An Experimental Analysis of
Vote Choice," paper presented to the Southwestern Political
Science Association, Dallas, Texas, March 30 to April 2, 1977.
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20
icantly affected vis-a-vis his opponent in a debate. The

Philport and Balon study measured the images of an established

politician, Howard Metzenbaum, against those of a political

neophyte who had already established the image of a national

hero, John Glenn. The study was conducted in the immediate

aftermath of the Watergate controversy. Of course, every

politician's image must be evaluated within the context of

recent events, his own past history and the preconceptions

of the evaluators. Nevertheless, it is suggested that the

juxtaposition of those two images at that particular moment

in time seriously and unnaturally affected the outcome of the

experiment.

The effects (if any) of news commentary and commenta-

tors on the perception of candidates is another point of

controversy among political scholars, particularly that com-

mentary which immediately follows a political event. It is

this type of commentary which has been objected to as unfair

by politicians from time to time. In fact, the argument over

this point was so serious that for a time in 1973 CBS would

not allow commentary on political events until some time af-

ter the event was broadcast.

As noted in chapter one, news commentators are viewed

as highly credible sources. Adding to this credibility is

the fact that they usually project the image of disinterested

2 0 Joseph C. Philport and Robert E. Balon, "Candidate Image
in a Broadcast Debate," Journal of Broadcasting, 19, No. 2
(Spring 1975), 181-193.
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objectivity. Research indicates that a source is more per-

suasive if it is perceived to be detached and impartial.21

In a study of image of mass media news sources McCroskey

and Jenson found that the dimensions of news sources are

evaluated by the public in much the same manner as they eval-

uate other information sources. 22 Shosteck also studied the

images of television news personalities. He concluded that

the characteristics which influence the appeal news personnel

have are: 1) voice and speech, 2) professional attributes,

3) personal appeal and 4) appearance.23 However, neither

Shosteck nor Mc~roskey and Jenson set one source in opposi-

tion to another. Therefore,.no judgements can be made about

the effect one credible source has on the other when they

interact.

It is surprising that so little is known about such an

interesting and controversial subject. Only recently have

researchers dealt with this problem in any significant manner.

For example, one of the treatment groups in the Regens and

Mathews study saw a network commentary following the first

2 1William J. McGuire, "The Nature of Attitudes and Atti-
tude Change," in The Handbook of Social Psychology, ed. Gardner
Lindzey and Elliot Aronson (Reading, Mass.: Addison-Weasley
Publishing Co., 1968) 3, 183.

2 2 James C. McCroskey and Thomas A. Jenson, "Image of
Mass Media News Sources," Journal of Broadcasting, 19, No. 2
(Spring 1975), 169-179.

2 3 Herschel Shosteck, "Factors Influencing Appeal of TV
News Personalities," Journal of Broadcasting, 18, No. 1 (Win-
ter 1973-74), p. 63-71.
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Ford-Carter debate. They concluded that the exposure to com-

mentary made little difference in the perception of the

candidate.24 Regens and Mathews, however, did not analyze

the content of the commentary to determine if it presented

a positive or negative view of either of the candidates. So,

of course, the effect of a commentary which favors one candi-

date over another cannot be evaluated.

Such a study was done by Kaid, Singleton and Davis.25

Instead of a debate format, however, their study used a tele-

vised address by a candidate and compared positive, negative

and neutral commentaries. The study found that those subjects

who viewed the speech plus commentary recalled significantly

more of the content than did the control group. Kaid, Sin-

gleton and Davis did not compare the content of the commentary

to the specific items recalled by the subjects. As they note,

if recall is primarily that which was mentioned in the com-

mentary then the commentator has great influence over the

perception of the message. 26

Additionally, Kaid, Singleton and Davis found that the

commentaries had at best a minimal effect on the perception

of the candidate.2 7  However, in this case the candidate was

a nationally known presidential aspirant and the commentator

24Regens and Mathews, p. 12.

2 5Kaid, Singleton and Davis, 1976.

26
Ibid., p. 13.

2 7 Ibid., p. 10.
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was an unknown figure. It is possible that there is a source

credibility imbalance which may have confounded the results.

The fact that both speaker and commentator were rated slight-

ly but not significantly higher by the neutral commentary

group is interesting. As the authors point out, perhaps

the respondents view the advocacy position of the commen-

tator in a negative manner. It is also possible that the

neutral commentary is viewed as more accurate. If that is

so, then because nothing negative is said about the speaker's

ideas by the commentator, whatever the speaker said might

also be viewed as more accurate. Thus, the higher rating

for both speaker and commentator.

The study described in this proposal will be an extension

of the work by Kaid, Singleton and Davis. It will be de-

signed to deal with some areas in which the findings of Kaid,

Singleton and Davis are unclear. The present study will use

a similar but more complex method and will study a tactic

which is be coming more and more popular in modern political

communication, the televised debate.



CHAPTER III

PROCEDURES

The political event selected for this study was a de-

bate between Cliff Overcash and Hugh Parmer, candidates for

mayor in the 1977 city of Fort Worth general election. The

debate was video taped as broadcast.

Three commentaries were written by the researcher and

delivered by a member of the Radio, Television and Film fac-

ulty at North Texas State University. A video recording of

each of the commentaries was made, using the facilities at

N.T.S.U. The debate plus one of the commentaries was then

shown to each of three groups of subjects. A control group

saw the debate but did not view any of the commentaries.

Subjects were told only that they were to see a political

debate which (in the case of the experimental groups) would

be followed by an editorial comment made by the television

station. The four groups were divided into the following

experimental situations:

CANDIDATE A CANDIDATE B

GROUP I Positive commentary Negative commentary

GROUP II Neutral commentary Neutral commentary

GROUP III Negative commentary Positive commentary

GROUP IV No commentary No commentary

20
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Prior to participating in the experiment subjects were

asked to respond to a pretest. The purpose of the pretest

was to gather demographic information on the subjects and to

determine if the subjects had any prior knowledge of the com-

mentator or the candidates. The pretest indicated that the

subjects had little or no knowledge of the candidates and

none knew the commentator. It was believed that if the com-

mentator and candidates were unknown, but perceived to be

genuine, any initial source credibility imbalance would be

minimized.

In the positive version of the commentary the commentator

indicated approval and/or agreement with the candidate and

the issues he approves in his message. In the negative ver-

sion disagreement and/or disapproval was indicated. The

neutral commentary presented only descriptive remarks, no

approval or disapproval was indicated.

The subjects were an assortment of undergraduate students

at N.T.S.U. Subjects were taken as intact units, classes,

and assigned to the treatment and control groups in the fol-.

lowing manner. It was determined that approximately twelve

class units would be required to reach the desired sample

size of 160 subjects. Permission to enter the classroom and

perform the experiment was then obtained from the desired

number of classroom instructors. Once the groups of subjects

were secured each class was assigned a two digit number from

01 to 12. A table of random numbers was entered and as a
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number corresponding to one of the class numbers was encoun-

tered it was assigned a particular treatment. For example,

class number 07 was encountered first and assigned to the

positive Parmer group, class number 03 was next and assigned

to the neutral treatment group. This process was continued

until all classes were assigned to a particular treatment of'

to the control group.

Following the viewing the subjects were asked to complete

a questionnaire containing the following items-.

1. A seven point semantic differential containing twelve

bipolar adjective scales for each of the candidates and the

commentator (the questionnaire given to the control group will

not contain a semantic differential on the commentator).1

2. An open-ended question asking the subjects to list

any issues they recall from the candidates' messages.

3. A question asking the subjects to name the winner

of the debate.

1 This semantic differential has been used in a number of
studies including Keith R. Sanders, Thomas Pace, Keith McNeil
and Eugene Dybvig, "The Impact of Communication Media on Can-
didate Image," Center for Communication Research Report #9,
Southern Illinois University, Carbondale, 1971; Charles Rssel,
"A Multi-Variate Descriptive Field Study of Media and Nion-
Media Influences on Voting Behavior in the 1970 Texas Guberna-
torial Election," unpublished Ph.D dissertation, Southern Il-
linois University, 1971; Lynda Lee Kaid and Robert 0. Hirsch,
"Selective Exposure and Candidate Image: A Field Study Over
Time," Central States Speech Journal, 24 (Spring, 1973) 48-51;
Lynda Lee Iaid, Donald L. Singleton and Dwight Davis, "Instant
Analysis of Televised Political Addresses: The Speaker Versus
the Commentator," paper submitted to the Political Communica-
tion Division of the International Communication Association,
Convention, 1976.
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4. An open-ended question asking the subjects to list

personal attributes which fit the candidates as they saw them.

The dependent variables examined by this study were the

images of the candidates and commentator. The treatments of

the commentary--positive, negative and neutral--became the

independent variables.

Whenever a study contains multiple independent variables,

an analysis of variance is the recommended procedure to deter-

mine if treatment groups differ from the control group or

from each other. If, however, there are also more than one

score or measurement from each subject a multivariate analysis

of variance (MANOVA) is needed to show a difference. Huck,

Cormierand Bounds make the following point: "If a researcher

has two or more criterion measures (dependent variables) in-

volved in his study, then a MANOVA is required.,1 2

The null hypothesis in a MANOVA states that the mean vec-

tors of the groups are the same. In other words, if the null

hypothesis is accepted in the study under consideration here,

the mean scores of each item of the semantic differential will

have moved essentially in the same direction and at the same

rate across all the groups. This would of course mean that

the manipulation of the commentary had no affect on the per-

ception of the candidates and commentator.

2Schuyler W. Huck, William H. Cormier and William G. Bounds,
Jr., Reading Statistics and Research (New York: Harper and Row,
Publishers, 1970) p. 184.
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If the MANOVA does indicate a significant difference in

the mean vectors of the groups, and that difference is in

the direction of the bias of the commentary, it can reason-

ably be interpreted as being the result of the commentary.

The MANOVA, however, will not indicate which group or which

elements of the semantic differential contributed most to the

dissimilarity. As Huck, Cormier and Bounds put it:

If the null hypothesis . . . were to be rejected the
researcher would know the treatment groups differ from
one another . . . However, the researcher would not
know which specific levels of the treatment variable
are different from one another nor would he know whether
the treatment groups differ on just one dependent
variable or on all of them . . . If the results allow
the researcher to reject the null hypothesis a follow-
up investigation is imperative.3

The follow-up tests most recommended by authorities are simul-

taneous confidence intervals and discrimanent function anal-

ysis. The discrimanent function analysis is the follow-up

procedure selected for use in this study.

A MANOVA requires equal group sizes. The original

number of subjects after the data were collected, were Group I

38, Group II 145, Group III 141 and Group IV 40. The groups

were adjusted to 40 subjects each by adding two dummy eval-

uations, (equal to the mean of the group) to Group I and

randomly pulling the appropriate number of evaluations from

Groups II and III.

Finally, the data were factor analyzed using program

BMDX-72 with varimax orthogonall) rotation. The factor anal-

3 Ibid., p. 187.
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ysis was necessary to determine the constructs which explain

the intercorrelations among the variables in the evaluations

of the commentator and the candidates.



CHAPTER IV

RESULTS

General Description

This study was designed to examine the effects of news

commentary on the perception of political candidates in a

debate. The subjects saw the debate in four treatment groups,

in which the emphasis of the commentary was manipulated.

Group I saw the debate which was followed by a commentary

which was positive to candidate Parmer and negative to candi-

date Overcash. Group II watched the debate with a commentary

which was neutral. Group III witnessed the debate and a com-

mentary biased positively toward candidate Overcash and neg-

atively toward Parmer. Finally, Group IV saw no commentary

following the debate. Future references to the treatment

groups in the text of this work will be Group I or Positive

Parmer, Group II or Neutral, Group III or Positive Overcash,

and Group IV or Control.

The effects of the commentary on candidate images cannot

be assessed without first examining the effect each candidate

had on his own image and the image of his opponent. Both the

Neutral Commentary Group and the Control Group can be used to

illustrate this aspect. Table I displays the responses of

the Neutral and Control Groups to the question; "Who do you

26
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feel won the debate?" Table I also indicates the evaluation

of the two candidates on the seven point semantic differen-

tial. The reader will note that in both groups candidate

Parmer easily won the debate and was rated substantially high-

er.

TABLE I

WON DEBATE VS. CANDIDATE EVALUATION IN NEUTRAL
AND CONTROL GROUPS N=80

Neutral Group Control Group

Won Evalua- Won Evalua-
Debate tion Debate tion

Parmer 55.0% 4.96 57.5% 4.79

Overcash 33.5% 4.47 30.0% 4.31

Neither 12.5% ---- 12.5% ----

A correlated t test was accomplished to determine if

the differences in the evaluation of the candidates was sig-

nificant in each group. Significance was indicated in the

Neutral Group, (Overcash vs. Parmer t=-2.88206, p=0.0o64)

and in the Control Group, (Overcash vs. Parmer t=-2.31995,

p=0. 0257).

In illustrating the point that Parmer was better liked

by the sample, it may be more instructive to examine the
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groups which saw a biased commentary. As one can see from

Table II, when the commentary was favorable to him, Overcash

was seen as having won the debate by about the same margin

that Parmer received in the unbiased condition. In sDite of

the fact that Overcash's evaluation is higher in Group III

than in any other group, the subjects were unable to bring

themselves to rate him higher than Parmer. Here, however.,

the difference is not significant.

In the Positive Parmer Group the results are more in line

with what one might expect. Here, Parmer readily won the

debate and his evaluation is significantly higher (Overcash

vs. Parmer t=-4.14672, p=0.0002).

Hypotheses one and two, which stated that the biased com-

mentaries would result in a significant difference between

the evaluations of the candidates, is only partially supported.

The evaluations clearly move in the direction of the bias as

postulated in the hypotheses. It seems reasonable to suggest

that the commentary did effect the way the subjects saw the

candidates. The fact that the image of candidate Overcash

was not higher than the image of candidate Parmer, in the Pos-

itive Overcash Group, may be due to the much more positive

image projected by candidate Parmer.
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TABLE II

WON DEBATE VS. CANDIDATE EVALUATION IN
POSITIVE PARHER AND POSITIVE

OVERCASH GROUPS N=80

Positive Parmer
Group

Positive Overcash
Group

Won Evaluaw- Won Evalua-
Debate t ion Debate tion

Parmer 67.5% 4.80 35.0% 4.66

Overcash 17.5% 4.14 55.0% 4.53

Neither 15.0% ---- 10.0% ----

Table III displays the evaluation of the commentator

in the three groups which were exposed to a commentary. Note

that the commentator's rating was highest when he gave a

neutral commentary and the lowest when his commentary was

favorable to the candidate least liked by the sample.

TABLE III

EVALUATION OF THE COMMENTATOR
N=120

Positive Parmer............................ ........ 4.38
Neutral...-...-................. ................. 4.83
Positive Overcash .... ........... 3.91

When the commentator's evaluation is compared to that

of the candidates one can see that it is quite erratic and
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fluctuates as the emphasis of the commentary changes. In the

NeutralCommentary Group the commentator's evaluation is sig-

nificantly higher than Overcash's evaluation, (t=2.58015,

p=0.0138). When the commentary was favorable toward candi-

date Overcash, however, the subject seemed to punish the

commentator for his bias. In the Positive Overcash Group the

commentator's evaluation was significantly lower than the

evaluation of Mr. Overcash, (t=4.30509, p=0.0001). In the

Positive Parmer Group the commentator's rating is once again

higher than the rating of Overcash but the difference is not

significant. Compared to candidate Parmer the commentator's

evaluation is significantly lower than the candidate's eval-

uation in both of the biased commentary conditions, (Positive

Parmer, t=4.0600, p=0.0002; Positive Overcash, t=4.11617,

p=0.0002.

Hypothesis three, which states that the commentator's

evaluation will be significantly higher than the candidates,

in the Neutral Group, is also only partially supported. In

spite of the fact that the commentator was much better liked

by the subjects when his commentary was neutral, he could

not climb above Parmer's highly positive image.

Hypothesis four states that the commentator's evalua-

tion will be lower than the candidate's evaluation whenever

his commentary is clearly biased. This hypothesis was clearly

supported by the data.
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Hypothesis five states that a positive commentary cou-

pled with a high rating of the candidate, toward whom the bias

is directed, will result in a high rating of the commentator.

To test this hypothesis, the biased commentary groups were

split at the mean of the candidate toward whom the bias was

directed. The rating of the commentator by the high sub-

group was then compared to the rating of the commentator by

the low subgroup. The results show that hypothesis five is

supported, (see tables IV and V). In the Positive Parmer

condition the high subgroup rated the commentator signifi-

cantly higher than did the low subgroup, (t=3.14, df=36).

In the Positive Overcash condition the high subgroup also

rated the commentator significantly higher than the low sub-

group, (t=3.13, df=38).

TABLE IV

COMMENTATOR'S EVALUATION BY THOSE RATING PARMER
HIGH VS. THOSE RATING PARMER LOW IN

THE POSITIVE PARMER GROUP

Subgroup Commentator's
Evaluation

Rated Parmer High . . . . . . . . . . . . . . . . . . 4.65
Rated Parmer Low . . . . . . . . . . . . . . . . . . 4.09

TABLE V

COMMENTATOR'S EVALUATION BY THOSE RATING OVERCASH
HIGH VS. THOSE RATING OVERCASH LOW IN

THE POSITIVE OVERCASH GROUP

Subgroup Commentator's
Evaluation

Rated Overcash High . . . . . . . . . . . . . . . . . 4.30

Rated Overcash Low.-.......-.-......... 3.48
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Hypothesis six stated that a negative commentary cou-

pled with a high evaluation of the candidate, against whom

the bias was directed, would result in a low evaluation of

the commentator. To test this hypothesis the biased commen-

tary groups were again split with the mean of the candidate's

evaluation against whom the bias was directed being the di-

viding point. Referring to tables VI and VII the reader can

see that there is very little difference between the subgroups

when the groups are split in this manner. In fact, when the

commentary went against candidate Parmer, those who rated

Parmer high rated the commentator higher than the subgroup

that rated Parmer low. In this situation, however, none of

the differences are significant. Therefore, hypothesis six

is not supported by the data.

TABLE VI

COMMENTATOR'S EVALUATION BY THOSE WHO RATED PARMER
HIGH VS. THOSE RATING FARMER LOW
IN THE POSITIVE OVERCASH GROUP

Subgroup 
Commentator's
Evaluation

Rated Parmer High.................. 0Rated Parmer Low ........... ..... .0-3.78

TABLE VII

COMMENTATOR'S EVALUATION BY THOSE WHO RATED OVERCASH
HIGH VS. THOSE RATING OVERCASH LOW

IN THE POSITIVE FARMER GROUP

Subgroup 
Commentator's

Evaluation
Rated Overcash High ................. 4.27
Rated Overcash Low ...-.-.-.......... . . 4.27
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If the reader wishes to examine the mean rating of the

sample on each of the twelve variables in the semantic dif-

ferential, please refer to appendix A.

The MANOVA and Discriminant Function Analysis

The MANOVA compared the images of the candidates and

commentator, across the treatment groups. The results on

candidate Overcash were not significant, indicating that his

image remained relatively unchanged across the four groups.

However, when the image of candidate Parmer and the commen-

tator were compared across the groups, the MANOVA did yield

significant results, (Parmer F=1.607, p=.0165: commentator

F=4.098, p=.00001.). The discriminant function analysis of

Parmerlsuimage yielded one significant function, which extrac-

ted 66.38 percent of the variation, (Chi-Sq=36.56, p=.0010).

This discriminant function is comprised primarily of the

image traits of qualification, successfulness and friendliness.

When discriminant analysis is used as a follow-up pro-

cedure to a significant MANOVA, the two primary analytical

tools produced are the discriminant function coefficients

(DFC) and the group centroids. According to William R. Klecka:

The standardized discriminant function coefficients are
of great analytic importance of themselves. When the
sign is ignored, each coefficient represents the relative
contribution of its associated variable to that function.
The sign merely denotes whether the variable is making
a positive or negative contribution.1

1 William R. Klecka, "Discriminant Analysis," Statistical
Package for the Social Sciences Second Edition, ed. Norman H
Nie et al (New York: McGraw-Hill Book Company 1975) p. 443.
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The group centroids are obtained by taking the mean of

the group for each variable in a particular function and mul-

tiplying it by the DFC and summing the products. The result

is, according to Klecka, "the most typical location of a case

from that group in the discriminant function space." 2

Table VIII shows the DFC's for candidate Parmer on the

one significant discriminant function in his analysis.

TABLE VIII

DISCRIMINANT FUNCTION COEFFICIENTS
FOR CANDIDATE FARMER

Variable 
DFC

Qualified.. ....-.-... .. . . . . . . . . . . . . 0.4625Sophisticated. .............. .... . 0.0348
Honest..........-.-...-.-.-.-.-..... 0.1864
Serious -....... ... . . . . . . . . . . . . -0.2997Sincere. .-..................-.-.... .- 0.0679Modern .-........-.-.. .... . . . . . ..- . . . -0.0861Successful .-..........-.-......-.-. . . 0.5126Handsome .-......... . ............ 0.1463Friendly..................... 

.. 0.5137Conservative ........-.-....-.-.-.- . .. . . 0.2381Calm .-....... . . . . . . . . . . . . . . . . . -0.2066
Saver .-............-.-.-.-.-. ... . . 0.0291

Table IX graphs the group centroids on the significant

function in Parmer's analysis, which as previously pointed

out, is essentially made up of the three highest loading

variables., (qualified-unqualified, successful-unsuccessful

and friendly-unfriendly).

2Ibid.3, . 443.
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TABLE IX

GROUP CENTROIDS FOR CANDIDATE PARMER

(Positive) (Control) (Neutral) (Positive)
(Overcash) (Parmer)

.9838 1.4551 2.0420 2.3143

* * * *

1.0 1.5 2.0 2.5, 3.0

Qualified (+) Successful (+) Friendly (+) N=160

Maximum separation of ParmerIs image occurred between the

Positive Parmer Group and the Positive Overcash Group. The

Neutral Group compared to the Positive Parmer Group saw very

little difference in his image. Compared to the group which

witnessed a commentary favorable to candidate Overcash, the

Positive Parmer Group saw Parmer's image as more qualified,

more successful and more friendly. An examination of the

mean ratings of candidate Parmer in appendix A will further

illustrate this point .

The MANOVA, comparing the image of the commentator across

the treatment groups, was also significant, (F=4.09 784, p=

0.00001). In this case, however, the discriminant analysis

yielded two significant discriminant functions.

The first function accounted for 65.762 Dercent of the

variance and is comprised primarily of the image traits of

conservative vs. liberal and honest vs. dishonest, (Chi-Sq=
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54.276, p=0.0001). The second function extracted 34.238

percent of the variance and is comprised primarily of the

image traits of qualified vs. unqualified and sophisticated

vs. unsophisticated, (Chi-Sq=31.473, p=0.0011).

Table X shows the DFC's for both of the discriminant

functions.

TABLE X

DISCRIMINANT FUNCTION COEFFICIENTS
FOR THE COMMENTATOR

Variable DFC Function I DFC Function II

Qualified 0.1639 0.4889Sophisticated -0.0796 -0.5945Honest 0.7016 -0.2001Serious 0.1324 0.2394Sincere -0.0300 0.0910Modern -0.2755 -0.0719Successful 0.0482 0.2567Handsome 0.0176 -0.1129Friendly 0.1945 -0.1207Conservative -0.4772 0.3238Calm -0.1479 0.1534Saver 0.3002 0.2743

Table XI graphs the group centroids for these two func-

tions. Maximum separation on the honesty-conservative dimen-

sion occurred between the Neutral Group and the Positive Over-

cash Group. In this case, the image of the commentator was

seen by the Neutral Group as more honest and less conservative.

Maximum separation on the qualified-sophisticated dimension

occurred between the Neutral Group and the Positive Parmer
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Group. In this case, the commentator's image was seen by

the Neutral Group as more qualified and less sophisticated.

Once again, one can refer to the mean ratings of the commen-

tator in appendix A for further amplification of these points.

TABLE XI

GROUP CENTROIDS FOR THE COMMENTATOR

? 3.5- Neutral
(3.1621, 3.9646)

*Hj 3.0- Positive Parmer
(2.4 35 , 2.907)

2.5-

0

2.0-

1.5- Positive Overcash

(1.0)462, 3.7649)

1.0-

2.0 2.5 3.0 3.5 4 4._ 5.0

Qualified (+) Sophisticated (-) N=120

The discriminant analysis of candidate Overcash's image

produced one significant function, (Chi-Sq=26.219, p=0.0256).

The reader is reminded that the MANOVA on Overcash was not

significant, therefore, no solid conclusions can be drawn

about the separation of his image. Nevertheless, an exami-

nation of the image traits which made up this discriminant



38

function, (Sincere, DFC-0.4682 and Modern, DFC 0.4393) will

prove interesting. Table XII illustrates the group centroids

for this function.

As expected, the minimum separation occurred between the

Positive Overcash and Positive Parmer Groups. The interest-

ing point to be made here is that when the commentary was

favorable to Overcash he was seen as being less sincere. A

check of the mean rating on sincerity shows that Overcash

reached his peak on sincerity when the commentary went against

him.

TABLE XII

GROUP CENTROIDS FOR CANDIDATE OVERCASH

(Positive) (Neutral)(Control) (Positive)
(Parmer) (Overcash)
4.6298 5.3356 5.4407 5.9329

4.5 5.0 5.5 6.0 6.5

Sincere (-) Modern (+) N=160

The Factor Analysis

The data from all the groups were subjected to a princi-

pal components factor analysis with varimax rotation. The

minimum eigenvalue for termination of factor extraction was

set at 1.0. The purpose of this analysis was to determine
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the dimensions of the evaluations of the commentator and the

candidates. In other words, to discover if the semantic dif-

ferential was measuring essentially the same image traits

in each of the treatment groups.

Factor analysis produces a column or columns of numbers

which indicate the loadings of the variable on that factor.

The loadings, according to Andrew L. Comrey "represent the

extent to which the variables are related to the hypothetical

factor. For most extraction methods, these loadings may be

thought of as correlations between the variables and the fac-

tor." 3

There is some argument among statisticians as to the mag-

nitude loading must reach before it is of interpretive value.

Comrey points out that .30 or higher is often accepted as a

large enough value for a variable to be interpreted as con-

4
tributing substantially to the variance of a factor. He

goes on to note, however, that "whereas loading of .30 and

above have commonly been listed among those high enough to

provide some interpretive value, such loadings certainly can-

not be relied on to provide a very good basis for factor

interpretation.5

3Andrew L. Comrey, A First Course in Factor Analysis
(New York: Academic Press, 1973), p. 7.

Ibid., p. 225.

5Ibid., p. 226.
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Comrey considers factor-variable correlations or load-

ings of .45 or better to be of fair value in defining a factor

and loadings of .55 or better to be of good value.
6

For the purpose of this study, only factor-variable cor-

relations of .50 and above will be accepted. In addition,

to be acceptable, variable-factor correlations will have 
to

load cleanly. That is, they may not have loadings of .50 or

higher on any other factor. It will require at least three

acceptable variable-factor correlations to comprise an image

dimension.

The analysis produced at least one acceptable image di-

mension for both of the candidates and the commentator in

each group. Referring to Table XIII, one can see that the

image of candidate Overcash in factor one consists 
of five

image traits which make up a character-competency dimension.

This factor accounted for over twenty-eight percent of the

variance. Factor two, which accounted for another sixteen

percent of the variance consists primarily of an appearance

dimension. However, the sophisticated-unsophisticated vari-

able loaded strongly on both factor one and factor two, there-

fore factor two cannot be said to have delineated a dimension.

6Ibid., p. 226.
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TABLE XIII

ROTATED FACTOR MATRIX FOR CANDIDATE OVERCASH
IN THE POSITIVE PARMER GROUP

N=40

Factor One Two Three Four Five

Qualified .829 .215 .o4o .127 .066
Honest .607 -.317 -.143 .378 -.112
Sincere .579 --.)40i -.099 .097 -.058
Successful .815 -.071 .151 -.048 .257
Friendly .705 .068 .284 -.382 -.145

Sophisticated .553 -.606 .190 -.220 .103
Modern -.189 -.684 .098 -.026 -,595
Handsome .028 -.870 .035 .080 .171

Serious -.383 -. 195 -.742 -.237 .050
Saver -.087 -.267 .794 -.069 .169

Conservative -.021 -.005 -.104 -.945 .042

Calm .021 -.132 .128 -.051 .880

Cumulative
Variance .28068 .44174 .56335 .66878 .75967

The Neutral Group, shown in Table XIV, produced two ac-

ceptable image dimensions. They are, once again, a character-

competency dimension and an appearance-political philosophy

dimension. Together, these dimensions accounted for almost

fifty-five percent of the variance. Note, that in this case,

the sophisticated-unsophisticated variable loaded cleanly on

factor one.
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TABLE XIV

ROTATED FACTOR MATRIX FOR CANDIDATE OVERCASH
IN THE NEUTRAL GROUP

N=40

Factor One Two Three

Qualified .790 .207 -.005
Sophisticated .772 .010 .142
Honest .796 -. 209 .101
Sincere .831 .218 .131
Successful .744 .290 .020
Friendly .808 -.137 .149

Modern .153 -.680 .453
Handsome -.228 -.692 .457
Conservative .192 .682 .347
Calm .137 -.606 .050
Saver .206 .624 .018

Serious .087 -.048 .915

Cumulative
Variance .34289 .54900 .64944

The Positive Overcash and Control Groups each produced

one acceptable image dimension. In the Positive Overcash

Group, the dimension accounted for almost thirty-eight percent

of the variance. The dimension produced by the Control Group

accounted for thirty-four percent of the variance. An exam-

ination of Table XV and Table XVI shows that the character-

competency dimension appears again in both groups. Note also,

that in the Positive Overcash Group, the serious-not serious

variable loaded on both factor one and factor two.
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The image of candidate Parmer was seen in the same terms

as was the image of Overcash.

TABLE XV

ROTATED FACTOR MATRIX FOR OVERCASH IN
THE POSITIVE OVERCASH GROUP

N=40

Factor One Two Three Four

Qualified .836 -.100 .002 .344
Sophisticated .699 .138 .427 .247
Honesty .713 -.014 .318 .283
Sincere .706 -.151 .414 .309
Successful .796 .055 -.183 .095
Calm .562 -.428 -.142 -.181

Serious .538 .708 .062 .077
Conservative -.177 .754 .011 .027

Modern .000 .347 .829 -.130
Friendly .097 -.041 .737 .340

Handsome .294 .001 .162 .757
Saver .141 .095 -.035 .832

Cumulative
Variance .37858 .51835 .64002 .72979
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TABLE XVI

ROTATED FACTOR MATRIX FOR CANDIDATE OVERCASH
IN THE CONTROL GROUP

N= 40

Factor One Two Three Four

Qualified .752 .227 .284 -.346
Sophisticated .692 -.044 -.254 .069
Honest .855 .315 .129 -.017
Sincere .643 .374 .464 .078
Successful .700 -.292 .220 .274
Friendly .648 .235 .346 .045

Serious .003 .776 .176 .158
Modern .273 .780 -.140 .080

Conservative .053 -.030 .800 -.082
Saver .217 .047 .667 .106

Handsome -.279 .250 .378 .601
Calm .227 .129 -.120 .876

Cumulative
Variance .34019 .47998 .58922 .69202

Tables XVII, XVIII, XIX, and XX display the rotated fac-

tor matrices for candidate Parmer in all four groups. Note

that the competency-character image dimension appears clearly

in the first factor generated by the Positive Parmer, Neutral

and Positive Overcash Groups. However, this dimension is

accompanied by a personal appearance element due to the var-

iables handsome-ugly, which loaded high in the first factor

of the Positive Parmer and Positive Overcash Groups, and

modern-outdated, which loaded high in the first factor of the

Positive Parmer and Neutral Groups.
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The Positive Parmer, Neutral and Control Groups each

produced two factors which contain factor-variable loadings

which can be termed as image dimensions. Those dimensions

account for fifty-two percent of the variance for the Posi-

tive Parmer Group, fifty-four percent of the variance for

the Neutral Group and forty-two percent of the variance for

the Control Group.

In the Positive Overcash Group the modern-outdated var-

iable loaded strongly on factor two and factor three; there-

fore it cannot be included in an image dimension. The one

acceptable image dimension, located in factor one, accounts

for forty-three percent of the variance.

The Control Group saw candidate Parmer in essentially

the same terms as the other groups. However in this group,

the first factor contains a purely character dimension and

factor three, the only other factor which contains an accept-

able image dimension, is comprised primarily of a competency

dimension.

In the Positive Parmer Group the qualified-unqualified

variable does not load adequately on any factor, and in the

Control Group, the variable calm-excitable does not load on

any of the factors.
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TABLE XVII

ROTATED FACTOR MATRIX FOR CANDIDATE PARMER
IN THE POSITIVE PARMER GROUP

N= 40

Factor One Two Three

Qualified .461 -.213 -.380
Sophisticated .644 -.292 -.168
Honest .696 -.190 -.464
Serious .759 .064 -.217Sincere .759 .139 -.,460
Modern .874 .203 -.029
Handsome .747 -.116 -,064

Conservative .094 -.822 .155Saver -. 065 -.685 -. 375

Successful .305 .075 -.829Friendly .470 -.0 40 .727Calm .837 -.117 -.728

Cumulative
Variance .42074 .54451 .64445



47

TABLE XVIII

ROTATED FACTOR MATRIX FOR CANDIDATE
FARMER IN THE NEUTRAL GROUP

N=40

Factor One Two Three

Qualified .823 -.150 -.096
Sophisticated .605 .082 .092
Honest .853 .022 -.063
Serious .455 -.040 -. 467
Sincere .895 -.019 .022
Successful .834 -.095 -.069
Friendly .764 -.264 .028
Modern .643 -.251 -.098

Handsome -.022 -.718 -. 492
Conservative .716 -.770 .356
Calm .096 -.818 .053

Cumulative
Variance .39612 5445; 6. ))I -I80 -,)-/ w 1 4-0 -)'t ' .
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TABLE XIX

ROTATED FACTOR MATRIX FOR CANDIDATE PARMER
IN THE POSITIVE OVERCASH GROUP

N=40

Factor One Two Three Four

Qualified .842 .095 .041 .252
Sophisticated .786 .017 .417 .014
Honest .827 .219 .076 -.214
Serious .532 .063 .416 -.028
Sincere .860 .129 .107 -.097
Handsome .652 -.226 .361 .220
Friendly .614 .141 .273 -.394

Saver .172 .890 -.144 .162

Modern .058 .633 .651 .009
Successful .509 .020 .613 .125
Calm .161 -.136 .866 -.032

Conservative -.001 .163 .059 .891

Cumulative
Variance .42899 .54617 .65314 .73734



TABLE XX

ROTATED FACTOR MATRIX FOR CANDIDATE
PARMER IN THE CONTROL GROUP

N=40

Factor One Two Three Four Five

Honest .901 -. 025 .203 .157 -10Sincere .850 .052 .1314 .230 -.01
Friendly .829 .161 .136 -.164 .267
Calm .449 .352 -.203 .020 .4o

Serious .186 .846 .153 .111 -.121
Modern -.093 .741 .031 -.259 .445

Qualified .167 .197 .671 -.437 -. 25
Sophisticated .097 -.087 .872 .114 .06)
Successful .204 .311 .630 .237 .104

Conservative -.005 -.124 .355 .841 .04
Saver .356 .170 -.195 .696 -.1814

Handsome .062 .031 .053 -.023 .897

Cumulative

49

.28112 .44420 .58227Var,,iance .68196 .76 02
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Tables XXI, XXII and XXIII display the images seen in

the commentator. The commentator tended to be seen in terms

of a competency-appearance dimension first, then in terms

of a character dimension. In the Positive Parmer Group,

two clear image dimensions appear which account for forty-

five percent of the variance.

In the Neutral Group, three clear image dimensions ap-

pear which account for sixty-nine percent of the variance.

In Group II, the friendly-unfriendly variable did not load

adequately on any factor and should not be considered as an

element of an image dimension.

In the Positive Overcash Group, three image dimensions

also appear. They are included in factors one, three and four

and account for fifty-seven percent of the variance in the

group. Note here, that the successful-unsuccessful variable

loads on factors one and four.

Issue Recall

Issue recall was tested by asking the subjects to list

any issues they could recall which were mentioned by the can-

didates. Table XXIV displays the results from this question.

The group which recalled the largest number of issues, eighty-

eight of 2.2 per individual, was the Positive Overcash Group.

The lowest group in issue recall was the Neutral Group. It

should be noted that 22.7 percent of the sample were unable

to recall any issue from the candidates' messages.
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In order to determine if the commentary would improve

recall and if those issues mentioned in the commentary would

be recalled more often, the commentaries were designed to-

mention only a fraction of the issues addressed by the candi-

dates during the debate. Seventy-nine percent of all issues

recalled by the subjects who were exposed to a commentary

were those issues mentioned in the commentary. The Control

Group, which was not exposed to a commentary, recalled only

56.6 percent of those issues which had been covered in the

commentaries.

TABLE XXI

ROTATED FACTOR MATRIX FOR THE COMMENTATOR
IN THE POSITIVE PARMER GROUP

N=40

Factor

Qualified .825 -.130 .124 .173 .076

Sophisticated .824 -.206 .054 .266 .128

Serious .731 .099 -.483 -.165 .094

Honest -.044 -.865 -.041 -.035 .226
Sincere .373 -.527 -.018 -.099 .308
Successful .440 -.617 .322 .270 .117

Calm .078 -.762 -.159 .007 -.117

Saver .034 .139 .883 -.127 .069

Modern .352 -.268 .050 .560 .336
Conservative -.085 -.131 .124 -.913 .033

Handsome -.056 -.237 -.028 .070 .886

Friendly .349 .067 .122 .122 .750

Cumulative
Variance .31467 .45555 .56693 .66007 .74657
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TABLE XXII

ROTATED FACTOR MATRIX FOR THE COMMENTATOR
IN THE NEUTRAL GROUP

N=40

Factor One Two Three

Qualified .875 -.221 .013

Sophisticated .885 -.052 .132

Modern .736 -.047 .062

Successful .898 -.015 .130

Handsome .563 -.061 .005
Friendly .40)4 -344 -.304

Honest .203 -.828 -.240

Serious .0)42 -.841 .213
Sincere .281 -.844 -.163

Conservative -. 287 -.084 -.793
Calm -.220 -.420 .724
Saver .129 -.2)45 -.707

Cumulat ive
Variance .35829 .54584 .68757



53

TABLE XXIII

ROTATED FACTOR MATRIX FOR THE COMMENTATOR
IN THE POSITIVE OVERCASH GROUP

N=40

Factor One Two Three Four

Qualified .738 -.284 .028 -.370
Sophisticated .813 -.038 .245 -.260
Handsome .874 .190 -. 057 .020

Sincere .177 .652 .214 -.402
Saver i-.125 .902 -.101 .010

Serious .077 -.123 .583 -.448
Conservative -.045 -.096 .799 .255
Calm .081 .242 .630m -.235

Honest .244 .333 .365 -.679
Modern .210 -.033 .020 -.819
Friendly .093 .213 .066 -.850
Successful .562 .030 -.132 -.616

Cumulative
Variance .36126 .50960 .63117 .71202



54

TABLE XXIV

RECALL OF ISSUES

Total Issues Raw

Recalled
Per

Q)

00

0 P-

72

1.8

H

H

1

69

1.7

-H C D
4-) 0.z

88

2.2

H0

9-

=r

lII

83

2.1

H

0
p

LnH
ii

312

1.97

Raw
Issues Recalled 59 62 60 47 171

Which Were Men-_ _

tioned in the Per
Commentary Subject 1.5 15

Percent of. Total
Issues Recalled 82.0 75.3 68.0 56.6* 75.0
Which Were Mention-
ed In Commentary

Percent Recalling 34.2 32.5 15.0 01.0 22.7
No Issue

*Not included in totals

Hypothesis seven states that the recall of the message

will be higher whenever the subjects witnessed a commentary

and that the items recalled will be those mentioned by the

commentator. This hypothesis is only partially supported.

The commentary does seem to cue the viewers to recall those

items which were mentioned in the commentary. However, view-

----------
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ing a commentary did not necessarily mean that more of the

message would be recalled. The Control Group, which saw no

commentary, recalled more issues than either the Neutral

Commentary Group or the Positive Parmer Group.

Hypothesis eight stated that issue recall would be higher

when the commentary was biased. It was believed that the

perception of bias by the subjects would generate higher

interest and therefore higher recall. Once again, this hypo-

thesis is only partially supported. The Control Group re-

called more issues than the Positive Parmer Group. Never-

theless, the findings are still consistant with the logic of

the hypothesis, if not with its a priori definitions. It is

entirely possible that the bias of the commentator was less

perceptable to the subjects in the Positive Parmer Group,

because Parmer projected a much more positive image. Two

points are offered in support.of this contention. First,

the commentator was seen more positively when his commentary

was favorable to Parmer than when it was favorable to Overcash.

Second, when the commentary was favorable to Overcash the

group easily recalled more issues than any other group.



CHAPTER V

DISCUSSION AND IMPLICATIONS

FOR FURTHER STUDY

Subjects in this study were exposed to a political de-

bate, followed by three experimental manipulations of a

news commentary. One group saw a commentary which was favor-

able to candidate Overcash, a second group saw a commentary

which favored candidate Parmer, and a third group saw a com-

mentary which was neutral. A fourth group saw the debate

but no commentary. The candidates in the debate were not

known to the subjects.

The results indicate that the commentaries had a defi-

nite effect on the manner in which the sample saw the candi-

dates and the commentator. The most striking indication of

this can be seen in the response to the "won debate" question.

Candidate Overcash, who was consistently rated lower than

candidate Parmer, was seen as winning the debate only when

the commentary was favorable to him. The results from the

other three groups indicate, the Positive Overcash Group must

have seen Parmer as having won the debate, after viewing the

debate but prior to seeing the commentary. If this is true,

the commentary then had the effect of modifying their pre-

disposition to the point that they saw Overcash as the clear

winner of the debate.

56
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The commentaries dealt primarily with the issues dis-

cussed by the candidates in the debate. In the biased

conditions, each commentary suggested that the candidate

toward whom the bias was directed, presented the best and

most correct solutions to the issues raised in the debate.

The results, then, indicate that a candidate's position

on the issues may well be a vital factor in determining

his image. Issue position seems especially important for

candidates who are relatively unknown. The findings here

are consistent with the findings of Dyson and Scioli. Their

research also dealt with political candidates in a debate,

who were unknown. Dyson and Scioli concluded: "We find that

mentioning specific issues relevant to the campaign situation

is perceived by respondents as the really dominant factor in

arriving at vote choice.1

Dyson and Scioli, however, were not concerned with as-

sessing the effects of news commentary. The conclusion

arrived at here, is that, when dealing with lesser known,

candidates, commentary can have the effect of crystallizing

the perception of issue positions in whatever direction

the commentator may choose.

If the subjects expressed their view of the candidate

who best handled the issues, in the image trait qualified,

that would explain a major element of the difference between

1James W. Dyson and Frank P. Scioli Jr., "Communication
and Candidate Evaluation: Relationships of Information and
Personal Characteristics to Vote Choice," Social Science
Quarterly, 55 (1974), 86.
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the images of the candidates. The discriminant analysis shows

that as Parmer's image improves across the groups it was due,

in part, to his improvement on the qualified-unqualified

variable.

This finding differs, somewhat, from the finding of

Philport and Balon.2 They found that a trustworthiness di-

mension contributed most to the separation of the images of

the candidates they studied. It will, however, be noted later,

in the discussion of the factor analysis, that trustworthiness

is still an important element of candidate image. The Phil-

port and Balon study was conducted in the immediate aftermath

of the Watergate scandal, which may have had an effect on

the importance of honesty in their subjects' view of the

candidates. Perhaps, then, as the furor over Watergate fades,

the issue of qualifications for office will become more im-

portant.

Qualification was not the only image trait which separ-

ated Parmer's image from that of Mr. Overcash. Parmer was

seen as much more friendly than Overcash. It is unlikely,

however, that this image trait was influenced in any signif-

icant manner by the commentary, which made no mention of

friendliness. This image trait, it seems, was influenced

entirely by the behavior of the candidates themselves. Parmer

smiled more often and spoke in a more relaxed manner through-

2 Joseph C. Philport and Robert E. Balon, "Candidate Image
in a Broadcast Debate," Journal of Broadcasting, 19, No. 2
(Spring 1975), 190.
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out the debate. Overcash, on the other hand, maintained a

somewhat more rigid and reserved posture.

Friendliness was, perhaps, Parmer's greatest asset. He

received his highest evaluation across the groups on this trait.

The most important trait for Overcash's image was re-

flected in the sincere-insincere variable. Across the groups,

he received his lowest evaluation on this trait. As the in-

cumbent, Overcash was placed in the position of defending

certain policies of his administration. Some of his arguments

may well have been perceived as evasive by the subjects.

This is supported by written comments made by several of the

subjects on the questionnaire. Evasiveness was likely re-

flected in their evaluation of his sincerity.

It is likely, that the commentary had some effect on the

perception of Overcash's sincerity. The commentator expressed

approval of the policies of the Overcash administration, in

the positive Overcash condition. In this group, then, the

defense of those policies may have been seen as less evasive.

Note that Overcash's evaluation on sincerity is highest in

this group.

In examining the effects of the commentary, it cannot

be overlooked that both candidates received a high evaluation

in the neutral commentary condition. The neutral condition

produced the highest evaluation for Parmer (4.96) and the

second highest for Overcash (4.47). The same phenomen occurred

in the Kaid, Singleton, and Davis study, which examined the
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effects of commentary on a speech by Ronald Reagan.3 If

subjects are offended by the perception of bias on the part

of the commentator, some of their annoyance may be reflected

in lower evaluations of the candidate.

In summary, the findings of this study indicate that

news commentary can have an important influence on the image

of a political candidate. This is especially true if the

viewer has no clear image of the candidate, prior to being

exposed to the commentary. Furthermore, it is concluded,

that a commentary favorable to one candidate and negative to

another may serve to separate the images of the two candidates.

However, a candidate's image may be most improved by a neutral

commentary.

The subjects' view of the commentator was also effected

by the commentary he gave. The commentator was viewed most

positively when he gave a neutral commentary. When his com-

mentary was neutral, the discriminant analysis shows the

commentator was seen as beihg more honest and more qualified

than in either of the biased conditions. Once again these

findings are consistent with the findings of past research.

Cathcart, for example, pointed to the lack of bias, honesty and

trustwortniness as elements of a positive image of a news source.

3 Lynda L. Kaid, Donald L. Singleton, and Dwight Davis,
"Instant Analysis of Televised Political Addresses: The Speak-
er Versus the Commentator," paper submitted to the Political
Communication Division of the International Communication
Association, 1976, p. 6.

4William L. Cathcart, "Viewer Needs and Desires in Tele-
vision Newscasters," Journal of Broadcasting, 14 (Winter 1969.
1970) 55-62.
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When compared to candidate Parmer, the commentator is

viewed less positively. When compared to candidate Overcash,

however, he is viewed more positively in all cases except

one. It is interesting to note that, in the positive

Overcash condition, the commentator was able to substantially

improve the image of Overcash, but only at the expense of

his own image.

The findings suggest that an important characteristic

of a positive image in a news source is objectivity. Con-

versely, the most damaging image trait to display is a bias

toward an object disliked by the viewers.

Another way of looking at the images of the candidates

was through the factor analysis of the items in the semantic

differential. The results indicate a difference between

this research and the study accomplished by Kaid, Singleton

and Davis. In this study, the factors loaded quite consis-

tently across the treatment groups, where theirs did not.

Kaid, Singleton *and Davis were unable to explain the failure

of the factors to load consistently across their groups. The

semantic differential used in this study, and in the one

used by Kaid, Singleton and Davis, has been used in a number

of other studies of candidate image. Part of the reason for

undertaking this study was to determine if this semantic

differential will continue to function satisfactorily, as an

indicator of the dimensions of political candidate image.
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In any event, the results of the factor analysis are

quite consistent with the discriminant analysis. A com-

petency dimension appeared in the analysis of each candidate

in all of the groups. The competency dimension seems to be

embodied in the image traits qualified, sophisticated and

successful. The factor analysis, however, produced a second

image dimension which might be termed a credibility dimension.

This dimension is embodied in the image traits of honesty,

sincerity, seriousness and friendliness, which loaded in one

combination or another in the analysis of both candidates

in all groups. This study, therefore, concludes that com-

petency and credibility may be very important dimensions of

a political candidate's image.

The results of this study also indicate that the news

commentary has some effect on the recall of issues. While

the news commentary did not necessarily mean that more

issues would be recalled, it did seem to cue the viewer to

recall the issues mentioned in the commentary.

It may also be important to note that recall may be im-

proved by a biased commentary. It is even possible that the

recall of issues has a proportional relationship to the

degree of bias perceived by the viewers. Note that in the

Positive Overcash Group, where the bias must have seemed

most pronounced, the subjects recalled the highest number of

issues. The Neutral Group recalled the lowest number of

issues and the Positive Parmer Group fell in between. This
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may be a premature conclusion, however, and additional re-

search will be required to determine if this relationship

actually exists.

In summary, this study examined the effects of news

commentary on the perceived images of political candidates

and on the recall of political messages. A commentary can

have an effect on the images of a candidate, particularly

if the candidate is not well known. The commentary also

has an effect on the recall of issues in that the viewers

tend to recall those issues which are stressed by the com-

mentator.

The factor analysis indicated that the images of polit-

ical figures tend to be seen in the more or less consistent

dimensions of competency and credibility.

The format of the communication examined in this study

was that of a political debate. The confrontation of images

paradigm, postulated by Nimmo seemed to be functioning in

the communication scheme.5 More study, however, will be re-

quired to determine to what extent one image effects the

other when juxtaposed in this manner.

5Dan Nimmo, The Political Persuaders (Englewood Cliffs,New Jersey: Prentice-Hall Inc., 1970), p. 159.



APPENDIX A

TABLE I

MEAN RATING ON CANDIDATE OVERCASH BY
TREATMENT GROUPS

N=160

Variable Group I Group II Group III Group IV

Qualified 4.925 5.225 5.500 5.150

Sophisticated 4.025 4.300 4.500 4.400

Honest 4.950 4.075 3.875 3.725

Serious 4.225 4.550 4.375 4.425

Sincere 4.075 3.350 3.950 3.950

Modern 3.450 46275 4.125 3.925

Successful 4.750 5.050 5.375 5.225

Handsome 3.700 3.875 3.700 3.475
Friendly 4.45o 4.325 4.975 4.8oo

Conservative 4.450 5.025 5.275 4.500

Calm 4.200 4.625 4.575 4.45o
Saver 3.500 4.000 4.075 3.600

64
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TABLE II

MEAN RATING ON CANDIDATE PARMER BY
TREATMENT GROUPS

N=160

Variable Group I Group II Group III Group IV

Qualified 5.000 5.100 4.225 4.875

Sophisticated 4.975 4.925 4.475 4.800

Honest 4.725 5.025 4.500 4.850

Serious 4.550 5.200 5.100 5.100

Sincere 4.875 5.200 4.900 4.800

Modern 5.075 5.500 5.400 5.425

Successful 5.350 5.425 4.800 5.225

Handsome 4.875 4.950 4.675 4.825

Friendly 5.150 5.225 5.350 5.500

Conservative 4.400 3,900 3.500 3.325

Calm 4.375 4.475 4.8oo 4.900

Saver 4.300 4.625 4.225 3.850
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TABLE III

MEAN RATING ON THE COMMENTATOR BY
TREATMENT GROUPS

N=120

Variable Group I Group II Group III

Qualified 4.325 5.050 3.825

Sophisticated 4.650 4.450 3.625

Honest 4.425 5.325 3.225

Serious 4.725 5.675 4.450
Sincere 4.500 5.525 3.675
Modern 4.725 4.750 3.900
Successful 4.550 5.025 3.775
Handsome 4.025 3.725 3.300
Friendly 4.150 4.525 4.475
Conservative 3.750 4.225 4.850

Calm 4.725 5.325 4.950
Saver 3.975 4.300 3.900



APPENDIX B

Positive Overcash..........Negative Parmer

You have just seen a debate between Fort Worth Mayor

Cliff Overcash and his opponent in the upcoming election

Hugh Parmer.

Mayor Overcash dealt with the substantive issues in

this election. He laid out what seems to be a reasonable

argument for his re-election. He discussed the issues of a

gas rate increase, new city taxes, his personal leadership

ability, the requirement for a financial statement from all

city officials and a number of other issues.

On the other hand, Mr. Parmer often skirted the issues.

He spent much of his time talking about such peripheral is-

sues as the mayor's use of a city-provided automobile or

responding to trivial campaign charges.

On the issue of the gas rate increase Mayor Overcash

stated that he had always sought the lowest possible rate for

the Fort Worth people. He noted, however, that investors

would not put money into utilities unless they could expect

to receive a fair return on their investment. The Mayor

stated that he had voted for only a small rate increase in

order to insure adequate service to the Fort Worth area.

Those points made by the Mayor here are, of course, absolutely

67



68

true. They are in fact the basic elements of our free enter-

prise system. It should also be noted that candidate Parmer

voted for the rate increase, 4hen it was before the City

Council, and it is only since he became a candidate for mayor

that this issue became important to him.

On the issue of city taxes the Mayor made it clear that

he intends to continue the same tax rate that has been in

effect for the past two years. In spite of the fact that

city services have been increased, Mr. Overcash stated em-

phatically there will be no new taxes, if he is elected.

Mr. Parmer, however, has proposed and supported several

new programs for Fort Worth which, if adopted by the City

Council, would surely lead to higher taxes.

Candidate Parmer has often charged Mayor Overcash with

being unwilling to support a proposal to require a financial

statement from city officials. But today the Mayor was able

to set the record straight once and for all, on this matter.

He said he would be very glad to bring such a proposal before

the Council and would support it if it were adopted.

The central issue of this campaign seems to be who is

best qualified to lead this city for the next two years.

Mayor Overcash has demonstrated that he is capable of doing

just that. Not only have business investments increased al-

most eight per cent under his administration, but the

renovation of the downtown area is proceeding according to

plan and the Mayor's sector meeting program is allowing
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local residents to participate in working out their own local

area problems.

On the other hand, Candidate Parmer offers as his main

qualification for office his success as the operator of a

small business firm.

The mayor of Fort Worth should be a person of dignity,

proven leadership ability and demonstrated dedication to

furthering the interests of the city and its citizens.

Mayor Cliff Overcash is just such a person. With all of the

problems that will face this city in the next few years it

does not seem like the time to substitute leadership which

has been proven successful for an unknown quantity.
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APPENDIX B

Positive Parmer..........Negative Overcash

You have just seen a debate between the two candidates

for mayor of Fort Worth. Cliff Overcash, the incumbant

mayor, and Hugh Parmer, a highly successful young business-

man. Both responded to questions on the main issues in this

campaign. The most notable thing about the remarks of Can-

didate Overcash, however, was the lack of substance. He

seemed satisfied repeating the same cliche which has been the

trademark of the Overcash campaign; his so called proven

leadership ability. Candidate Parmer, as he has done through-

out the campaign, dealt with the issues in a straightforward

manner.

On the issue of dirty politics, a charge leveled at

both candidates, Mr. Parmer stated that everything he has

said about the Mayor concerned his administration of the

mayor's office and can be verified in the public records.

Candidate Overcash, on the other hand, made several refer-

ences to what he sees as Parmer's lack of experience and his

political ambition.

The gas rate increase is another issue on which both

candidates commented. Mr. Parmer noted that he had supported

a modest rate increase but that he had been solidly opposed
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to the retroactive portion of that measure. Candidate

Overcash also commented on the gas rate increase, but in

spite of the fact that it was he who cast the deciding vote

for the retroactive part, he failed to mention it at all.

This measure permitted Lone Star Gas to collect thousands of

dollars from Fort Worth citizens for fuel which was delivered

months earlier and was, in the opinion of this reporter,

totally unwarranted by the facts of the situation.

On the issue of new city taxes both candidates made it

clear that they are opposed to them, but Mr. Parmer went

even further. He proposed raising the tax exemption for

senior citizens. Mayor Overcash is opposed to this form of

tax relief for the elderly and voted against the bill when

it was before the City Council. The elderly are one group

of city residents who have been highly effected by the rising

cost of living. We applaud Mr. Parmer's efforts on their

behalf.

Mr. Parmer made it quite clear today that he is uncon-

ditionally in favor of a full financial disclosure by all

elected and appointed city officials. A measure which, if

adopted, would help to expose corruption in city government

if and when it occurs. Candidate Overcash hedged the

question by saying he would take it before the City Council.

As I pointed out earlier, the main theme of the Overcash

campaign has been his experience versus Parmer's inexperience.

In his closing remarks Overcash, once more, pounded that
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theme with all the delicacy and finesse of a trip hammer.

He likened his administration to a football team and sug-

gested that if Tom Landry or Darryl Royal would not pull

their quarterback neither should the people of Fort Worth.

We should point out, however, that Mr. Overcash became

mayor two years ago with no more experience in city govern-

ment than Mr. Parmer has now. If the Mayor has done a good

job as he contends--amatterwhich is open to debate--then

why should Mr. Parmer not do just as well.

More important the mayor of Fort Worth should be a

person of dignity, proven leadership ability and- demonstrated

dedication to furthering the interests of the city and its

citizens. As an active and effective member of the City

Council and as the head of a highly successful business firm,

Hugh Parmer has demonstrated that he is just such a person.
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APPENDIX B

Neutral

You have just seen a debate by the two candidates for

mayor of Fort Worth, Hugh Parmer and Cliff Overcash. Both

candidates responded to questions put to them by a panel of

local reporters.

One issue which has created some controversy in this

campaign is that of the gas rate increase. Candidate

Overcash pointed out that the increase was necessary in

order to stimulate investors to provide capital for Lone

Star Gas. Parmer, however, noted that while he was in favor

of the rate increase he had opposed the retroactive portion

of the measure.

Throughout this campaign charges of dirty politics and

mud slinging have come from both political camps. Today,

however, both candidates affirmed their respect for each

other and said they would not deal in personalities.

The issue of new city taxes seems to be one which is

on the mind of many of us these days. Today's debate demon-

strated that it was on the mind of both the candidates also.

Each noted that he opposes new city taxes. Mr. Parmer

stated that he would favor some tax cutbacks for the elderly.

Mr. Overcash pointed to his administration noting, that
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while city services have increased, there have been no in-

creases in taxes. He added that as long as he is mayor

there will be no increases.

Both candidates also indicated that they would favor

some kind of financial disclosure by city officials, but

there are differences in their positions. Mr. Parmer said

that he favors immediate financial disclosure by all elected

and appointed city officials. Mr. Overcash also said that

he would support a "financial disclosure" bill, but that it

should be acted on by the City Council and that he would

discuss it with the City Council if elected.

As they have throughout the campaign, both candidates

talked of their qualifications for the position of mayor.

Mayor Overcash noted his record over the last two years and

his experience as a local businessman. Candidate Parmer

noted that his youth should not be a drawback and he also

pointed to his business as an indication of his leadership

ability and sound judgement.



APPENDIX C

The following questions are designed to examine level

of knowledge of political figures in this area. Please

answer the following as completely as possible. The in-

formation is for the purpose of scientific research. Do not

put your name on the paper.

1. My home town is

2. I live in the congressional district.

3. The President of the United States is

4. The immediate past President of the U. S. is

5. The Vice-President of the United States is

6. The U. S. Senators from Texas are:

and

7. The Mayor of Dallas is

8. The immediate past Mayor of Dallas is

9. The Mayor of Fort Worth is

10. The immediate past Mayor of Fort Worth is

11. My age is

12. My sex is male. female.

75
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13. My Class is: Freshman Sophomore Junior Senior Grad.

14. Which of the following best represents your political

beliefs?

Republican party Democratic party Independent

15. Have you ever seen this debate before? yes. no.

16. If yes, when and where

PLEASE DO NOT TURN THIS PAGE UNTIL YOU ARE INSTRUCTED TO.
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Who do you feel won the debate you just watched?

Parmer. Overcash.

Please react to the two candidates on the scales below which

pertain to each candidate. For example, if you think one of

the candidates is very pleasant, you would mark the scale

which pertains to him in the following manner:

1 2 3 4 5 6 7
UNPLEASANT: :_:_:__: _: X :PLEASANT

On the other hand, if you think he is very unpleasant, you

would mark the scale as follows:

1 2 3 4 5 6 7
UNPLEASANT: X : :_:__: _: : :PLEASANT

If you think he is somewhere between these two extremes, then

you would check the space that best represents the level of

your reaction to the candidate. If you have no reaction to

the candidate on any item, please check space number 4 to

indicate your neutrality.

CLIF OVERCASH

1 2 3 4 5 6 7

UNQUALIFIED: :QUALIFIED

UNSOPHISTICATED: 
:SOPHISTICATED

DISHONEST: 
: HONEST

SERIOUS: 
:NOT SERIOUS

INSINCERE: 
:SINCERE

MODERN: - - :OUT-DATED

UNSUCCESSFUL: 
:SUCCESSFUL
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HANDSOME: _::UGLY

UNFRIENDLY: :FRIENDLY

LIBERAL: _: CONSERVATIVE

CALM:_ :EXCITABLE

SPENDER: _:SAVER

Please react to Hugh Parmer on the scales below.

HUGH FARMER

1 2 3 4 5 6 7

UNQUALIFIED: :QUALIFIED

UNSOPHISTICATED: :SOPHISTICATED

DISHONEST :_: HONEST

SERIOUS: :NOT SERIOUS

INSINCERE: :SINCERE

MODERN: :OUT-DATED

UNSUCCESSFUL: :SUCCESSFUL

HANDSOME: :_:UGLY

UNFRIENDLY: _.:FRIENDLY

LIBERAL: _ : CONSERVATIVE

CALM: : EXCITABLE

SPENDER: :_:SAVER
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In the space below please list all the personal attributes,

characteristics, beliefs, issue positions, etc., you think

apply to Hugh Parmer. Please use single words or short

phrases in your list rather than complete sentences.

Please make a similar list on Clif Overcash.

Please list in the space below any of the things which you

recall either candidate stressing in his message. You need

not name the candidate just mention the issue.
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Please react to the news commentator on the scales below.

THE NEWS COMMENTATOR

1 2 3 4 5 6 7
UNQUALIFIED: _:: QUALIFIED

UNSOPHISTICATED: _:SOPHISTICATED

DISHONEST: _:HONEST

SERIOUS: :NOT SERIOUS

INSINCERE: _ :SINCERE

UNSUCCESSFUL: :SUCCESSFUL

HANDSOME: :UGLY

UNFRIENDLY: :FRIENDLY

LIBERAL: : : CONSERVATIVE

CALM: :EXCITABLE

SPENDER: :SAVER

Have you seen the news commentator before? yes. no.

If yes, please indicate his name if you know it and where and

when you have seen him.

- .
- -

-
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