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Abstract 

The 2016 general election has seen a large disparity in political television 

advertisement spending. Bloomberg estimates that Clinton outspent Trump by 

$137.4 million on television advertising during the 2016 general election. Many 

scholars have studied political television advertising, its effects on voters and what 

influences a campaign’s narrative.  Moreover, we hypothesize that ongoing 

campaign events trigger advertising decisions. To test this hypothesis, we use 

television data from the Political TV Ad Archive to identify and collect all 

advertisements shown in a specific market. Our analysis unites scholarly research 

with hand-coded data in an effort to determine which issues received saliency in 
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television advertisements throughout the campaign and if campaign news 

influenced issue saliency in television advertisements. Our research focuses on the 

Milwaukee media market from September 1st until the election. This research hopes 

to provide insight into categorical trends of issue saliency in the Milwaukee media 

market. 

I. Introduction  

1. History of Political Television Advertising 

 While contemporary political observers may expect professional television 

advertising, it was not always commonplace in American politics. Prior to the 

1950s, advertising executives and entertainers were looked down upon by political 

professionals and the public “for the way they manipulated public emotion.” Despite 

public opinion, the integration of politics and advertising began in the 1920s. 

Presidents Calvin Coolidge and Herbert Hoover “recognized that professional 

showmen had knowledge from which they could benefit.1 They took the advice of 

adman Bruce Barton and used public-relations techniques in their campaigns. 

Franklin Roosevelt furthered the use of advertising in presidential campaigns by 

bringing in Jack Warner, Humphrey Bogart and Orson Wells for his 1944 campaign 

to create radio advertisements. 

 Potentially the most impactful step in intertwining politics and advertising 

came with the arrival of television. Scholar Stephen Wood said, “Conceived in 1940, 

                                                      
1 Brownell, Kathryn C. "This Is How Presidential Campaign Ads First Got on TV." 

Time. August 30, 2016. Accessed December 05, 2016.  
 



 3 

embryonic in 1944 and 1948, television as a viable political force was born in 1952” 

with Dwight D. Eisenhower’s “Eisenhower Answers America” television spots.2 

These advertisements were a major component of the campaign which marked the 

“start of the modern era in presidential politics.”3 While the Eisenhower campaign's 

use of television may be one of the most impactful campaign developments in the 

history of American politics, its arrival was met with criticism by certain political 

actors.  

 Adlai Stevenson, accepting the 1956 Democratic nomination for president, 

criticized President Eisenhower for surrounding himself with admen who “believe 

that the minds of American can be manipulated by shows, slogans and the arts of 

advertising.”4 It is unclear if Stevenson’s critique resonated with people in this 

election. Regardless, the argument was not strong enough to stop Eisenhower who 

was reelected by over a 15 percent margin in 1956. 

 John F. Kennedy continued the trend of political campaigns’ reliance on 

television to shape public opinion. In addition to the infamous Kennedy-Nixon 

debate, “JFK was visionary in recognizing TV’s potential, and in knowing how to 

use the new tools candidates suddenly had at their disposal.” Kennedy hired Robert 

                                                      
2 Wood, Stephen C. "Television's First Political Spot Ad Campaign: Eisenhower 

Answers America." Presidential Studies Quarterly, 1990. Accessed December 5, 

2016.  
3 Carroll, Raymond L. "The 1948 Truman Campaign: The Threshold of the Modern 

Era." Journal of Broadcasting, May 18, 2009. Accessed December 5, 2016.  
4 Gonyea, Don. "How JFK Fathered The Modern Presidential Campaign." National 

Public Radio. November 16, 2013. Accessed December 5, 2016. 
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Drew to follow his campaign during the Democratic primary to capture footage of 

Kennedy directly interacting with voters. Kennedy’s campaign then used this 

footage to create spot advertisements to create excitement for his campaign in 

upcoming campaign stops5. His ads “moved beyond the stodginess of past 

campaigns,” including having Frank Sinatra rework one of his hit-songs into a JFK 

jingle.6 Kennedy hijacked Eisenhower’s exploitation of television advertising to 

manipulate public opinion. In this way, Kennedy wielded the power created by 

Eisenhower’s precedent and used it for his own political goal. While not running 

directly against Eisenhower, a young John F. Kennedy would further the use of 

savvy political advertising by “running a groundbreaking--and devastating--attack 

ad during the general election.” The ad features a reporter who asked Eisenhower, 

“I just wonder if you could give us an example of a major idea of his that you had 

adopted?” To which Eisenhower responded, to the laughter of others, “If you give me 

a week, I might think of one. I don’t remember.”7  

 After the John F. Kennedy campaign, negative television advertising became 

a staple of political campaigns. Perhaps the most infamous advertisement was 

Lyndon B. Johnson’s “Daisy Girl” advertisement which stoked fears of a Barry 

Goldwater presidency. Described as “visceral, terrifying, and risky,” the 

                                                      
5 Brownell, Kathryn C. "This Is How Presidential Campaign Ads First Got on TV." 

Time. August 30, 2016. Accessed December 05, 2016. 
6 Gonyea, Don. "How JFK Fathered The Modern Presidential Campaign." National 

Public Radio. November 16, 2013. Accessed December 5, 2016. 
7 Gonyea, Don. "How JFK Fathered The Modern Presidential Campaign." National 

Public Radio. November 16, 2013. Accessed December 5, 2016. 
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advertisement will be remembered “primarily because of its brilliant, innovative 

approach to negative advertising.”8 The advertisement featured a little girl picking 

off daisy petal. Once she counted to the tenth petal, an ominous, robotic voice counts 

down from ten to zero. After the countdown, a mushroom cloud is shown. A narrator 

describes the stakes in the election and tells the viewer to vote for President 

Johnson. This ad ushered in a new era of political television advertising that was 

willing to exploit fear in an effort to win. 

 While the “Daisy Girl” advertisement played to people’s fear of nuclear 

destruction, the 1988 Willie Horton advertisement evoked people’s racial fears. The 

commercial was run by a George H.W. Bush allied Political Action Committee 

(PAC) attacking Democratic presidential candidate Michael Dukakis. The 

advertisement recounted that convicted felon Willie Horton, serving a life sentence 

for murder, “was released from a Massachusetts prison on a weekend furlough 

program, during which time he escaped a raped a woman. Then-governor Michael 

Dukakis had supported the prison furlough program.”9 The advertisement made a 

clear connection between Dukakis and the felon to stoke racially-based fears that 

Dukakis was soft-on-crime. 

 While television spending has increased steadily over time, there was a 

notably higher rise in spending 2012 because of the “ease with which outside 

                                                      
8 Mann, Robert. "How the “Daisy” Ad Changed Everything About Political 

Advertising, The Smithsonian 
9 "Top 10 Campaign Ads." Time.com. Accessed December 5, 2016. 
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groups, such as PACs, were able to raise and spend advertising dollar in the 

current, post-Citizen United, regulatory regime.”10 This deregulation in political 

communication has led to the study of the amalgamation of television advertising 

that takes place during every major election cycle.  

2. Academic study of advertising’s influence 

 Scholars seem to be generally skeptical of television advertising’s ability to 

influence elections. As Franz, Goldstein and Feltus described the notion, many 

scholars believe the “die is cast” before campaigns begin.11 “Fundamental factors 

such as the state of the economy, the distribution of partisanship among the 

electorate, and presidential approval all create an environment in which there are 

few minds for the actual campaign to change.” However, many believe that 

television advertising has the potential to make a difference. One study used “data 

on presidential candidates’ appearances and television advertising purchases to 

conduct cross-section and pooled time-series analyses of their influence on 

statewide” elections. The study found that “campaigning affected statewide 

preferences as well as the electoral college vote.”12  

                                                      
10  Fowler, Erika F., and Travis N. Ridout. "Negative, Angry, and Ubiquitous: 

Political Advertising in 2012." De Gruyter. 2012. Accessed December 5, 2016. 
11 Ridout, Travis N., Michael Franz, Kenneth M. Goldstein, and William J. Feltus. 

"Separation by Television Program: Understanding the Targeting of Political 

Advertising in Presidential Elections." Political Communication 29, no. 1 (2012): 1-

23. Accessed December 5, 2016. doi:10.1080/10584609.2011.619509. 
12 Shaw, Daron R. "The Effect of TV Ads and Candidate Appearances on Statewide 

Presidential Votes, 1988–96." American Political Science Review 93, no. 2 (1999). 

Accessed December 5, 2016. Cambridge University Press. 



 7 

Another study examined Rick Perry’s campaign in the Texas gubernatorial 

race and found that a series of advertisements the campaign ran before the 

Republican primary “bumped Perry’s numbers by a muscular 5 percentage points.” 

However, “the effect only lasted a week.”13 As Dingfelder stated, “Defenders of 

campaign advertising point out that the test only considered a positive ad with a 

short run in an as-yet-uncontested primary. More typically, political ads run 

continuously until Election Day.” 

 Franz and Ridout studied “spill-over” areas in the 2008 presidential 

election—areas where ads from media markets in battle-ground states that spilled 

over into non-competitive states. In other words, some people received targeted 

television advertisements intended for voters in competitive states. However, these 

voters did not encounter traditional campaign efforts like door canvassers or direct 

mail. This group could be compared to other areas of their state where people 

encountered no television advertising nor traditional campaign activities. The study 

found that a 1,000-advertisement advantage equated to approximately a .5 

percentage point increase in vote share.14 

 While some scholars study how television advertisements can affect large 

groups of people, others study advertisements’ influence on an individual level. 

                                                      
13 Shaw, Daron R. "The Effect of TV Ads and Candidate Appearances on Statewide 

Presidential Votes, 1988–96." American Political Science Review 93, no. 2 (1999). 

Accessed December 5, 2016. Cambridge University Press. 
14 Franz, Michael M., and Travis N. Ridout. "Political Advertising and Persuasion in 

the 2004 and 2008 Presidential Elections." American Politics Research. Accessed 

December 5, 2016 
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Brader conducted a study that demonstrated that “political ads can change the way 

citizens get involved and make choices simply by using images and music to evoke 

emotions.” He found that people who received negative advertisements sought out 

more information on the candidates. Whereas positive, upbeat advertisements 

reduced viewer’s interest in learning more about the positions of the political 

candidates.15   

 Other scholars found evidence that contradicts Brader’s findings and found 

the phenomenon of “video malaise,” when “viewership of televised public affairs 

programming results in an increased sense of malaise, or vague cynicism or 

detachment, regarding political institutions, processes, and actors, can turn people 

away from negative advertisements. O’Keefe’s meta-analysis of video malaise 

concluded that, “Research focusing on media malaise propositions over the past 

three decades has largely lacked coherency and cohesion...One suspects it may now 

be even harder to clarify linkages between mass media and political dispositions 

given the converging of media channels, the computer-driven personalization of 

media sources, and their more interactive nature.”16  

 While scholars continue to debate political television advertisements’ ability 

to invoke action, another field of study examines how advertising can affect how 

people implicitly think about issues. One group of scholars “investigated the effects 

                                                      
15 Brader, Ted. "Striking a Responsive Chord: How Political Ads Motivate and 

Persuade Voters by Appealing to Emotions." Accessed December 5, 2016 
16 O'Keefe, Garrett J. "Video Malaise." Blackwell Reference Online. 2008. 
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of antiforeigner political advertisements on implicit and explicit stereotypes.” They 

found that “stereotypical advertisements did not influence explicit stereotypes but 

did influence implicit stereotypes, even in critical recipients who negated the 

stereotypical content.”17 

 Furthermore, Gray and Hughes of the University of Virginia studied the 

“spillover effects” of political advertising, meaning political advertisements intended 

for a specific candidate can affect other elections that aren’t explicitly mentioned in 

the advertisement. They “provide strong and consistent evidence of an important 

spillover effect within political advertising.”18 Simply put, they concluded that 

political television advertisements can have a priming effect. For example, if a 

candidate ran a television advertisement based on their immigration policy, voters 

would be likely to consider immigration while researching candidates running for 

completely different offices. Nonetheless, they found that political advertisements 

affected how voters think about elections. 

3. News and Campaigns 

One factor that influences the content of political advertisements is the news 

cycle. Television news is commonly blamed for a decline in political knowledge and 

                                                      
17 "Effects of Right-Wing Populist Political Advertising on Implicit and Explicit 

Stereotypes." Effects of Right-Wing Populist Political Advertising on Implicit and 

Explicit Stereotypes: Journal of Media Psychology: Vol 27, No 4. Accessed December 

05, 2016. 
18 Gray, Thomas R., and Adam G. Hughes. "Spillover Effects in Political 

Advertising: Evidence from Judicial Elections." Thomasrgray.com. January 28, 

2016. Accessed December 5, 2016. 
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a growing cynicism in the American public.19 However, researchers at the 

University of Missouri-Colombia, studying the 1994 U.S. Senate campaign in 

Missouri, found that TV news helped increase knowledge about candidates and did 

not result in a more cynical electorate. This runs against the theory that news 

media is responsible for a sort of detached, alienated mood throughout the 

electorate.  

 Scholars have sought to understand how news media influences the behavior 

of political campaigns. One study concluded that candidates seek to earn votes 

primarily through television media.20 Not only is news media a way to earn free 

publicity, but also it can influence which issues are the most prominent throughout 

the campaign. This is known as the Agenda Setting Hypothesis, which implies that 

voters focus on issues which receive more news coverage. In turn, the volume of 

coverage should correlate with issue prominence throughout the campaign, 

according to the hypothesis. As such, campaigns capitalize on issues that are most 

likely to air on the news and resonate with the public.21 

 Not only does news influence campaign narratives, and vice versa, but 

sometimes they can compete with one another for being the dominant information 

                                                      
19 Leshner, Glenn, and Michael L. McKean. "Using TV News for Political 

Information During An Off-Year Election: Effects on Political Knowledge and 

Cynicism." Journalism & Mass Communication Quarterly. March 1997. Accessed 

December 5, 2016. 
20 "News That Matters." University of Chicago Press. Accessed December 05, 2016. 

http://www.press.uchicago.edu/ucp/books/book/chicago/N/bo10579884.html. 
21 "Agenda Setting Theory." Mass Communication Theory. 2011. Accessed December 

05, 2016. https://masscommtheory.com/theory-overviews/agenda-setting-theory/. 
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source. A 1995 study of a hotly contested ideological race found that campaign 

advertisements had a higher informative effect than TV news.22 Trump’s campaign, 

in many ways, fought against the media establishment. Throughout the campaign 

and even after successfully winning the presidential election, Trump has painted 

the “dishonest media” as untrustworthy and that “the press was brutal” throughout 

the campaign.23 Per a September 2016 Gallup report, trust in the news media is at 

an all-time low. Only 32% of respondents say they have a great deal or fair amount 

of trust in the media. It’s worth noting that this distrust is amplified amongst 

Republicans. Only 14% of Republicans surveyed expressed trust in the media.  

a. Case Study: Wisconsin  

Wisconsin, in many ways, was a battleground state for both campaigns. For 

the presidential general election, Wisconsin was an extremely thin margin of victory 

for Trump. It was roughly 23,000 votes that ultimately decided Wisconsin’s 10 

electoral votes.24 For presidential elections, Wisconsin has been a solid blue state 

                                                      
22 Zhao, Xinshu, and Steven Chafee. "CAMPAIGN ADVERTISEMENTS VERSUS 

TELEVISION NEWS AS SOURCES OF POLITICAL ISSUE INFORMATION." 

Oxford Journals. 1995. Accessed December 5, 2016. 
23 Jacobs, Ben. "Donald Trump Reverts to Campaign Mode, Bashing Clinton and 

Media." The Guardian. 2016. Accessed December 05, 2016. 
24 h Leip, David. "Dave Leip's Atlas of U.S. Presidential Elections." Dave Leip's 

Atlas of U.S. Presidential Elections. Accessed December 05, 2016. 
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since 1984. Indeed, Trump’s recent victory marks a deviation from the norm. While 

the races have been close, Wisconsin has typically gone to the Democratic party in 

recent years.  

Figure A 

We chose to study Wisconsin because it is considered a “swing” state. 

Furthermore, we know that both campaigns invested massive amounts of funds into 

the state. In many ways, Wisconsin is a “purple” state. This provides favorable 

circumstances, from an experimental standpoint, instead of focusing on a safely-

blue state like California, or a strong conservative southern state like Mississippi. 

Along with Pennsylvania and Michigan, Wisconsin ultimately tipped the electoral 

college scales. Thus, understanding the political communication in this region is 

especially significant. Because rust-belt states ultimately decided this election, 

understanding the salience of issues in this state can help inform study of the 

election.25 

  

                                                      
25 "Election Upset: What Happened in the Rust Belt States?" Bloomberg.com. 

Accessed December 05, 2016. 
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2. Explanation of Data and Methods 

3. Ad Archive 

Figure B 

We are studying the Milwaukee, Wisconsin media market which includes the 

city of Milwaukee, a liberal enclave. Furthermore, this media market includes is a 

solidly conservative, suburban periphery around Milwaukee County, known as the 

“W.O.W.” counties (Waukesha, Ozaukee, and Washington).26  Finally, rural 

                                                      
26 "Politically, Some Parts of Wisconsin Swing Wildly." Politically, Some Parts of 

Wisconsin Swing Wildly. Accessed December 05, 2016. 
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Wisconsin is also represented in surrounding counties.27 This represents more 

demographic variety, which ultimately makes the target audience heterogeneous 

from a political and social perspective. 

The data comes from the Political TV Ad Archive, a project of the Internet 

Archive. This archive provides free information on television advertising in select 

media markets in key states for the 2016 election. The main database of the archive 

provides detailed information on every single political television advertisement that 

was run in their select markets. 

  From the dataset, we identify the media market of the advertisement, the 

date the advertisement was aired and candidates mentioned in the advertisement.  

We extracted all television advertisements about Hillary Clinton or Donald Trump 

that were shown in the Milwaukee market. Then, we watched and hand-coded each 

advertisement for common issue-topics. The topics that we observed in the 

advertisements and grouped by were: corruption and dishonesty, the Clinton 

Foundation, healthcare, children, Clinton’s email scandal, Clinton’s “deplorables” 

comment, jobs and the economy, climate change, foreign terrorism, fitness to serve 

as president, taxcuts, paid maternity leave, the Iran nuclear deal, Donald Trump’s 

lewd comments about women on Access Hollywood, Trump’s effect on and treatment 

of disabled people, and illegal immigration. 

                                                      
27 TRUCK ADS® Strategic Marketing Solutions Group. "MILWAUKEE ::: DISH, 

CABLE, BROADCAST TV MARKET AREA AND DEMOGRAPHICS MILWAUKEE 

DESIGNATED MARKET MAP BELOW ~ (2016 - 2017)." TRUCK ADS® | 

Milwaukee | Designated Market Map | Mobile Billboards | Truck Advertising | 

Television Stations. Accessed December 05, 2016. 
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We then used this categorical information to create daily totals of 

advertisements run by issue. These daily totals represent one subset within a larger 

data frame for the period between Sep. 1st to Election Day. 

Topic 1: Emails, Clinton Foundation, Corruption 

 Figure C 

Throughout the campaign, Trump dubbed former Secretary Clinton as 

“Crooked Hillary.” Since the real-estate mogul began his bid for presidency, Trump 

has attached word associations to his opponents such as “Little Marco” and “Lyin’ 

Ted” for senators Marco Rubio (R-Florida) and Ted Cruz (R-Texas).28 As Figure C 

                                                      
28 "How Marketing Helped Donald Trump Win the 2016 Election." The Washington 

Post. Accessed December 05, 2016. 
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shows, Trump and his allies sought to drive a campaign narrative portraying 

Clinton as corrupt and untrustworthy.  

From the Political Ad Archive, we teased out three related topics, “e-mails,” 

“Clinton Foundation,” and “corruption and dishonesty” to observe any trends over 

time. From September 1st until the election, advertisements financed by the Trump 

campaign and allied PACs that smeared Clinton for her email controversy seemed 

to be priming further messaging about the Clinton Foundation and the broader 

parent narrative of corruption and dishonesty.  

 As Figure C shows, at the end of October, there was a massive surge of ads in 

the Milwaukee media market pertaining to Clinton’s use or emails after a few 

weeks of dormancy. One potential explanation for that trend could be FBI Director 

James Comey’s decision to essentially reopen an investigation into Clinton’s use of a 

private server during her tenure as Secretary of State.29 When Comey informed 

Congress of this decision on October 28th, many news outlets rushed to cover this 

story, given the fact that it was two weeks before Election Day. Our data clearly 

shows an overwhelming surge in frequency of advertisements mentioning e-mails, 

or corruption and dishonestly, more broadly, after Comey’s decision. We cannot 

determine whether that trend would have existed absent of externalities like 

Comey’s renewal of the investigation. However, our data suggests that this news 

event at the end of October correlates with a subsequent surge in advertisements 

                                                      
29 "How Marketing Helped Donald Trump Win the 2016 Election." The Washington 

Post. Accessed December 05, 2016. 
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within the Milwaukee media market that advanced Trump’s criticism of Clinton’s 

corruption. As Figure B shows, these were among the most prevalent topics for 

television advertisements throughout the time frame and market in question.  

Topic 2: Healthcare 

Figure D 

 We coded and sorted another set of advertisements directed at Hillary 

Clinton that related to healthcare. Throughout the campaign, Trump promised to 

“repeal and replace” Obamacare, also known as the Affordable Care Act. 

Furthermore, Trump consistently accused Clinton as acting in advocacy for the 

Affordable Care Act, which she has defended throughout the campaign. Moreover, 

her campaign website, which is still active, claims that she wanted to “continue and 
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expand” the Affordable Care Act. Her campaign website said, “Hillary will stand up 

to Republican-led attacks on this landmark law—and build on its success to bring 

the promise of affordable health care to more people and make a ‘public option’ 

possible. She will also support letting people over 55 years old buy into Medicare.” It 

didn’t help Clinton’s case when news broke in late October that Affordable Care Act 

premiums were set to rise significantly in the coming year. Citing a government 

report, CNN published an article in October claiming that Obamacare premiums 

are set to rise an average of 22% for the benchmark silver plan in 2017. As Figure D 

clearly shows, advertisements mentioning Clinton and healthcare exploded at the 

end of October. Again, we cannot claim that a causative effect between the breaking 

news on Obamacare premiums and campaign spending exists. However, many 

conservatives have long called for the law’s repeal, so it makes logical sense that 

news about rising costs inspired political opportunism with regards to messaging.  
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Topic 3: Paid Maternity Leave 

Figure E 

 One issue where, surprisingly, both sides found common ground is paid 

maternity leave. In September, Trump’s campaign announced that, if elected, he 

would administer six weeks of paid maternity leave. This is similar but less 

ambitious than Clinton’s hypothetical plan of accessing up to 12 weeks of leave 

through the Family and Medical Leave Act (FMLA).30 

Marking a change in tone, Trump ran advertisements in the Milwaukee 

media market touting his policy plan on maternity leave. As shown in Figure E, in 

                                                      
30 Kamisar, Ben. "Trump to Call for Six Weeks Paid Maternity Leave." TheHill. 

2016. Accessed December 05, 2016. 
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the month before the election, Trump’s official campaign messaging broadcasted 

multiple positive advertisements that aimed to describe how his policies would 

benefit working families. One advertisement was shown 194 times from September 

1st until Election Day, another was shown 70 times.31 32Both advertisements were 

run by Trump’s official campaign versus an outside PAC, Super PAC or interest 

group. This deviates from the predominantly negative campaign narrative that is 

clearly embodied in Figure B. 

Topic 4: Climate Change 

Figure F 

                                                      
31 https://archive.org/embed/PolAd_DonaldTrump_llnn8 
32 https://archive.org/embed/PolAd_DonaldTrump_6pa7l 

https://archive.org/embed/PolAd_DonaldTrump_llnn8
https://archive.org/embed/PolAd_DonaldTrump_6pa7l
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 Sixty-four percent of Americans in March 2016 said that they are “worried a 

great deal/ fair amount about global warming.”33 For this reason, we found it odd 

that there were very few advertisements run about climate change in the 

Milwaukee media market. To understand if this lack of ads was anomalous or the 

norm throughout Clinton’s campaign, we looked at Clinton’s advertisements in the 

Tampa Bay, Florida media market. Contrastingly, the most-run advertisement by 

the Clinton campaign in the Tampa Bay media market focused solely on climate 

change. This dual strategy is significant because it raises questions about the 

Clinton campaign’s strategy. Did climate change not poll as an issue for 

Wisconsinites? Did Clinton’s rampage of identity politics include coastal dwellers 

versus flatlanders? While scholars may never fully understand the Clinton 

campaign’s strategy, we can clearly identify that they had different strategies in 

different media markets in different states. 

3. Conclusions 

Our analysis certainly has shortcomings. First, we have no solid metric for 

measuring news salience. Source shortcomings make it difficult to understand just 

how much media coverage was given to each campaign topic. Furthermore, our data 

from the Political Ad Archive is limited, in that, it is limited to the Milwaukee 

media market. However, given the setbacks, campaign narratives continue to be 

responsive to the news cycle and vice versa. Perhaps unsurprisingly, much of the 

                                                      
33 Saad, Lydia, and Jeffrey Jones. "U.S. Concern About Global Warming at Eight-

Year High." Gallup. March 16, 2016. Accessed December 5, 2016. 
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data we were working with showed overwhelmingly negative, attack-based 

criticisms—from both sides. Further scholarly research should expand on these 

preliminary findings into a national context. Furthermore, there is an academic 

research gap with regards to news and its influence on television advertisement 

spending given the recent fallout in news trust.  

 

 


