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Competitive House Races, 2000--2004

n
o
<<
=
©
o
o
S
o
[}
o

1,000 2,000 3,000 4,000 5,000 6,000 7,000

Democratic ads




Competitive Senate Races, 2000--2004
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Obamavs. Clinton (Media Markets), 2008
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lowa---Democrats

—— Clinton
—— Obama
—— Edwards
—— Richardson
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Jan 1, 2007 through Jan 1, 2008




lowa---Republicans

—— Romney

—— Huckabee
— Paul
— Thompson
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Jan 1, 2007 through Jan 1, 2008




Effect of Ads on Voting for Kerry in 2004

@ Exposure to Kerry Ads

W Exposure to Bush ads
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Effect of Ads on Voting for Senate Democrats in 2004

@ Exposure to Democratic Ads

W Exposure to Republican Ads
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Effects of Tone Appeals on Voting for Kerry in 2004

O Kerry Exposure
B Bush Exposure
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Negative Contrast Positive




Effects of Tone Appeals on Voting for Senate Democrat in 2004

@ Democratic Exposure

B Republican Exposure
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