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Abstract

This study quantitatively reviews the empirical studies of

negative political advertising. A method of the combination of

citation analysis and content analysis is used. The citation

analysis examines each individual cited work in 20 selected

studies with respect to its citation information; and the content

analysis investigates these 20 selected studies (citing sources)

in terms of their hypotheses, research questions, and

methodologies. The aggregated information from the individual

cited works and the citing works show that scholars from

communication and other disciplines have strong influence on the

development of the empirical studies on negative political ads,

but communication scholars remain as the driving force. Facing

continuously increased literatures in the area, communication

scholars need to develop a theory or theories to guide the

research. The direction of the research has been moving toward

focusing on the boarder and more general effects of the negative

political ads.
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INTRODUCTION

The research on political advertising is a fast growing area

in the field of political communication. The focus of the

research is on two aspects: the effects of political ads in

general and the effects of negative political ads in particular.

Negative advertising "... attacks the other candidate personally,

the issues for which the other candidate stands, or the party of

the other candidate" (Garramone, 1984, p. 250). Recently,

negative political advertising has become a "hot spot" in the

studies conducted by both scholars and practitioners partially

because the use of negative ads has been widely accepted for

political campaigns.

Among eight presidential campaigns during the period of 1960

through 1988, the percentage of the negative ads in each campaign

had been increasing since the 1970's (Kaid & Johnston, 1991).

This trend remained unchanged in both the 1988 and the 1992

presidential campaigns. For example, in 1992, a total of 63% of

Clinton's advertising on TV and 56% of Bush's were negative in

nature (Devlin, 1993). These percentages were much higher than

what was in the 1988 presidential campaign in which 37% of the

campaign ads on TV was negative.

The research on negative political advertising has been

4
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characterized by various methodologies based on pluralistic

theoretic perspectives. For example, the studies have been

conducted by experimental approach (e.g., Garramone, 1985), by

content analysis (e.g., Trent & Sabourin, 1993), by survey

research (e.g., Merrit, 1984), by case study (e.g., Pfau,

Parrott, & Lindquist, 1992), and by rhetorical analysis (e.g.,

Gronbeck, 1992). Among them, empirical studies take a relative

large portion.

Academic research on negative political ads has become more

visible since the 1980's. The research has evolved several

different stages. Studying the intellectual development of a

research field can help researchers trace its origins, evaluate

its current status, and determine its future directions.

Traditionally, in political communication scholars tend to

provide a review of a research field in a qualitative approach

(e.g., Nimmo & Sanders, 1981; Kaid & Sanders, 1985; Johnston,

1990). However, it is obvious that some measurable

characteristics of the field can be better approached by a

quantitative review. This study uses citation analysis and

content analysis to offer a quantitative review of the empirical

studies on the negative political advertising.

5
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Literature Review

Citations as the indicator

Although the reason for a citation varies from author to

author, and source to source, citations in articles or books

reflect an intellectual relationship between the citing sources

and the cited sources. At a micro-level, for individual authors,

citations and references play an indispensable role in their

intellectual process. By citing others' works, authors

communicate about and define the elements in their evolving

knowledge base (Small & Greenlee, 1989), and indicate both their

understanding of the classics in the area and their contributions

of knowledge into an integrated intellectual property.

Meanwhile, they can also absorb others' thoughts into their own

works. Citations "bind present to past research endeavors

indicating relevance, importance and influence of cited

documents." (Sarabia, 1993, p.12). Thus, citing others' works is

an important part of the practice of academic communities and "it

is a way of paying intellectual debts, of giving credit to others

and of obeying the etiquette of scholarly publication" (Karki,

1996, p. 324).

At a macro-level, for various disciplines, the citation

pattern among and within disciplines is an indicator of a
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discipline's history, maturity, stability, and even future

direction. The sociological significance of citation lies in its

function of scientific continuity (Roche & Smith, 1978).

Aggregating citations of earlier works provides a means for

examining consensus in an academic field (Cozzens, 1988).

Ouestions answered by citation analysis

Citation analysis can serve as a useful tool to study the

intellectual accomplishment of a research field. In natural

science, for example, Magyar (1970) focused on the published

output of the studies on dye laser--a small sub-field of physics.

Analyzing the change of the number of citations on the key

articles over time, he quantitatively described the growth and

the state of the research on dye laser. In a similar approach,

Brooks (1989) found that the size of the superconductivity

research literature had grown three times and become more intense

over time.

There have been many citation studies in social science. In

sociology, for instance, two pairs of researchers (Sengupta &

Kumari, 1991; Small & Greenlee, 1989) explored the AIDS research

literature. Their findings indicated that the change in the

bibliometric structure/citation patterns (i.e., citation age,

citation types, and the citation number on a topic) of the AIDS

7
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research was related to the change in researchers' knowledge of

AIDS. Reid's (1983) study was an example of citation studies in

political science. She applied citation analysis and content

analysis to study the terrorism literature. The findings of her

study showed that terrorism studies had developed into a

scholarly field, and this field had its own core researchers and

publications. In the field of psychology, some studies were: for

example, Cox, Wessel, Norton, and Swinson's (1994) study on

anxiety disorders; Bagby, Parker and Bury's (1990) study on

attribution theory and the theory of cognitive dissonance. The

citation pattern showed that the anxiety disorder research was

not widely disseminated across disciplines due to fewer citations

found in the publications of other disciplines. Bayby et al.

discovered that the change of the citation rate for those two

theories reflected the previous and the current features of the

status of the two theories.

Citation analysis in communication studies

Accordingly, many citation studies have also been conducted

in the field of communication. Parker, Paisley, and Garrett

(1967) investigated the citation patterns of six communication

journals and the journals from other disciplines. The data from

both their citation analysis and their survey questionnaires
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indicated that communication journals cited each other and other

social science journals frequently, but other major social

science journals did not cite communication journals. The inter-

disciplinary exchange seemed to be unidirectional.

Wispe and Osborn's (1982) study focused on four

communication journals. The findings of their citation analysis

echoed those of Parker et al: many citations found in

communication journals were from other disciplines, but the

citations in other non-communication journals were rarely from

communication. Communication research had been influenced by

other disciplines among which psychology had the strongest

impact. Reeves and Borgman (1983), Rice, Borgman and Reeves

(1988), and So (1988) also found that communication literature

was heavily dependent on the literature from other disciplines.

In addition, their findings showed that there was no dominant

journal in communication research, and the lack of such a

dominant journal or journals implied that communication as a

discipline was still at an emerging stage.

In summary, the previous studies have demonstrated that

citation pattern studies examine the roots of cited articles and

describe the intra- and inter- disciplinary influence on a

particular research topic. The analysis of the core authors and

9
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core literatures, and the age of the cited articles reflects the

growth and the state of a research area.

As a research field in political communication studies, the

empirical studies on negative political advertising began to

catch scholars' attention in the 1980's. One apparent reason was

that compared with those in the 1960's and 70's, negative

political ads in the presidential campaigns had been increased

significantly since the 1980's (Kaid & Johnston, 1991). Thus, a

question emerges: Do the empirical studies on negative political

advertising have similar characteristics with other communication

studies in terms of the inter- and intra-disciplinary influence?

In other words, what is the pattern of the scholarly exchanges

which take place between these empirical studies and other

studies in political science, psychology, sociology, and so on?

And what is the impact of the core authors on this topic? This

study makes an attempt to answer these questions.

Research Method

It needs to note that with respect to the research approach,

there are, at least, three limits in the early studies. First,

they approached the interdisciplinary relationship only at a

macro-level and focused on only the citation patterns among

different journals. In fact, as the intellectual roots of a

10
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discipline, special research areas and individual research

articles, in some degree, determine or affect both the status of

this discipline and the relationship between this discipline and

other disciplines. In order to obtain a whole picture of a

discipline, a special research area and individual articles

should be in the consideration.

Second, in the early studies, authors had not addressed the

inherent problems with the method of citation analysis

(MacRoberts & MacRoberts, 1989; Summers, 1984; Lievrouw, 1988).

The problems may be caused by biased citing, self-citing,

different types of citations for various purposes, and the

technical limitations of citation indices and bibliographies.

For example, researchers always collect their data from Social

Sciences Citation Index. However, this index provides only the

index of citations under the first author's name of the original

work. The second and third authors' names are not listed there.

In addition, this index by no means has a comprehensive selection

of the sources (e.g., the journal--Political Communication is not

included). Obviously, these problems will influence the

accuracy of their findings.

Third, many studies have been conducted by researchers

outside the field of study. These researchers were not trained

1L
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to understand the content of the research literature from a

particular field. This inherent weakness may prevent these

researchers from providing a valid interpretation of the findings

of their studies.

In an effort to overcome the limits mentioned earlier, this

study uses a combination of content analysis and citation

analysis. Particularly, the citation analysis focuses on

individual articles in a special research field (empirical

studies on negative political advertising) and identifies the

self-citations from others. The data are collected directly from

the individual articles without using Social Sciences Citation

Index.

The study is divided into two parts. The first part

(Appendix I) concerns the citing sources, in which content

analysis is used. There are several content categories about the

emphases which the research questions or hypotheses make. These

categories are developed from the features of the negative ads.

The "comparison" means "positive ads vs. negative ads". The

"issue ads" concern candidates' opinions on issues, their

campaign promises and policies. The "image ads" consider

candidates' personal characters. The structure of ads has a

twofold meaning. First, it is the structure in the ads. This

12
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structure includes such elements as the use of camera techniques,

sound effects and music, digital techniques and special effects.

Second, it is the structure related to the programming in which

the ads are placed into a context that includes different types

of TV programs (e.g., news, talk shows, sports). The "ads'

sponsors" regard the source of ads, either a candidate himself or

an independent source. The "viewer of ads" deals with viewers'

attitude, emotion, memory and voting behavior. A particular

hypothesis may focus on more than one aspect of the negative ads.

For instance, a hypothesis may concern the comparison between

positive and negative, issue and image ads at the same time.

The second part where citation analysis is applied (Appendix

II) deals with the cited sources, in which each cited source is

coded in terms of its citation information such as the author's

name, the title, and the published date and so on. The

aggregated information of all the cited sources can provide a

picture of the citation pattern (the number of citations from

within and out the discipline, citation age, etc.).

With this combined research method, this study controls the

potential problems previously mentioned. This combination of

research methods "can lead to a 'collective review' of a field"

(Small & Greenlee, 1989, p. 642). Thus, this study offers a

13
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sight of the empirical studies on negative political advertising.

The primary sources for this study are 20 articles published

in major communication journals, obtained from the Firstsearch

online database and the readings from the author's previous

classes. Although they cannot be a complete selection, these 20

articles are certainly good representatives of the empirical

studies on negative political advertising. Two trained graduate

students code the selected 20 articles. Holsti's (1969) formula

has been used to test intercoder reliability. In the first part

(content analysis on citing sources), for the categories

regarding the negative ads, the intercoder reliability yielded

.70.

Data analysis

Citing sources

Of these 20 selected studies, three were published in 1985,

1987, and 1990, one from each year; eight were published in 1984,

1992, 1993, and 1994, two from each year; nine were published in

1988, 1989, and 1991, three from each year. Three different

research methodologies had been used in these 20 studies: fifteen

studies approached by the experimental approach, three by survey

research, and two by content analysis. Nine studies used

university students as their research subjects; the general

14
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public had been used as the research respondents in another seven

studies. There were two studies using a mixture of students and

the general public as their subjects. The two content analyses

used the spots of the negative ad as their research subjects.

Among these 20 studies, there was a total of 49 hypotheses

stated and 19 research questions raised. Thirty of these 49

hypotheses were supported by the research findings, and 14 were

not supported. The rest of them were partly supported. As

mentioned previously, in each research hypothesis or research

question, there may be more than one emphasis made. Therefore,

the total number of the emphases made in the hypotheses and

research questions are not equal to the total numbers of the

hypotheses and the questions. Among the hypotheses and the

research questions, direct comparisons of positive ads and

negative ads had been made six times; the aspects of the negative

issue and image ads were included for 13 and 19 times,

respectively. The sponsors and the structures of the negative

ads had been the foci for seven and eight times, respectively.

Not surprisingly, the ultimate target of the negative ads-

viewers had caught researchers' great attention, 38 times

mentioned in the statement of research hypotheses and questions.

15
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Cited sources

Among these 20 articles, a total of 596 citations had been

made. Of these 596 citations, 308 citations were from the field

of communication, 110 from political science, 94 from psychology,

55 from business, and 29 from other disciplines (see Table 1 at

the end of this article). Of the same amount of the citations,

334 citations were made from journal articles, 209 from books or

book chapters, 27 from the conference papers, and 26 from other

types of publications (see Table 2).

Core authors and core literatures. The self citations

(authors' citing his own work) took a very small proportion (48

out of 596) of the total citations, which is about 8 %.

Therefore, it is reasonable to use the frequencies of the number

of times authors were cited as the indicator to determine the

core authors in the studies of negative political advertising.

Unlike the previous citation studies in which only the first

author of the cited work was included, this study includes not

only the first author but also the second and the third author of

the cited work. The cited frequencies thus are based on the

total numbers of times a particular author appeared as either the

first or the second or the third author of the cited work.

The cited frequencies of these core authors in the research

1
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on negative political advertising are in Table 3. Garramone had

been cited for 42 times, leading all of the cited authors. Kaid

who had been cited for 25 times is at second place. Following

these two authors, Michael Burgoon is at the third place with 18

times.

Accordingly, in Table 4, the cited frequencies of the works

determine the core literatures in this field. New Perspectives

on Political Advertising, edited by Kaid, Nimmo, and Sanders, had

been cited 17 times as the leading literature in this research

area. Television and political advertising: Psychological

processes (Biocca edited) is at the second place with 16 times

cited. Two journal articles, Garramone's (1985) and Merritt's

(1984), are at the third place, each with 13 times cited. From

Table 3 and Table 4, it is clear that the works from the core

authors are also the core literatures which influence the

research on negative political advertising (see, for example,

Garramone's and Kaid's works).

Major journals. In terms of the impact of the journals on

the studies of negative political ads, Journalism Quarterly (now

Journalism and Mass Communication Quarterly) is leading other

journals; there had been 33 times that the articles from this

journal being cited (see Table 5). The articles from Journal of

17
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Broadcasting & Electronic Media (included previous Journal of

Broadcasting) had been cited 28 times. Journal of Advertising

has 24 times. However, unlike the core authors and core

literatures which consist of the scholars and the works mainly

from the field of communication, the major journals for the

studies of negative political advertising have a diversity of

disciplinary orientations. For instance, Journal of Advertising

and Journal of Consumer Research are business oriented. Journal

of Personality and Social Psychology and Psychology Review are

from the discipline of psychology, and American Journal of

Political Science and American Political Science Review are from

political science.

Change of the citation pattern. In Table 6, a distribution

of the cited works by their published year is given. Clearly,

there are four groups in terms of the number of times cited from

the works published in a particular year. From 1935 to 1960, the

numbers are below five; from 1961 to 1971, the numbers are close

or above five, but not more than ten. During 1972 to 1983, such

numbers are relatively larger than the previous periods; the

numbers are close or above 20 (except the year of 1979). During

1984 to 1991, the numbers seem to reach another level at which

many of them are close or even higher than 30.

18
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In order to get a detailed picture of this pattern in terms

of the distribution of the citations from different disciplines,

a further statistical analysis is given to the last two groups

(see Table 7). A Chi-square test shows the existence of the

significant difference between the two periods: 1972 to 1983, and

1984 to 1991. Intuitively, the change was due to: (a)the

significant increase of citations from the field of communication

and business (from 117 times to 162 times, and from 13 times to

36 times, respectively), and (b) the decrease of citations from

both political science and psychology (from 63 times to 35 times,

and from 38 times to 23 times, respectively).

Citing age. Citing age is defined as the difference

between the cited year and the published year for the cited work.

In general, the citing age is shorter for a work from the field

of communication than from other disciplines (Table 8). It shows

that most of the citations from communication were made from the

works published only two years ago (the number of the mode in

Table 8), but for the citations from the works in political

science, psychology, and business, most likely these works were

published five, seven, and four years ago, respectively.

Discussion

The hypotheses and research questions in the studies of

19
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negative political advertising concern many aspects of the

effects of the negative ads: comparisons of the positive ads and

the negative ads, issue and image ads, sponsors and structures of

the negative ads, and the viewers' emotional and memorial process

in watching the negative ads and the viewers' voting behavior.

The results from the content analysis of these studies show that

there have been an overwhelmed number of hypotheses and research

questions emphasizing viewers' attitude, emotion, memory and even

the voting behavior. This reflects clearly that in terms of the

research emphasis the studies of negative political advertising

have been developed from focusing on the only "narrow strategic

effects" of negative political advertising toward a new phase

(Garramone, et al. 1990). In this new phase, the boarder and

more general effects of the negative ads have been studied. With

this regard, it is predicable that cognitive and emotional

learning theories, consumer behavior theories and voting theories

will play an important role in guiding the future research in

this area. Noticeably, all these theories were originally

developed in other disciplines. Thus the interdisciplinary

nature of the negative political advertising research will remain

the same.

The content analysis in this study also shows that in terms

20
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of research methodology, experimental study takes a more active

role. The majority of the studies were conducted by this

approach. This approach helps researchers find the causal

explanation between the variables. However, using only college

students as the experiment subjects may cause some potential

problems. The characteristics of college students are different

from those of the viewers in a real campaign situation.

The core authors and core literatures are mainly from the

field of communication. This indicates that the driving force

for the research on negative political advertising is from within

the field of communication studies itself. The studies of the

negative political ads are heavily dependent on the development

of the field itself. In other words, the intra-disciplinary

influence is a major factor to determine the nature and the stage

of the development of the research on negative political

advertising. As a matter of fact, there are more than half of

the total citations from within communication (see Table 1).

On the other hand, major journals cited for the research in

this area are composed of ones from various disciplines. This

reflects the inter-disciplinary impact on the studies of negative

political advertising. This impact may not be as strong as what

from within the field of communication studies, but it certainly

2.
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cannot be ignored. Particularly, as mentioned earlier, some

future directions of the research in this area are, in some

degree, based on the application of the theories from other

disciplines, such as cognitive and emotional learning theories

from psychology, and voting behavior theories from political

science. However, only could those being proved over time to be

well-supported findings and well-established theories from these

disciplines be used by communication scholars in their studies.

The longer citation age of the works from the above disciplines

suggests this point.

The research on negative political advertising is a growing

area. Compared to the early periods, the literatures related to

this research topic from within communication increased

significantly during 1984 to 1991 (see Table 7). The amount

(size) of the literatures reflects the degree of scholars'

involvement with the research on negative political advertising

and their knowledge of the negative political ads. The short

citation age for the literatures from communication also

indicated the fast growing rate of this research area. The more

the studies have been done, the more literatures are available.

Scholars can have more choices to get updated research findings

from others, and then the citation age became short.

22
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However, the tendency to have a short citation age also

indicates that in this growing area there are fewer or no

dominant communication theory guiding the studies. Probably, the

studies were still at their early stage on which scholars were

constantly making their efforts to develop theories for the

research in this area. Up to this point, there are still many

challenging questions remaining.

Conclusion

The attempt of using a combination of citation analysis and

content analysis to give a quantitative review of a research area

is certainly on the early stage. This review surveys the

empirical studies on negative political advertising, and the

findings are encouraging. The studies of negative political

advertising have become a unique research area in political

communication. The works of scholars within communication and

scholars from other disciplines have strong influence on the

development of this research area. In addition to borrow the

theories from other disciplines, communication scholars, as the

driving force for the studies of negative political advertising,

need to make a great effort to develop a theory or theories to

guide the research.

23
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Table 1

Distribution of the citations, by the disciplines

Disciplines the number of citations

Communication 308

Political Science 110

Psychology 94

Business 55

other 29

Total 596

24
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Table 2

Distribution of the citations, by the types of publication

Types of publications The number of citations

Journal articles 334

Books or book chapters 209

Conference papers 27

other 26

Total 596
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Table 3

Core authors in the studies of negative political advertising

Core authors' names The number of citations received

Garramone, G. M. 42

Kaid, L. L. 25

Burgoon, M. 18

McGuire, W. J. 13

Merritt, S. 13

Pfau, M. 13

Stewart, C. J. 11

Reeves, B. 10

Surlin, S. 9

Bates, S. 8

Davidson, D. K. 8

Diamond, E. 8

Gordon, T. 8

Copeland, G. A. 7

Miller, M. D. 7

Patterson, T. E. 7

Sabato, L. J. 7

Sanders, K. R. 7

Thorson, E. 7
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Table 4

Core literatures in the studies of negative political advertising

Titles for the core literatures The number of citations received

New perspectives on political
advertising

17 (L. L. Kaid, D. Nimmo, & K. R.
Sanders eds. 1986)

Television and political advertising:
Psychological processes

16 (F. Biocca ed. 1991)

Effects of negative political
advertisng: The roles of sponsors and
rebuttal

13 (Garramone, G. M., 1985. Journal
of Broadcasting & Electronic
Media, 29,147-159)

Negative political advertising: Some
empirical findings

13 (Merritt, S., 1984. Journal of
Advertising, 13, 27-38)

Voter responses to negative political
ads

10 (Garramone, G. M., 1984.
Journalism Quarterly, 61, 250-259)

How values affect attitudes toward
direct reference political
advertising

9 (Srulin, S. H.,& Gordon, T. F.
1977. Journalism Quarterly, 54,
89-98)

Voter perception of mudslinging in
political communication

8 (Stewart, C. J. 1975. Central State
Speech Journal, 26, 279-286)

Elements of videostyle: Candidate
presentation through television
advertisng

6 (Kaid, L. L. & Davidson, D. K.
1986. In New perspectives on
political advertising, 184-209)

Political television commercials: An
experimental study of type and length

6 (Kaid, L. L. & Sanders, K. R. 1978.
Communication Research, 5, 57-70)

The rise of political consultants:
New ways of winning elections

6 (Sabato, L. 1981.)

Issue versus image orientation and
effects of political advertising

5 (Garramone, G. M. 1983.
Communication Research, 10, 59-76)

30-second politics: Political
advertising in the eighties

5 (Kern, M. 1989.)

The relationship between violations
of expectations and the induction of
resistance to persuasion

4 (Miller, M. D., & Burgoon, M.
1979. Human Communication
Research, 5, 301-313)

Appeals and strategies of negative
political advertising

4 (Roddy, B. L. & Garramone, G. M.
1988. Journal of Broadcasting &
Electronic Media, 32,415-427)
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Table 5

Major journals for the studies of negative political advertising

Titles of the publications The number of citations from

Journalism Quarterly 33

Journal of Broadcasting & Electronic
Media

28

Journal of Advertising 24

Human Communication Research 21

Communication Research 18

Journal of Personality and Social
Psychology

18

Public Opinion Quarterly 15

Central State Speech Journal 10

Journal of Communication 10

American Journal of Political Science 9

American Political Science Review 7

Journal of Advertising Research 7

Journal of Applied Social Psychology 6

Psychology Review 6

Communication Quarterly 5

Journal of Consumer Research 5

28
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Table 6

Distribution of the cited works, by the published year

YR YR # YR

* 1 1966 7 1981 24

1935 2 1967 3 1982 23

1936 1 1968 4 1983 22
1948 1 1969 5 1984 51

1949 1 1970 6 1985 35

1951 3 1971 8 1986 43

1952 1 1972 11 1987 21

1954 2 1973 20 1988 27
1957 3 1974 17 1989 35

1960 4 1975 24 1990 19

1961 8 1976 19 1991 36
1962 3 1977 19 1992 11

1963 2 1978 28 1993 2

1964 3 1979 8

1965 7 1980 26
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Table 7

Distribution of the citations in two periods, by the disciplines

1972-1983 1984-1991

Communication 117 162

Political Science 63 35

Psychology 38 23

Business 13 36

Other 10 11

Chi-square test Chi-square=28.53 ***p<.001

30



A Quantitative Review 30

Table 8

The citing age of the citations, by the disciplines

Mean (year) Median (year) Mode (year)

Communication 8.3 6.5 2.0

Political Science 9.5 8.0 5.0

Psychology 16.4 14.5 7.0

Business 7.8 6.0 4.0
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Appendix I

Citation Analysis of the Empirical Studies on
Negative Political Advertising--Coding Sheet

Part I Citing Source
1 Coder:
2 Article number:
3 1st Author's name:
4 2nd Author's name:
5 3rd Author's name:
6 4th Author's name:
7 Publication year:
8 Title for the article:
9. Beginning page:
10. Type of the publication:
11. Title of the publication:
12. Discipline of the publication:
13. Number of the references:
With respect to the negative political ads:
14.

15.

16.

17.

18.

19.

20.

21.

22.

23.

24.

25.

26.

Number of the hypotheses:
Number of the research questions:
Number of the hypotheses/supported:
Number of the hypotheses/non-supported:
Number of the hypotheses/part-supported:
Methodology used:
Status of the samples:
Number
Number
Number
Number
Number
Number

of the hypo/ques
of the hypo/ques
of the hypo/ques
of the hypo/ques
of the hypo/ques
of the hypo/ques

focusing
focusing
focusing
focusing
focusing
focusing

32

on comparison
on campaign issues:
on candidate's image
on Ads' sponsors:
on Ads' structures:
on viewers of Ads:

of Ads:
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Appendix II

Citation Analysis of the Empirical Studies on
Negative Political Advertising--Coding Sheet

Part II Cited Source

27. Coder:
28. Source article number:
29. Reference Number for the cited article:
30. 1st author's name of the cited article:
31. 2nd author's name of the cited article:
32. 3rd author's name of the cited article:
33. Type of cited source:
34. Publication year:
35. Cited year:
36. Title for the cited article:
37. Title for the publication:
38. Discipline of the publication:
39. Cited source is

self-citation:
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Twenty Selected Articles

Cappella, J. N., & Jamieson, K. H. (1994). Broadcast

adwatch effects: A field experiment. Communication Research, 21,

342-365.

Cohen, J., & Davis, R. G. (1991). Third-person effects and

the differential impact in negative political advertising.

Journalism Quarterly, 68,680-688.

Garramone, G. M. (1984). Voter responses to negative

political ads. Journalism Quarterly, 61, 250-259.

Garramone, G. M. (1985). Effects of negative political

advertising: The roles of sponsor and rebuttal. Journal of

Broadcasting & Electronic Media, 29, 147-159.

Garramone, G. M., Atkin, C. K., Pinkleton, B. E., & Cole, R.

T. (1990). Effects of negative political advertising on the

political process. Journal of Broadcasting & Electronic Media,

34 299-311.

Garramone, G. M., & Smith, S. J. (1984). Reactions to

political advertising: Clarifying sponsor effects. Journalism

Quarterly, 61, 771-775.

Johnson-Cartee, K. S., & Copeland, G. (1989). Southern

voters' reaction to negative political ads in 1986 election.

Journalism Quarterly, 66, 888-893, 986.
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Kaid, L. L.,& Boydston, J. (1987). An experimental study

of the effectiveness of negative political advertisements.

Communication Quarterly, 35, 193-201.

Kaid, L. L., Chanslor, M., Hovind, M. (1992). The

influence of program and commercial type on political advertising

effectiveness. Journal of Broadcasting & Electronic Media, 36,

303-320.

Payne, J. G., & Baukus, R. A. (1988). Trend analysis of

the 1984 GOP senatorial spots. Political Communication and

Persuasion, 5, 161-177.

Pfau, M., & Burgoon, M. (1988). Inoculation in political

campaign communication. Human Communication Research, 15, 91

111.

Pfau, M., & Burgoon, M. (1989). The efficacy of issue and

character attack message strategies in political campaign

communication. Communication Reports, 2, 53-61.

Pfau, M., Kenski, H. C., Nitz, M., & Sorenson, J. (1990).

Efficacy of inoculation strategies in promoting resistance to

political attack messages: Application to direct mail.

Communication Monographs, 57, 25-43.

Pfau, M., & Louden, A. (1994). Effectiveness of adwatch

formats in deflecting political attack ads. Communication
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Research, 21, 325-341.

Roddy, B. L., & Garramone, G. M. (1988). Appeals and

strategies of negative political advertising. Journal of

Broadcasting & Electronic Media, 32, 415-427.

Schaffer, S. A. & Dantico, M. K. (1991). Negative

advertising in the 1980 senate races: Does the truth ever catch

the lie? Political Communication Review, 3, 1-14.

Shapiro, M. A., & Rieger, R. H. (1992). Comparing positive

and negative political advertising on radio. Journalism

Ouarterly, 69, 135-145.

Thorson, E., Christ, W. G., & Caywood, C. (1991). Effects

of issue-image strategies, attack and support appeals, music, and

visual content in political commercials. Journal of Broadcasting

& Electronic Media, 35, 465-486.

Tinkham, S. F., & Weaver-Lariscy, R. A. (1993). A

diagnostic approach to assessing the impact of negative political

television commercials. Journal of Broadcasting & Electronic

Media, 37, 377-399.

Trent, J. S., & Sabourin, T. (1993). Sex still counts:

Women's use of televised advertising during the decade of the

80's . Journal of Applied Communication Research, 21, 21-40.

36



A Quantitative Review 36

References

Bagby, M. R., Parker, J. D., & Bury, A. S. (1990). A

comparative citation analysis of attribution theory and the

theory of cognitive dissonance. Personality and Social

Psychology Bulletin, 16, 274-283.

Chubin, D. E., & Moitra, S. D. (1975). Content analysis of

references: Adjunct or alternative to citation counting? Social

Studies of Science, 5, 423-441.

Cox, B. J., Wessel, I., Norton, G. R., & Swinson, R. P.

(1994). Citation patterns in anxiety disorders research in 14

journals: 1990-1991. American Journal of Psychiatry, 151, 933-

936.

Cozzens, S. E. (1988). Social control and multiple

discovery in science: the opiate receptor case. Albany, New

York: State University of New York Press.

Devlin, L. P. (1993). Contrasts in presidential campaign

commercials of 1992. American Behavioral Scientist, 37, 270-290.

Garramone, G. M. (1984). Voter responses to negative

political ads. Journalism Quarterly, 61, 250-259.

Garramone, G. M. (1985). Effects of negative political

advertising: The roles of sponsor and rebuttal. Journal of

Broadcasting & Electronic Media, 29, 147-159.



A Quantitative Review 37

Gronbeck, B. E. (1992). Negative narrative in 1988

presidential campaign ads. Ouarterly Journal of Speech, 78,

333-346.

Holsti, 0. (1969). Content analysis for the social sciences

and humanities. Reading, MA: Addison-Wesley.

Johnston, A. (1990). Trends in political communication: a

selective review of research in the 1980s. In D. Swanson & D.

Nimmo (Eds.), New directions in political communication: a

resource book, (pp. 329-362). Newbury Park, CA: Sage.

Kaid, L. L., & Sanders, K. R. (1985). Survey of political

communication theory & research. In K. R. Sanders, L. L. Kaid, &

D. Nimmo (Eds.), Political Communication Yearbook 1984, (pp. 283-

308). Carbondale, IL: Southern Illinois University Press.

Kaid, L. L., & Johnston, A. (1991). Negative versus

positive television advertising in U.S. presidential campaigns,

1960-1988. Journal of Communication, 41, 53-64.

Karki, R. (1996). Searching for bridges between

disciplines: An author co-citation analysis on the research into

scholarly communication. Journal of Information Science, 22,

323-334.

Lievrouw, L. A. (1988). Four programs of research in

scientific communication. Knowledge in Society, 1(2), 6-22.



A Quantitative Review 38

Nimmo, D. & Sanders, K. R. (1981). Introduction: The

emergence of political communication as a field. In D. Nimmo &

K. Sanders (Eds.), Handbook of Political Communication, (pp.11-

36). Beverly Hills: Sage.

Parker, E., Paisley, W., & Garrett, R. (1967).

Bibliographic Citations As Unobtrusive Measures of Scientific

Communication. Stanford, CA: Institute for Communication

Research.

Pfau, M., Parrott, R., & Lindquist, B. (1992). An

expectancy theory explanation of the effectiveness of political

attack television spots: A case study. Journal of Applied

Communication Research, 20, 235-253.

Reid, E. F. (1983). An analysis of terrorism literature: A

bibliometric and content analysis study. University of Southern

California: Dissertation.

Reeves, B., & Borgman, C. L. (1983). A bibliometric

evaluation of core journals in communication research. Human

Communication Research, 10, 119-136.

Rice, R. E., Borgman. C. L., & Reeves, B. (1988). Citation

networks of communication journals, 1977-1985. Human

Communication Research, 15, 256-283.

Roche, T., & Smith, D. L. (1978). Frequency of citations

39



A Quantitative Review 39

as criterion for the ranking of departments, journals, and

individuals. Sociological Inquiry, 48, 49-57.

Sarabia, M. Z. T. (1993). Citation analysis and the impact

of journalism and mass communication publication (1970-1990).

Dissertation, Oklahoma State University.

So, C. Y. K. (1988). Citation patterns of core

communication journals: An assessment of the developmental status

of communication. Human Communication Research, 15, 236-255.

Sengupta, I. N.,& Kumar, L. (1991). Bibliometric analysis

of AIDS Literature. Scientometrics, 20 (1), 297-315.

Small, H., & Greenlee, E. (1989). A co-citation study of

AIDS research. Communication Research, 16, 642-666.

Summers, E. (1984). A review and application of citation

analysis methodology to reading research journal literature.

Journal of the American Society for Information Science, 35, 332-

343.

Trent, J. S., & Sabourin, T. (1993). Sex still counts:

Women's use of televised advertising during the decade of the

80's . Journal of Applied Communication Research, 21, 21-40.

Wispe, L., & Osborn, C. (1982). Citation patterns in

communication: A study of interdisciplinary influences.

Association for Communication Administration Bulletin, 42, 32-39.

40



egs-0543-5
Would yo ike to put

o't OF
?AV"

,-.041(4i.r9e/04twr. A
gtilen
V4,401
V167 *fre°1171Ns, %tp2. vir

your paper in ERIC? Please send us a dark,

U.S. Department of Education
Office of Educational Research and Improvement (OERI)

Educational Resources Information Center (ERIC)

REPRODUCTION RELEASE

I. DOCUMENT IDENTIFICATION:

(Specific Document)

clean copy!

IC

Title: Paper presented at the Annual Meeting of the Speech Communication Association (1996)

Author(s): y
Corporate Source: Publication Date:

Nov.23-26, 1996

II. REPRODUCTION RELEASE:
In order to disseminate as widely as possible timely and significant materials of interest to the educational community, documents announced

in the monthly abstract journal of the ERIC system, Resources in Education (RIE), are usually made available to users in microfiche, reproduced
paper copy, and electronic/optical media, and sold through the ERIC Document Reproduction Service (EDRS) or other ERIC vendors. Credit is
given to the source of each document, and, if reproduction release is granted, one of the following notices is affixed to the document.

If permission is granted to reproduce and disseminate the identified document, please CHECK ONE of the following two options and sign at
the bottom of the page.

Check here
For Level 1 Release:
Permitting reproduction in
microfiche (4" x 6" film) or
other ERIC archival media
(e.g., electronic or optical)
and paper copy.

Sign
here-)
please

The sample sticker shown below will be

affixed to all Level 1 documents

PERMISSION TO REPRODUCE AND
DISSEMINATE THIS MATERIAL

HAS BEEN GRANTED BY

TO THE EDUCATIONAL RESOURCES
INFORMATION CENTER (ERIC)

Level 1

The sample sticker shown below will be
affixed to all Level 2 documents

PERMISSION TO REPRODUCE AND
DISSEMINATE THIS

MATERIAL IN OTHER THAN PAPER
COPY HAS BEEN GRANTED BY

\C'C?

TO THE EDUCATIONAL RESOURCES
INFORMATION CENTER (ERIC)

Level 2

Documents will be processed as indicated provided reproduction quality permits. If permission
to reproduce is granted, but neither box is checked, documents will be processed at Level 1.

Check here
For Level 2 Release:
Permitting reproduction in
microfiche (4" x 6" film) or
other ERIC archival media
(e.g., electronic or optical),
but not in paper copy.

hereby grant to the Educational Resources Information Center (ERIC) nonexclusive permission to reproduce and disseminate
this document as indicated above. Reproduction from the ERIC microfiche or electronic/optical media by persons other than
ERIC employees and its system contractors requires permission from the copyright holder. Exception is made for non-profit
reproduction by libraries and other service agencies to satisfy information needs of educators in response to discrete inquiries.'

Signature:

OrganizatiSeAddress:

of Corr, vr, u.";
1A-Kstversii of 0 k...14-67.sx\
k)o-rrn , 73ol1(

Printed Name/Position/Title:

YAMG-
Telephone:

40 5) 3 Z S Ros-1
FAX:

E-Mail Address:

ya.hi e 0 u .

Date:

3/17/1177
In war'



III. DOCUMENT AVAILABILITY INFORMATION (FROM NON-ERIC SOURCE):

If permission to reproduce is not granted to ERIC, or, if you wish ERIC to cite the availability of the document from another source,
please provide the following information regarding the availability of the document. (ERIC will not announce a document unless it is
publicly available, and a dependable source can be specified. Contributors should also be aware that ERIC selection criteria are
significantly more stringent for documents that cannot be made available through EDRS.)

Publisher/Distributor:

Address:

Price:

IV. REFERRAL OF ERIC TO COPYRIGHT/REPRODUCTION RIGHTS HOLDER:

If the right to grant reproduction release is held by someone other than the addressee, please provide the appropriate name and address:

Name:

Address:

V. WHERE TO SEND THIS FORM:

Send this form to the following ERIC Clearinghouse:

ERIC EC
2805 E. Tenth Street
Smith Research Center, 150
Indiana University
Bloomington, IN 47408

However, if solicited by the ERIC Facility, or if making an unsolicited contribution to ERIC, return this form (and the document being
contributed) to:

4141C-Rzocassing_and-liefereace_Eacilliy
4440-Weet-Streetr td-r-foar

-La4weir Mapfiawd-20707-ases

Teterrhvrrelset=4974ese

set,-953,4e6g
a-meiteerfefee@irnyteelmicer

WWW1-40trmYerichrc:Frfccard=c7carrr
(Rev. 6/96)


