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ABSTRACT 
 

Political advertising has been researched for decades with the respect to the 

effectiveness of negative advertisements versus positive or neutral advertisements.  The 

research has also examined into the effectiveness of political advertising based on the 

gender of the political candidate.  However, little research has analyzed political parties 

and their attempt to frame women in televised political advertisements. A gender gap has 

been present since 1980, but in the 2004 election George W. Bush increased his number 

of female voters by five percent.  This factor reveals the need to discover if framing 

women in political advertising potentially played a role in this increase.   

A content analysis of each advertisement was performed to analyze the attempt to 

frame through the advertisements.  Many significant findings resulted from the data 

collected including George W. Bush was marginally more likely to feature women in his 

advertisements and more likely to feature women in major roles in his advertisements.  It 

was also suggested that advertisements that featured women were far more likely to have 

a positive tone and were more likely to be abstract.   

 
 
 
 
 
 

 vi



                                                                                  

CHAPTER I 
 

INTRODUCTION 
 
 

Statement of the Problem 
 

Political advertising has been researched for decades with respect to the 

effectiveness of negative advertisements versus positive or neutral advertisements.  The 

research has also examined into the effectiveness of political advertising based on the 

gender of the political candidate.  However, little research has analyzed political parties 

and their attempt to frame women in televised political advertisements.  Since 1980, voter 

records indicate that more women have voted for the Democratic candidate in 

presidential elections.  In the 2004 election, Kerry ultimately won the female vote with 51 

percent (Gender Gap Persists, 2004).  Nonetheless this percentage was down from the 

2000 election where Gore captured 54 percent of the women’s vote.  However, Bush’s 

rating from female voters had increased from 43 percent in 2000 to 48 percent in 2004 

(Gender Gap Persists, 2004).  This discovery raises the question of what could have 

caused this shift in the gender gap?   

 

Purpose of Study 

The purpose of the study was to investigate through second-level agenda setting 

whether the framing of women in the 2004 presidential political advertisements could 

have played a role in the shift of the gender gap.  This study examined the 2004 

presidential advertisements from President George W. Bush and Democratic candidate 

John Kerry.  The advertisements were collected from homepages www.georgewbush.com 
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and www.johnkerry.com.  A content analysis of each advertisement was performed to 

analyze the attempt to frame through the advertisements.  Ghanem’s (1997) attribute 

dimensions were used for the analysis. 

The research about women and politics has been immense but the research has not 

attempted to frame women through political communication.  A gender gap has been 

present since 1980, but in the 2004 election George W. Bush increased his number of 

female voters by five percent.  This factor reveals the need to discover if framing women 

in political advertising potentially played a role in this increase. 
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CHAPTER II 
 

LITERATURE REVIEW 
 
 

The Gender Gap and Political Issues 
 

The Center for American Women and Politics defines the gender gap as the 

differences between men and women in their political views and choices (The Gender 

Gap and the 2004, 2004).   The gender gap consists of the differences between the 

genders, not within the genders.  Even if the men and women favor the same candidate, 

the level of support could be in different margins, leading to a gender gap.  The gender 

gap has continually widened, becoming more prominent especially in attitudes towards 

issues and party identification (The Gender Gap: Voting, 1997).   

There are several issues where a gender gap is very apparent (The Gender Gap: 

Attitudes, 1997).  Recent polls by the Center for American Women and Politics (CAWP) 

have found that women are more likely to support a more activist government, oppose 

military intervention in other countries, support quality healthcare programs that meet 

basic needs, support firearm restrictions and support affirmative action and efforts (The 

Gender Gap: Attitudes, 1997).   

The only issue that has not resulted in a gender gap is the war on terrorism 

(Crawford, 2004).  While women were usually less likely to support the use of military 

force now since the 9-11 attacks, men and women alike support the use of military to 

protect their families and communities (Crawford, 2004).  In October 2001, 47 percent of 

women supported increased defense budgets while earlier in the year only 24 percent 

 3



                                                                                  

supported such an increase.   The effect of the gender gap not only reaches into political 

issues but also party identification.    

The Gender Gap and Party Identification 

 In the 1960s, women were more likely to identify with the Republican Party 

than the Democratic Party.  For example, Richard Nixon carried the women’s vote in the 

1960 election versus Democrat John F. Kennedy (Crawford, 2004).  However, in 1980 

the table turned as Democratic candidate Jimmy Carter captured the female vote and a 

gender gap has persisted in every presidential election since (Crawford, 2004).  This 

supports the research findings that indicate that women have been more likely to support 

Democratic candidates while men were more likely to be in favor of Republican 

candidates (Crawford, 2004).  Furthermore, in the 1996 presidential election, an eleven-

point gender gap separated candidates Bill Clinton and Bob Dole (The Gender Gap: 

Voting, 1997).  Not to mention, Gore won the women’s vote by eleven percent in the 

2000 presidential election, (Crawford, 2004).  This trend continued as John Kerry 

maintained the lead although with a smaller margin, by winning 51 percent of women’s 

votes in the 2004 election (Gender Gap Persists, 2004).   

The traditional stereotypes of Republicans and Democrats no longer hold true.  

The historical stereotypes of rich Republicans and working class Democrats have been 

overcome by more complicated concerns of social issues and values (Page, 2003).   Each 

candidate must now work to maintain current supporters while also working to regain lost 

voters.  One of the most difficult groups to target is women due in part to the political 

split of married versus unmarried women (Kennedy, 2003). Married women tend to vote 
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the same as men, and more men vote Republican (Kennedy, 2003).  In 2002, Anna 

Greenberg, a Harvard University assistant professor, identified “moral traditionalism” 

that attracted married women to vote for Republican candidates (Crawford, 2004).  A 

2002 mid-term election showed 56 percent of married women voting for Republican 

candidates versus 39 percent of unmarried women (Crawford, 2004).   Another example 

of this split was in 2000 presidential election when the Republican candidate lacked 

popularity among unmarried women, which make up one-fifth of the electorate 

(Kennedy, 2003).   

 Unmarried women, including never married, divorced and widowed, make up 42 

percent of all registered women voters.  This group is most concerned with health care, 

employment, education, job security and retirement (Crawford, 2004).  According to 

Women’s Voices, a nonprofit organization working to increase women’s voter 

registration, there were 21 million unmarried women who never cast a ballot on Election 

Day (Crawford, 2004).  This large number of unmarried female voters who do not 

participate in elections further indicate why women voters could play such a large role in 

election outcomes if empowered to do so.   

 More women than men have voted in every election since 1964 (The Gender Gap 

and the 2004, 2004).  In 2000, an eligible female voter was more likely to cast a vote in 

the next election than a registered male voter (Crawford, 2004).  In the 2004 election, 

President George W. Bush increased the percentage of female voters from 43 percent in 

2000 to 48 percent in 2004 (Gender Gap Persists, 2004).  Also, in the 2004 election 

President Bush captured the popular vote, which he failed to accomplish in the 2000 
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election.   The Center for American Women and Politics at Rutgers University claims 

that Bush’s ability to increase female voter support was a major reason why he took the 

popular vote (Gender Gap Persists, 2004).  The popular vote victory by George W. Bush 

reiterates the importance of targeting and appealing to women through political 

advertising.  

Gender and Advertising 

    Shavitt and Lowrey (1998) analyzed the general public’s personal confidence in 

advertising.  Numerous demographic factors were analyzed in reference to advertising 

attitude including gender.  The results indicated that women reported being more often 

offended by advertising.  As revealed by Coltrane and Adams (1997) in an analysis of 

television commercials in the 1990s, women featured in the sample of advertisements 

were less prevalent, shown with families, unemployed or if employed featured in clerical 

positions, less likely to display active behavior or shown as sex objects.   

Masculinity and femininity are both portrayed through the products and characters 

advertised, but females are still more likely to have a negative perception toward 

stereotypical roles in ads (Wolin, 2003).  Women tend to react more negatively toward 

fast, loud music and may require more exposure to the advertisement before they will be 

convinced to purchase a product (Meyers-Levy & Sternthal, 1991).  Brand gender played 

an important role when creating an advertisement as women prefer feminine brands but 

are acceptable of masculine brands versus men who only accept masculine products 

(Wolin, 2003; Till & Priluck, 2001). 
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 Till and Priluck (2001) showed that gender is a strong basis for self- identification 

and gender influences brand preferences.  Gender has been found to play a role in 

purchasing, advertising response, product judgment, processing and learning (Till & 

Priluck, 2001).  Prakash (1992) discovered during an experiment that women preferred 

advertisements that portray women socializing in competitive environments but 

preferably in non-sports settings.  However, women also liked advertisements that were 

non-competitive compared to men who only preferred advertisements that featured 

competitive events.  Women preferred both small and large social groups, but they 

especially favor more liberated male-female sex-role interaction (Prakash, 1992).  

Meyers-Levy and Sternthal (1991) discovered that women also have a lower threshold for 

elaborating on message cues allowing women to process information more 

comprehensively.    

It has long been thought that the general public’s attitude toward advertising 

reflects the consumer’s reaction to the advertisement (Mehta, 2000; Bauer & Greyser, 

1968; Lutz, 1985).  More specifically, Bush, Smith and Martin (1999) found gender had a 

significant effect on attitude towards an advertisement.  They found females had a more 

positive attitude toward advertisements than men.  This result contradicts the research by 

Shavitt and Lowrey (1998) that indicated that men had a more positive view of 

advertising.  Feick and Price (1987) identified many women as “market mavens,” who 

tend to know about many products, shops and markets.  This fact reinforces the 

importance of targeting women through advertising and more specifically political 

advertising.   
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Higgins (2004) found that women were receiving messages from political 

advertisements more often than men.  Also, he found that 45 percent of women sampled 

believed that politicians made their positions more clear in advertisements compared to 

14 percent of men.   

Advertising serves as a vital tool in political elections.  Due to the fact that more 

women vote in elections than men it is important to understand women’s responses to 

political communication.  The ability to frame female voters through political 

advertisements could have played a part in the Republican increase in female voters in 

2004.  This factor lead to the selection of second-level agenda-setting to determine each 

party’s attempt to frame women in the 2004 presidential advertisements.     

 
Agenda-Setting Theory 

 
 In Public Opinion Walter Lippman introduced the idea that people respond to 

“pictures” in their heads rather than dealing directly with their environments (Lippman, 

1922).  These pictures are in many instances offered to the public by way of the media.    

Cohen (1963) expressed his opinion on the subject by stating, “The press is significantly 

more than a purveyor of information and opinion.  It may not be successful much of the 

time in telling people what to think, but it is stunningly successful in telling its readers 

what to think about” (13). 

 The agenda-setting process involves different components to gain attention of 

media professionals and the public (Rogers & Dearing, 1992).  Agenda-setting offers the 

reason why some information about some issues is highlighted while other information is 

left out.  The agenda-setting process helps define how public opinion is formed through 
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highlighting certain aspects of issues in media coverage.  The coverage of specific issues 

often leads to policy action by politicians due to the publicity received from the media.    

Social problems must receive adequate media attention to be deemed “public issues” 

(Rogers & Dearing, 1992)         

 The first studies in agenda-setting revolved around the relationship between the 

mass media and the public agenda.  McCombs and Shaw published their first article 

analyzing traditional agenda-setting in 1972 (McCombs & Shaw, 1972).  Their second 

study introduced contingent conditions, which either enhance or limit media agenda-

setting (Shaw & McCombs, 1977). Weaver, Graber, McCombs and Eyal used agenda-

setting in a 1976 election study that extended the theory into looking at the relationship 

between the media coverage of candidate characteristics, voter opinion and personal 

concerns about overall politics such as issue platforms (Weaver, D. Graber, D., 

McCombs, M. & Eyal, C., 1981).   

 Rogers and Dearing (1987) described the traditions of agenda-setting as media 

agenda-setting, public agenda-setting and policy agenda-setting. Conclusions derived 

from Rogers and Dearing (1987) included that the mass media influences the public 

agenda and that a comprehensive understanding of the media agenda must be present to 

interpret the influence of the media agenda on the public agenda.  Behr and Iyengar 

(1985) revealed that television news coverage directly reflected the setting of the public 

agenda.  Research that the public agenda is directly affected by the public agenda has 

been reported as unidirectional indicating that the media agenda directly influences the 

public agenda (Behr & Iyengar, 1985).   
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Rogers and Dearing (1987) asserted that the public agenda, once determined by 

the media agenda, has a direct effect on the policy agenda.  Lang and Lang (1983) found 

that Watergate required months of coverage before it become part of the public agenda 

and finally required government action.  “In this particular case of policy agenda-setting, 

public agenda-setting by the mass media led to government action, and then policy 

formation,” (Lang & Lang, 1983, p. 59).   The interactions between media agenda, public 

agenda and policy agenda have inspired research using the traditional agenda-setting 

model.    

Agenda-setting theory has contributed to decades of research involving issue 

salience in the media.  Nonetheless, the addition of a second level of agenda setting, also 

known as framing, has allowed for issues to be analyzed in more depth.  The concept of 

framing specifically focuses on the ability of communication texts to influence 

individuals by enhancing or downplaying specific aspects of the media (Shah, Domke, 

and Wackman, 1996).   This second level of agenda-setting has become an important 

research area.  More importantly, this addition not only allows the media to tell us what 

to think about, but also how to think about it.         

Second-level Agenda-Setting (Framing) 

 Entman (1993) asserted that frames were used to call attention to certain elements 

while leaving others out. He also believed that “the way a problem is framed might 

determine how people understand and evaluate the issue” (p. 52).  Many authors have 

defined frames, but overall, the definition boils down to the practice of selection and 

exclusion to portray an issue.  Frames can be a factor in the public’s decision making 
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(Ghanem, 1997).  Fine (1992) provided evidence suggesting that framing of 

questionnaires could lead respondents in a certain direction. The foundation of second-

level agenda-setting can be found in the analysis of these frames.  The salience of 

attributes can lead an audience to a certain conclusion.  Perspectives such as issues and 

personalities direct attention to certain attributes and away from others. Attributes set in 

news coverage usually contain a framework of priority (McCombs, 1993).   

As an example, most presidential news coverage is not framed to reflect 

Republicans or Democrats, yet the selected statements on issues are not normally of equal 

salience (McCombs, 1993).  Shah, Domke and Wackman (1996) continued the research 

of second-level agenda-setting by analyzing ethical framing in newspaper articles.  The 

results demonstrated that the frame of new stories, either by excluding or elaborating, 

does influence consumer perception (Shah, Domke & Wackman, 1996). 

 Ghanem (1997) described the addition of the second-level of agenda-setting or 

framing as “one highway linking up with another major thoroughfare” (p. 4).  The 

thought of second-level agenda-setting revolves around the idea that every agenda 

consists of objects and each object has attributes (Ghanem, 1997).  This second-level 

covers both “what people think about and how people think about it” (Ghanem, 1997, p. 

3).  There are two hypotheses mentioned by Ghanem (1997) about second-level agenda-

setting in reference to attribute salience: 

1. The way an issue or other object is covered in the media (the attributes 

emphasized in the news) affects the way the public thinks about that object.   
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2. The way an issue or other object is covered in the media (the attributes 

emphasized in the news) affects the salience of that object on the pubic agenda. 

The variables between first and second-level agenda-setting are the same, but the 

differences come in how they are conceptualized (Ghanem, 1997). First-level agenda-

setting evaluates the media agenda as the independent variable using topics or issues 

(Ghanem, 1997). Second-level agenda-setting or framing evaluates the media agenda by 

attribute assessing or frames used in covering particular topics (Ghanem, 1997).  The 

dependent variable for both levels is the public agenda (Ghanem, 1997) however; the 

salience of different areas is operationalized.  The first-level evaluates the public agenda 

based on topic or issue salience such as amount of coverage, while the second-level looks 

at the salience of topic attributes such as political action in reference to the media 

coverage (Ghanem, 1997).   

Frame Dimensions 

 Ghanem (1997) believes frames can be broken down into four different 

dimensions to explain the basis of attributes and how to better look at the characteristics 

within objects. The metaphor of a picture frame is used to better understand the 

dimensions: subtopics (what is included in the frame), presentation of framing 

mechanisms (size and placement), cognitive attributes (details of what is included in the 

frame) and affective attributes (tone of the picture) (Ghanem, 1997).  Figure 1 illustrates 

Ghanem’s hypotheses and picture frame metaphor.   
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Figure 1.  Four Dimensions of Framing 

Media Agenda   Public Agenda 
 
First-level  Objects    Objects 
 

 
                
Second-level  Attributes     Attributes 

1. Subtopics 
2. Framing Mechanisms 
3. Affective Elements 
4. Cognitive Elements 

 

The subtopics dimension categorizes the attributes of an issue (Ghanem, 1997).  

For example, Wanta and Foote (1994) examined the influence of President George W. 

Bush on the coverage patterns during his first 80 weeks in office.  The four general 

categories identified were: international problems, the economy, social issues and social 

problems.  Wanta and Foote (1994) broke these general issues into more specific 

subtopics.  For example, the social issue subtopics were: abortion, gun control, 

patriotism/flag burning and censorship.  The only problem that lies in using subtopics is 

generalizability.  The researcher develops the frames based on personal perceptions, and 

it weakens the ability to generalize the findings (Ghanem, 1997).  Therefore, more 

dimensions are necessary to accurately capture the agenda of attributes. 

The analysis of framing mechanisms is the second dimension.  Framing 

mechanisms are used to draw attention and could be anything from quotes to photographs 

(Ghanem, 1997).  Attributes that are more salient will be more prominently displayed 

with larger font, color, graphics and any other method to make the frame seem more 

noticeable.  
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The third dimension deals with the affect or public’s emotional response to the 

media (Ghanem, 1997).  Results indicate the way a story is structured can determine the 

way the public will respond to the story.  The framing of the narrative is where the 

affective dimension is seen.  Bennett and Edelman (1985) believed that the narrative is 

the connection between the components of who, what, when, where, why and how.  Price 

and Tewksbury (1995) believe that news values such as proximity and human interest 

help journalists in deciding what angle to write from and what details to include.  The 

same principles transfer to political communication as the way candidates frame 

information could potentially effect voter perception.      

McCombs, Lopez-Escobar and Llamas (2000) used the affective dimension to 

determine the voter’s view of the candidate’s image during the 1996 Spanish general 

election.  From previous research the authors (McCombs, Lopez-Escobar and Llamas, 

2000) divided the category of qualifications and experience into perceived qualifications 

and biographical information.   The comments regarding the candidate’s image were then 

coded based on the affective dimension using the terms positive, negative or neutral.     

 Finally, the cognitive dimension completes the set.  This dimension determines 

whether the media and audience are thinking of a problem in the same way (Ghanem, 

1997).  Iyengar and Simon (1993) described that news is usually framed as episodic or 

thematic.  The episodic news frame normally takes the form of a case study or event-

oriented report that discusses public issues as concrete events (Iyengar, 1991).  In 

contrast, the thematic news frame takes a public issue in a more abstract or general 

format, which report general outcomes or conditions (Iyengar, 1991).  Though few news 
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reports exclusively use episodic or thematic, many studies have indicated the increased 

influence in using episodic news frames.   

Yagade and Dozier (1990) completed a study analyzing the public’s agenda based 

on the cognitive structure or issues as abstract or concrete issues.  A content analysis of 

Time magazine’s coverage of two concrete issues and two abstract issues were compared 

to the media’s ability to frame news based on the specificity of the issue.  The authors 

hypothesized the media set its agenda based on specific news events because these events 

were easier for the public to visualize and relate to in comparison to abstract issues, 

which were more difficult for people to connect to.  This hypothesis was confirmed 

showing that an abstract issue did not create an increase of importance in the public’s 

agenda from viewing the media’s agenda while a concrete issue did indicate an increase 

(Yagade & Dozier, 1990).  The media choose the path of an issue just by defining it as 

abstract or concrete.  If an issue is portrayed as abstract the issue’s salience diminishes 

simply by polluting the public’s ability to visualize or directly connect to the issue.  

According to Yogade and Dozier (1990), the fate of the public agenda lies in the decision 

of the media to frame an issue as concrete or abstract, which truly demonstrates the 

media’s ability to tell not only what to think about but also how to think about it.    

   The addition of second-level agenda-setting or framing allows for a much more 

in-depth look at a particular issue.  Unlike first-level agenda-setting that looks only at 

what people should think about, the second-level takes it a step further and analyzes how 

the media can use frames to tell people how they should think about that issue.  The 
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agenda-setting theory has been successful in precision and explanation, but with the 

second-level addition to the theory it establishes even more credibility (Ghanem, 1997). 

    The research of attribute salience is crucial to discovering the methods used in 

the 2004 presidential advertisements to frame women.  The ability for the advertisements 

to exaggerate or exclude certain issues potentially could lead to significant findings in the 

framing of women. A political party’s use of issues or attributes in their advertisements to 

frame women could potentially capture the female vote.  Recent research has neglected to 

look at the framing of women through political advertising.  The current study explores 

through content analysis the framing of women in presidential political advertisements.  

The following research questions were studied: 

R1:  During the 2004 presidential election, did the Republican or Democratic presidential 

candidate feature more women in their political advertisements?   

R2: Did the Republican or Democratic presidential candidate feature more women in 

major roles in their 2004 presidential political advertisements?   

R3:  What issues will be used as subtopics in the 2004 presidential political 

advertisements that feature women?  

R4:  What affective attributes are most prominent in the 2004 presidential political 

advertisements featuring women? 

R5:  What cognitive attributes are most prevalent in the 2004 presidential political 

advertisements featuring women? 
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CHAPTER III 
 

METHODOLOGY 
 
 

Sample 
 
 A content analysis of television advertisements from President George W. Bush 

and Democratic candidate Senator John Kerry (D-MA) in the 2004 Presidential Election 

was conducted.  Official English language only television advertisements featured under 

the television commercial archives from the websites www.georgewbush.com and 

www.johnkerry.com were used in the analysis.  The goal of the study was to examine the 

framing of women through the television advertisements using the four attributes of 

second-level agenda-setting explained by Ghanem (1997) (See Figure1).   

 The television advertisements chosen were featured on the official websites of 

each candidate and had to contain the endorsement of each candidate within the 

advertisement.  The advertisements featured on the official websites were chosen based 

upon the perception that candidates possessed the ability to control the content of the 

advertisements.  It was perceived that this factor further allowed each candidate to control 

textual and pictorial images featured in each advertisement.  The 48 President George W. 

Bush advertisements were obtained from the University of Wisconsin-Madison (UWM) 

Political Advertising Project in Madison, Wisconsin.  The advertisements were 

downloaded by UWM days after the November 2004 election so all ads had been placed 

on the website.  The advertisements were requested from the political archive on 

December 1, 2004, and received in the mail on December 15, 2004.  The advertisements 

were requested from this venue due to the replacement of the official George W. Bush 
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website with the Republican National Committee website after the November election.  

The advertisements were free of charge.    The 63 Senator John Kerry’s (D-MA) 

advertisements were saved directly from the official website on November 19, 2004.   

 Each ad was coded based on primary and secondary political issues, female 

character placement, affective dimensions and cognitive dimensions.  Each advertisement 

was assigned a number to track the amount of advertisements.  A pre-test using 10 

percent of each candidate’s advertisements was performed.  This pre-test revealed sub-

issue categories homeland security, terrorism and military must be combined due to an 

overlap in most advertisement’s subject matter.  Also, a general overview category was 

added for advertisements that did not focus on one major issue but covered a wide variety 

in a more general fashion. After corrections, the author and a second coder then coded 

another 10 percent of the advertisements to measure intercoder reliability.  This coding 

produced an average reliability coefficient of .9267.  The random numbers used to select 

the advertisements from each candidate were chosen using www.random.org.    

Coded Categories 
 
 The political issues featured were coded into 12 categories: civil rights, patriotic, 

economy and jobs, education, environment, healthcare, homeland 

security/military/terrorism, energy, science and technology, general overview,  

biographical and other (including any other issues that were not mentioned in the 

previously mentioned categories).  The selected categories were determined from topics 

used in both the George W. Bush and Senator John Kerry (D-MA) advertisements.  The 
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coders were instructed to select one primary sub-issue and any additional secondary sub-

issues as needed after viewing the advertisement.   

 The female placement category was used to analyze the appearance of females in 

the advertisements.  The coder first must evaluate if women were featured in the 

advertisement.  If yes, the coder completed more specific questions regarding the number 

of women featured in the following categories.  The categories used were: major- females 

being very important to the ad, minor- females of average importance, difficult to find or 

not important to the advertisement and none featured.   The operational definitions rooted 

from prior research by Bowen and Schmid (1997) in a study of Latino representation in 

magazine advertisements.  If no women were featured the coder simply moved to the 

next question. 

 If women were featured in major roles then the perceived race or ethnicity of the 

women were determined.  The categories were American Indian or Alaska Native, Asian, 

African American, Native Hawaiian or Pacific Islander, Hispanic or Latino, White or 

other.  These categories were derived from the categories used by the U.S. Census 

Bureau in their 2000 census questionnaire and beyond (Racial and Ethnic, 2000).    

 The next category then questioned the appearance of the candidate’s spouse in the 

advertisement.  If the spouse was featured, their appearance was categorized as major, 

minor or none featured.  Again, the definitions of major and minor derived from prior 

research by Bowen and Schmid (1997).      

  The affective attributes allowed for classification of tone represented in the 

advertisement.  This category allowed the coder to analyze the advertisements based 
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upon overall optimism, pessimism or nonevaluation.    Prior political researchers 

operationalized the terms positive as stressing fairness or acceptance, negative referring 

to a judgmental tone or hostile attack and neutral being a lack of judgment (McCombs, 

Lopez-Escobar & Llamas, 2000).     

 The cognitive attributes focused on the advertisement’s overall frame as abstract 

or concrete.  Concrete has been operationalized as a frame that focuses on specific events, 

case studies, event-oriented reports or depictions of public issues as concrete instances.  

Abstract was defined as the use of an issue in a more general context, directed at general 

outcomes, background, abstracts, lack of specificity.  These operational definitions were 

originated from prior research from Iyengar (1991), Iyengar and Simon (1993) and 

Yogade and Dozier, (1996). 
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CHAPTER IV 
 

RESULTS AND DISCUSSION 
 
 

Content Analysis Results 

The purpose of the investigation was to determine the framing of women in the 

2004 presidential advertisements using frame dimensions of second-level agenda setting.  

A total of 111 advertisements were analyzed, 48 from President George W. Bush and 63 

from Democratic candidate John Kerry.  Of the total advertisements, 58.6 percent of the 

advertisements featured women.  Also, the candidate’s spouse was featured in 17.1 

percent of the advertisements.  Of the women featured, white women appeared most 

frequently with 91.17 percent of the total female representation.  African American 

women comprised 25 percent of the female representation in the advertisements while 

Asian women followed with 16.67 percent.  The percentage of women according to race / 

ethnicity equaled over 100 percent due to the ability for more than one woman to be 

featured in an advertisement.        

 Tables 1 and 2 represent ethnic/racial representation of females in the 

advertisements. 

Table 1.  Total Female Placement   

Was a female featured?                                   Frequency                              Percent 

Yes                                                                   65                                          58.6 

No                                                                    46                                          41.4   
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Table 2.  Ethnic/Race Representation in Advertisements Featuring Women 

Female Characters Ethnicity/Race                        Frequency                         Percent 

Asian                                                                      4                                       16.67 

African American                                                  6                                        25 

Hispanic/Latino                                                     2                                        8.3  

White                                                                     22                                      91.17 

 The research questions of this investigation were developed to help gather data 

from multiple dimensions.  Following are the five research questions and the findings for 

each: 

 R1:  During the 2004 presidential election, did the Republican or Democratic 

presidential candidate feature more women in their political advertisements?  According 

to data analysis, it is approaching significance that George W. Bush was more likely to 

feature women in his advertisements than Democratic opponent John Kerry (χ2 ( 1,  N = 

111) = 3.62, p = .057).  Of Bush’s 48 advertisements, 68.8 percent of the ads featured 

women.  While only 50.8 percent of Kerry’s 63 advertisements contained women.   

R2: Did the Republican or Democratic presidential candidate feature more women 

in major roles in their 2004 presidential political advertisements?  President George W. 

Bush featured women in his advertisements ( M = .52, SD = 1.27) equally to Democrat 

opponent John Kerry ( M = .36, SD = .94) t = .74, p > .05..    T-test results still indicated 

that Bush featured more women in major roles than Kerry.  Kerry had 71.4 percent of his 

advertisements that featured one woman in a major role.  Bush only had 28.6 percent that 

featured one woman in a major role.  The candidates had equal splits with 50 percent 
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each in advertisements that featured two, three or six women in major roles.  Bush was 

the only candidate that featured four women in major roles in his advertisements.     

  R3:  What issues were used as subtopics in the 2004 presidential political 

advertisements that feature women?  Of the total advertisements, 31.5 percent included 

homeland security/terrorism/military followed by economy and jobs with 19.8 percent.  

Healthcare and general overview advertisements followed third with 15.3 percent of the 

advertisements.  Finally, biographical advertisements made up nine percent of the total 

advertisements.  The remaining categories of patriotic, education, energy, science and 

technology combined made up nine percent of the total advertisements.   

Of the advertisements featuring women specifically, 30.8 percent focused on the 

economy and jobs.  General overview advertisements were used in 23.1 percent of the 

advertisements featuring women.  Homeland security, terrorism and the military was the 

third most common topic with 18.5 percent.  Table 3 indicates the issue frequency in the 

advertisements that featured females.     
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Table 3.  Issue Frequency in Female Featured Advertisements 

Issue                                                                   Frequency                                  Percent 

Patriotic                                                                2                                                3.1 

Economy and jobs                                              20                                               30.8 

Education                                                             1                                                1.5 

Homeland Security/Terrorism/Military             12                                               18.5 

Healthcare                                                            9                                               13.8 

Science and Technology                                      1                                                1.5 

Biographical                                                        5                                                 7.7 

General Overview                                              15                                                23.1

Total                                                                   65                                               100  

The Republican advertisements by George W. Bush that featured women mainly 

regarded the economy and jobs with 36.4 percent of the advertisements.  Secondly, was 

homeland security / terrorism / military and general overview both with 21.2 percent.  

The Democratic advertisements featuring women covered the economy and jobs and 

general overview both comprising 25 percent of the advertisements.  Table 4 indicates the 

main topics used for advertisements featuring women comparing George W. Bush and 

John Kerry.   
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Table 4.  Republican versus Democrat Main Topics used in Ads Featuring Women.   

Topic                                                      George W. Bush ads                   John Kerry ads 

Patriotic                                                               2 (6.1%)                                    0 (0%) 

Economy and jobs                                             12 (36.4%)                                 8 (25%)   

Homeland security / terrorism / military             7 (21.2%)                                 5 (15.6%)   

Education                                                             1 (3%)                                      0 (0%)  

Healthcare                                                            4 (12.1%)                                 5 (15.6%)  

Science and technology                                        0 (0%)                                      1 (3.1%) 

Biographical                                                         0 (0%)                                      5 (15.6%)  

General Overview                                                 7 (21.2%)                                8 (25%)  

Total                                                                     33 (100%)                              32 (100%) 

According to the data gathered there was a significant difference between the 

issues used in advertisements featuring women and those that did not feature women (χ2 

(4, N = 111) = 23.15, p <.001). Of the total advertisements, women were most likely to 

be featured in general overview advertisements with 88.2 percent of ads featuring 

women. The advertisements focusing on the economy and jobs featured women in 87 

percent of the advertisements.  On the other hand, advertisements providing information 

about homeland security, terrorism and the military 65.7 percent did not feature women.  

In order to measure differences with statistical accuracy, selected cells were collapsed to 

assure adequate cell size.   

R4:  What affective attributes are most prominent in the 2004 presidential political 

advertisements featuring women?  Of the advertisements featuring women, 44.6 percent 
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were coded negative versus 55.4 percent positive.  There is a significant difference in the 

use of affective attributes if women are featured (χ2 (1, N = 111) = 5.20, p = .02).  The 

advertisements that used the positive affective attribute were more likely to feature 

women than those that used the negative affective attribute.  Of the total positive 

advertisements, 70.6 percent featured women.   

Of the advertisements featuring women, 65.6 percent of Democrat John Kerry’s 

advertisements were positive versus 45.5 percent of Republican candidate George W. 

Bush’s advertisements.  Table 5 provides more information on the affective attributes 

used by the two candidates. 

Table 5.  Republican versus Democratic use of Affective Attributes in Ads Featuring 

Women 

Affective attribute                                            George W. Bush                      John Kerry 

Positive advertisements                                        15 (45.5%)                             21 (65.6%) 

Negative advertisements                                       18 (54.5%)                            11 (34.4%)

Total                                                                       33 (100%)                            32 (100%) 

     

R5:  What cognitive attributes are most prevalent in the 2004 presidential political 

advertisements featuring women?  Of the advertisements featuring women, 66.2 percent 

were abstract and 33.8 percent were concrete.  There was a significant difference in the 

use of cognitive attributes when women were featured (χ2 (1, N = 111) = 4.15, p = .04).  

Abstract advertisements were more likely to feature women than concrete 
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advertisements.  Of the total sample coded as abstract advertisements 67.2 percent 

featured women.   

Republican candidate George W. Bush used abstract advertisements in 57.6 

percent of the advertisements featuring women.  Democratic candidate John Kerry also 

used abstract advertisements most frequently with 75 percent of his advertisements 

featuring women being abstract.  Table 6 indicates the use of cognitive advertisements by 

both presidential candidates.   

Table 6.  Cognitive Attribute use in Advertisements Featuring Women 

Attribute                                                       George W. Bush                   John Kerry 

Abstract                                                            19 (57.6%)                          24 (75%) 

Concrete                                                           14 (42.4%)                            8 (25%)

Total                                                                  33 (100%)                           32 (100%)  

Even as there were no research questions created regarding the appearance of the 

presidential candidate’s wife, interesting results were observed through data analysis.  

There was a significant difference between the appearance of the candidate’s wife when 

comparing the Republican and Democratic advertisements (χ2 (1, N = 111) = 11.91, p = 

.001).  First Lady Laura Bush was significantly more likely to appear in advertisements 

than Teresa Heinz Kerry.  Laura Bush was featured in 31.3 percent of the total Bush 

advertisements compared to Teresa Heinz Kerry’s 6.3 percent.  Nonetheless, of the total 

advertisements the candidate’s wives were only featured 17.1 percent of the time.  .   

There also was a significant difference found between the affective attribute used 

when the candidate’s spouse was featured in the advertisement (χ2 (1, N = 111) = 6.63, p 
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= .01).  The advertisement was more likely to be positive when the candidate’s wife was 

featured.  Of the advertisements that featured the candidate’s wives, 73.7 percent were 

positive.  Of the negative advertisements, 91.5 percent did not feature the candidate’s 

wives.      

 
 

Discussion 
 

As Crawford (2004) stated, men are likely to vote for the Republican candidate 

and women are more inclined to vote for the Democratic candidate.  Research has 

recorded an eleven-point gender gap in 1996 with women favoring the Democratic 

presidential candidate (The Gender Gap: Voting, 1997).  This is reiterated by the fact that 

Gore won the female vote by eleven percent in the 2000 presidential election (Crawford, 

2004).  This research leaves Republican candidates an automatic loss that must be 

regained prior to Election Day. As indicated in the findings of research question one, the 

results approached significance that George W. Bush had more advertisements featuring 

women when compared to Democratic opponent John Kerry.   John Kerry still 

maintained the female vote winning 51 percent of female voters.  However, Bush 

increased his female support from 43 percent in 2000 to 48 percent in 2004.   This 

research could potentially justify the five point gain among female voters in the 2004 

presidential election.   

Furthermore, the framing of women in advertisements is vital as more women 

have turned out to vote in elections since 1964 (The Gender Gap and the 2004, 2004).  

The Center for American Women and Politics (CAWP) at Rutgers University claimed 
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that Bush’s ability to capture the female vote also helped him in winning the popular vote 

(Gender Gap Persists, 2004).  The results from the study further support this statement.  

Bush’s ability to feature more women in his advertisements could have played a role in 

gaining the needed votes to secure the popular vote.  Even though the results of the chi-

square analysis are only approaching significance, the results of this statistic are largely 

based on sample size making the finding more conclusive.   

 Research question two indicated there was no significant difference between the 

two presidential candidate’s advertisements in featuring women in major roles.  

Nonetheless, George W. Bush featured more women in major roles when compared to 

Democratic candidate John Kerry.  Though the means suggest a difference, the t-test 

analysis revealed that there was no significant difference.  Further research using a larger 

sample size may be needed to detect if there are differences.      

 According to the CAWP, women are more likely to support quality healthcare 

programs, firearm restrictions and affirmative action efforts (The Gender Gap: Attitudes, 

1997).  Research question three resulted with most of the advertisements featuring 

women being about the economy and jobs, a general overview, homeland security, 

terrorism and the military and healthcare.  The economy and jobs advertisements seemed 

to be the most popular as they were found to feature women 87 percent of the time.  This 

could have resulted from the known concern with equal pay among the sexes or with the 

attempt to ensure financial stability for the American family.   

 Homeland security, terrorism and the military appeared as the third most common 

issue in the advertisements that featured women.  Nonetheless, of the total advertisements 
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about this subject, only 34.3 percent of the advertisements featured a woman.  Crawford 

(2004) revealed that the war on terrorism has been the only issue that has not resulted in a 

gender gap.  Since, 9-11, women’s support of an increased defense budget has drastically 

increased (Crawford, 2004).  The war on terrorism has become an issue of protecting the 

American family and this involves the female voter.      

 The more traditional female issue of healthcare was found in only 13.8 percent of 

the advertisements featuring women.  Quality healthcare has been cited as a primary 

focus of women voters (The Gender Gap: Attitudes, 1997). Carroll (2004) stated that 

women are more likely to support healthcare programs and retirement security while also 

having an increased concern about healthcare when compared to men.   Even though 

women were more likely to be featured in advertisements about healthcare than not, the 

overall lack of female featured advertisements about this female-favored subject was 

surprising.   

Research has shown that advertisements that contain pictures with positive, warm 

feelings have enhanced brand attitude and made consumers more likely to purchase a 

product (Mitchell, 1983). Positive ads were found to influence knowledge more than 

negative ads while the positive ads also lowered political cynicism (Thorson, Ognianova, 

Coyle & Denton, 2000).  In the political world, negative advertising has been found to be 

less useful and more likely to create negative feelings towards political campaigns 

(Pinkleton, Um, & Austin, 2002; Merritt, 1984).  Research specifically targeting female 

candidates shows that women are better received in neutral or positive advertisements 

(Hitchon, 2001).  Negative emotional tones were seen to be problematic for female 
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candidates (Hitchon, 2001).  This research could carry over to framing women voters as 

well.  Research question four aligned with congruent findings to the prior research as the 

majority of advertisements featuring women evoked a positive tone.  Of the 51 

advertisements with a positive tone, 70.6 percent featured at least one woman.  

In the final data from research question five, most advertisements featuring 

women were found to be abstract.  The use of abstract versus concrete has long been 

under scrutiny.  Research question four contradicts prior research that supported the 

ability of concrete or specific events to be more useful in reporting media stories.  This 

assumption is due to the fact that the audience can more easily visualize the surroundings 

in episodic news frames (Iyengar, 1991; Yagade & Dozier, 1990).   

The results of this data does align with the research indicating that women viewed 

politicians positions as more clear than men (Higgins, 2004).  This finding would support 

the use of abstract advertisements as women would not need details to be as specific to 

understand the politician’s stance on the issue.    
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CHAPTER V 
 

SUMMARY AND FUTURE RESEARCH 
 
 

Summary 

This investigation sought to investigate the attempt to frame women in the 2004 

presidential advertisements.  As women continue to more actively participate in elections, 

their vote will become more important.  In the 2004 election, President Bush increased 

his women’s voter support by 5 percent as John Kerry’s support decreased.  This study 

sought to determine if the Republican or Democratic presidential candidate more actively 

framed women through their advertisements therefore, potentially justifying this change.   

The first portion of the study gathered data according to women featured in the 

advertisements.  This included the number of women in major roles and minor roles, the 

woman’s race/ethnicity, and if the candidate’s wife was featured.  From the evidence 

gathered, George W. Bush was marginally more likely to feature women in his 

advertisements.  It also seemed as George W. Bush was more likely to feature women in 

major roles in his advertisements.  Of the women featured, white women dominated with 

91.17 percent with African American following with 25 percent.        

Women were most likely to be featured in advertisements that consisted of a 

general overview or about the economy and jobs.  Of the total advertisements, 88.2 

percent of the general overview advertisements featured women.  Eighty-seven percent of 

the economy and jobs advertisements feature women.  Women were more likely not to be 

featured in advertisements about homeland security, terrorism or military.  Women were 

only featured in 34.3 percent of these advertisements.   
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The advertisements that featured women were far more likely to have a positive 

tone.  About 55.4 percent of the advertisements with women were positive.  Also, 

advertisements with women were more likely to be abstract versus concrete.  Of the total 

abstract advertisements, 67.2 featured women.  These two conclusions lead to the belief 

that advertisements with women tend to be more positive and general. 

 
Limitations and Future Research 

The content analysis method was used to examine the attempt to frame women in 

the 2004 presidential political advertisements.  Therefore, only the content was under 

analysis.  It cannot be assumed that such framing devices would necessarily impact 

female preferences.  Not to mention, the parameters of this study are at the researcher’s 

discretion, and the category system used is simply an opinion of the researcher.   

Although this study has limitations, there is potential for further research in the 

area of female framing in advertising.  This content analysis only analyzed the content of 

the advertisements.  For future analysis, more interval and ratio data could be used.  This 

would allow for more robust statistics.  Future research could also use different research 

tools such as surveys to actually measure female preference and compare with content 

analysis results.   

  This study suffered limitations in sample size due to advertisement availability.  

This study could be expanded to include past presidential elections therefore increasing 

sample size.  Also, this study was limited to English only advertisements due to the 

researcher’s language barrier.  The use of different language and ethnicity advertisements 

could create an interesting study.   
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This study only analyzed the two major candidates in a presidential election.  

Future studies could expand to include congressional elections as well.  A comparison 

between congressional and presidential could be analyzed while also comparing 

congressional advertisements between parties.  The factor of the presence of the 

candidate’s wife could also be analyzed in congressional advertisements.  This factor 

would compare national presidential advertising versus local congressional advertising.    

Although this was pioneering research, this study provides important insight into 

the relationship between agenda-setting and advertising.  The results gathered through 

this study have laid a foundation for future research to critique and expand the field of 

agenda-setting.     
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CODE SHEET 

Date: ________________ 

Ad #: __________________ 
Coder: _________________ 
 

SOURCE 
 
1)   _____ George W. Bush Ad    _____ John Kerry Ad  
 
 

FEMALE PLACEMENT 
 
2)   Is there a female in the advertisement?   
 

_____ Yes (If selected complete gray box immediately below) 
_____ No 
 

3) 

If yes, please count the number of females featured for each category 
 

_____ Major – the female character was very important to the advertisement 
by being shown in the foreground  
 
_____ Minor – the female character was of average importance, difficult to 
find or not important to the advertisement 
 
_____ None featured 

 
4)  If the woman is a major character, what is the characters perceived race or 

ethnicity? 
 

_____ American Indian/Alaska Native 
_____ Asian 
_____ African American 
_____ Hispanic/Latino 
_____ White 
_____ Other 
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5)   Did the candidate feature his wife in the advertisement? 
 
 _____ Yes 
 _____ No 
 
 
 
 
6) 

 
 
 
 
 
 
 
 
 
 

If yes, was the wife featured as: 
 
_____ Major – important character shown in the foreground of the 
advertisement, potentially featured individually or with a speaking role 
 
_____ Minor – the female character was of average importance, potentially 
shown along side her husband with no speaking role 
 
_____ None featured 
 

SUB-ISSUE ATTRIBUTES 
7) Please select one dominant sub-issue that represents the primary attribute in the 

advertisement 
 

_____ Civil Rights – equal pay for men and women, minority equality, etc.   
 _____ Patriotic – freedom, independence, America, etc 

_____ Economy & Jobs – taxes, unemployment, Social Security etc.    
_____ Homeland Security/ Terrorism/ Military – 9-11, war in Iraq, etc. 
_____ Education – teachers, standardized testing, No Child Left Behind 
_____ Military – War in Iraq, recruitment, involvement, service, etc. 
_____ Healthcare – prescription drugs, Medicare, Medicaid, etc. 
_____ Energy - oil, natural gas, etc. 
_____ Science & Technology – stem cell research, cloning, etc. 
_____ Environment -pollution, EPA laws,  etc. 
_____ Biographical – reference to personal qualities or past accomplishments, etc. 
_____ General Overview – no main topic, broad spectrum of ideas 
_____ Other – any other not mentioned above 
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8) Please select any others sub-issues in the advertisement  
(choose all that apply but do not select the primary attribute) 

 
_____ Civil Rights    _____ Military 
_____ Patriotic    _____ Healthcare 
_____ Economy & Jobs   _____ Energy 
_____ Homeland Security/Terrorism  _____ Science & Technology 
_____ Education    _____ Environment 
_____ Biographical    _____ Other 

 
AFFECTIVE ATTRIBUTES 

9) Select the one choice that represents the most dominant tone of the advertisement 
 

_____ Negative – the use of a negative or judgmental tone, hostile or conflictual, 
suing attacks or aggressive language, pessimistic or sarcastic evaluations 
of the topic or those involved 

 
_____ Positive – making judgments in a positive or optimistic tone, stressing 

fairness and acceptance, presenting views using logical and non-
inflammatory language, calm and sensitive demeanor 

 
_____ Neutral – absence of judgment, statements of fact, nonevaluative 

 
_____ None of the above _____________________ 

 
 

COGNITIVE ATTRIBUTES  
10) Select the dominant (1) cognitive structure of the advertisement 

 
_____ Concrete – referring to specific events, case studies, event-oriented reports, 

depiction of public issues as concrete instances,  
 (ex.  reference to specific acts, programs or events such as the No Child 

Left Behind Act, 9-11 or Medicare) 
 

_____ Abstract – making reference more general context, directed at general 
outcomes, background, abstracts, lack of specificity, 

 (ex.  reference to education, terrorism or healthcare in general without 
specific acts, programs or events mentioned)  

 
_____ None of the above  
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