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COURSE DESCRIPTION

This writing intensive course focuses on the craft of political persuasion.  Through academic sources and firsthand accounts from political practitioners, students will learn about the strategies and tools of political persuasion in 20th century America.  Key topic areas include: political speechmaking and storytelling, developing and analyzing political arguments, polling and survey research, campaign advertising, and the use and effectiveness of new forms of political communication.  Students will also consider the impact of political rhetoric and campaign tactics on the way citizens view their government and their elected representatives. 

OFFICE HOURS
I will be available for office hours on Tuesdays and Thursdays from 1:15 pm to 2:15 pm.  Feel free to contact me if you have questions or wish to set up an appointment at another time.  
REQUIRED BOOKS

K. Ritter and M. Medhurst, Presidential Speechwriting, Texas A&M Press, 2004. 

L. Powell and J. Cowart, Political Campaign Communication: Inside and Out, Allyn and Bacon, 2003. 

G. Lakoff, Don’t Think Like an Elephant, Chelsea Green Publishing, 2004. 

J. Stonecash, Political Polling, Rowman and Littlefield, 2003. 

P. Noonan, On Speaking Well, Regan Books, 1999. 

G. Reynolds, An Army of Davids, Nelson Current, March 2006. 
COURSE POLICIES

· Academic needs – Hamilton College will make reasonable accommodations for students with properly documented disabilities.  If you are eligible to receive an accommodation and would like to request it for this course, please discuss it with me and allow two weeks notice.  You will need to provide Allen Harrison, Associate Dean of Students (KJ 104; ext. 4021) with appropriate documentation of your disability. 

· Attendance/Late Assignments – Attendance is mandatory.  The instructor reserves the right to lower your overall course grade due to excessive absences.  

· Late Papers – Late papers will receive a one-half letter grade penalty per-class period (an A paper becomes an A-, an A- becomes a B+,  etc....). 

ASSIGNMENTS AND GRADING

Each student is expected to actively participate in class. At a minimum, this means that you are expected to (a) come to class (b) do the assigned readings prior to class (c) discuss the material and ask/answer questions in class.  My expectation is that students who attend class, read the material and engage the topics in class discussion will do well in this course.  The points are distributed as follows: 

Narrative Paper


20%  (10% for first draft, 10% for rewrite)
Simulation Team Grade

20%
Simulation Participation

10%
Simulation Portfolio


20%
Final Exam



30%

SIMULATION DESCRIPTION

A significant portion of your time in this course will be spent on an extended simulation of the Meier-Arcuri race to fill the seat of retiring Congressman Sherry Boehlert (NY-24).  The class will be divided into three teams: two campaign teams of 10-15 members each and a 2-3 student media team.  The campaign teams will appeal to an “electorate” made up of congressional experts from my Congress and the Presidency course (Govt 334).  
CAMPAIGN ROLES

Team members will be assigned to one of the following roles: 

· Campaign Chair – The Campaign chair will serve as the team’s public face and primary spokesperson. The campaign chair will be selected by secret ballot. 
· Campaign Manager – The campaign manager will be selected by secret ballot and can be replaced at any point in the semester by a majority vote of team members.  The campaign manager will run team meetings and oversee implementation of the campaign strategy. 
· Research Team – Responsible for research, data collection and polling.  

· Media Relations Team – Responsible for press conference, coordination of press releases

· Paid Media Team – Responsible for coordination and development of campaign advertising, which will include a minimum of 2 television advertisements, 2 radio ads, and direct mail pieces. 

· Web site team – Responsible for web site development/maintenance.  
· Reporters – Reporters are responsible for covering the race through publication of a short, weekly newsletter and a media website.  Reporters will also prepare one 10-question survey at the start of the simulation and one 5-question survey the week prior to the election.  In lieu of a campaign speech, reporters will prepare a short speech reflecting on the state of the campaign and the impact of campaigns on political participation and citizenship. 

INDIVIDUALLY GRADED ASSIGNMENTS
1.  Narrative Paper – A 5-page research paper that describes the use of narratives by a contemporary or historical political party/campaign.  (10% for first draft, 10% for rewrite)

2.  Portfolio – Each student must hand in a simulation portfolio, which will include a copy of their strategy memo, press release, campaign speech and direct mail advertisement.  (20%) 
· Strategy Memo – Each team member must draft a memo that recommends a campaign strategy for your candidate and consider the tactical means by which your team will successfully implement that strategy.  The memo should also include a proposed campaign narrative (and counter-narrative), an earned and paid media plan, and recommendations for the effective use of language to “frame” the debate in the most advantageous way. 

· Press Release – Each team member must draft one press release over the course of the campaign simulation.  Drafts should be shared with all team members, the instructor, and reporters.  The media relations team is responsible for editing, coordinating, and distributing all press releases. 
· Campaign Speech - Each team member must write and deliver a 5-minute speech.  The best speech (as judged by your team members) will be delivered by the author to the “electorate” on election day. 
· Direct Mail Piece – Each team member must write and design their own direct mail piece.  Outside help is limited to consultation with other team members and/or outside experts of your choosing, so long as the help is limited to “showing” and “telling” and the actual “doing” is handled by each student.  
3.   Participation - You are graded by your team-mates, with a limited # of points for each team. (10%)

TEAM-GRADED ASSIGNMENTS

Each team will receive a group simulation grade for the following activities that are required as part of the campaign simulation: 
· Press Conference – The media relations team will set up a 5 to 10 minute press conference for the candidate to announce they are entering the campaign.  A media advisory and a press release should be prepared in connection with the press conference. The candidate should be introduced by another member of the team and other team members can use this time to offer endorsements.   The press conference will be held in class and should be videotaped and put on your team’s website.  

· Survey Research – The research team will conduct three surveys of the electorate over the course of the semester, including a “benchmark” survey and two subsequent “tracking” surveys.   The benchmark survey can be 20 questions and the tracking surveys can have 10 questions each.
· Web Site -  The web site development team will survey political websites already in use and deliver a short proposal to the rest of the team describing the use of internet technology by other campaigns and putting forward their own vision for the team website.  The web site development team will then create and maintain a website to promote their candidate.  Note: The web site must be password protected and access limited to students participating in the simulation. 
· Debate – The chair/spokesperson will participate in a debate to be held at a time and place to be announced.  The ground rules for the debate should be worked out by the campaign managers (but should include a role for the student reporters and, if the campaigns wish, volunteer voters from the “electorate”).
· Campaign Advertisements – The paid media team will put together a series of campaign advertisements, which will include a minimum of two television advertisements and two radio advertisements. The paid media team will also coordinate the direct mail campaign 
NOTE: Reporters’ team grades will be based on their performance on the newsletter, website, survey research and speech assignments outlined above.  Reporters’ portfolios must include copies of all newsletter and website stories, survey questions/results, and speech drafts. 

COURSE SUMMARY
 (R ) Reserve Reading

(W) Web Reading

August 29: Course Introduction 
August 31: Class Cancelled/Read Anyhow!
· (R) E. E. Schattschneider, The Semisovereign People, Chapters 1 and 4.
· (W) Joe Trippi, “Definitional Moments.”
September 5: Campaign Strategy

· Powell and Cowart, Political Campaign Communication, Chapter 3 (“Campaign Strategies”) and Chapter 4 (“The Image of the Political Candidate”).
September 7: Narratives
·  (R) Cornog, The  Power and the Story (chapters 3 and 4).
September 12: Framing from the Left
· George Lakoff, Don’t Think of an Elephant, Chapters 1-2, 7-10.  

· Stanley Fish, “They Write the Songs,” New York Times, July 16, 2006.
September 14: Framing from the Right
· (W) Frank Luntz, “The New American Lexicon.” 

· (W) Newt Gingrich, “Language: A Key Mechanism of Control.”
September 19: Survey Research
· The Basics of Campaign Research (handout)

· Jeff Stonecash, Political Polling, Chapters 1-5.
· Powell and Cowart, Political Campaign Communication, Chapter 10 (“Political Polling”).

September 21: Research Continued

· Stonecash, Political Polling, Chapters 6-10. 
NOTE: SIMULATION BEGINS ON SEPTEMBER 26!
September 26: Simulation Begins

· Simulation: Group Meetings Today for Planning, Team Assignments
· Powell and Cowart, Political Campaign Communication, Chapter 6 (“Campaign Organization).

September 28: Media Strategy/How to Write a Press Release
· Powell and Cowart, Political Campaign Communication, Chapter 5 (“Media Theory and Political Communication”) and Chapter 11 (“Press Coverage and Media Relations”).  
· (W) John Czwartacki, “Press Releases,” in Reeher and Mariani, The Insider’s Guide to Political Internships.
October 5: Paid Media Strategy
· Simulation: Campaign/Media Strategy and Benchmark Poll Due Today!
· Powell and Cowart, Political Campaign Communication, Chapter 7 (“Campaign Communications and the Mass Media.”)
· Powell and Cowart, Political Campaign Communication, pp. 135-138 (on direct mail)
October 10: Breakout Groups

· Simulation: Press conferences and media campaign should start this week
· This class set aside for group meetings
October 12: Television Advertising
· “Political Media Buying: A Brief Guide,” by Tobe Berkovitz, http://www.ksg.harvard.edu/case/3pt/berkovitz.html.

· (R) Judith Trent, Chapter 5 (119-140), “Communicative Types and Functions of Television Advertising and Chapter 10 (265-288) “Advertising in Political Campaigns.”

· (W) Read through “the 30-second candidate” web site on PBS.  In particular, the sections labeled “From Idea to Ad” and “Tricks of the Trade.”  The 30-second candidate website is: http://www.pbs.org/30secondcandidate/front.html
October 17: Breakout Groups
· This class set aside for group meetings. 
October 19: Speechwriting
· Powell and Cowart, Political Campaign Communication, Chapter 9 (“Political Speeches”).

· Ritter and Medhurst, Presidential Speechwriting, Introduction and Chapters 4, 7 and 8.
October 24: Debates
· Readings TBA
October 26: Debates/Setting the Stage
· Simulation debate today!  Time and place TBA. 
· (R) David Gergen, “Secrets of the Great Communicator,” in Eyewitness to Power, 210-247.
· Peggy Noonan, On Speaking Well, pp. 1-98.

October 31: Delivering an Effective Speech
· Peggy Noonan, On Speaking Well, pp. 100-140, 143-151, 175-208.
November 2: Student Speeches
· Breakout Groups.  Student speeches today. 

November 7: Election Day.  

· Election Day.  Time/Place TBA

November 9: Debriefing
· Readings TBA

November 14: Handling a Crisis

· Note: Simulation Portfolio is due today!

· Powell and Cowart, Political Campaign Communication, Chapter 14 (“Critical Events Analysis”). 

November 16: Professionalization of Politics
· (R) Alan Ehrenhalt, The United States of Ambition, Chapter 3 (“The Coming of the Professionals”) and Chapter 13 (“Self-Nomination”). 
November 21: Culture, Technology, and Campaigns
· Reynolds, Army of Davids (pages TBA). 

· (W) Ryan Lizza, “The YouTube Election,” New York Times, August 20, 2006. 

November 28: The Internet and Campaigns
· (R) Matthew Robert Kerbel, “The Media: The Challenge and Promise of Internet Politics,” in The Elections of 2004, Michael Nelson (ed.), Congressional Quarterly Press, 2005.
· Powell and Cowart, Political Campaign Communication,  pp. 138-146 (on political campaigns and the internet)
November 30: The Consequences of Negative Campaigns
· (W) Ansolabehere and Iyengar, “Winning but Losing: How Negative Campaigns Shrink the Electorate, Manipulate News Media.” Watch the ads on this site as well.
· (W) Jonathan Samples, “Three Myths about voter Turnout in the United States,” CATO Foundation Policy Analysis #524. 

December 5: Ethical Considerations
· (W) Pew Charitable Trusts/American University Study: “Are Political Consultants Helping or Hurting Democracy?” June 1999. 

· (W) Bill McAllister, Consultants’ Ethics: Politics Survey Finds Attitude of Don’t Blame Us.” Washington Post, June 18, 1998. 
December 7: Endnotes
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