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ABSTRACT

,.§THE POLITICAL USE-AND ABUSE OF TELEVISION

by James Robert Hartzer

This thesis studies the evolution of political

broadCasting on television from its beginnings to 1968.

The study was undertaken to determine how television has

been used by politicians in the past, what form that

utilization has taken, what the consequences of the poli-

ticians‘ use of television has been on both their careers

and the American voter, and what significance all of this

will have on future elections.

The sources of data for the study were threefold:

1) published material,

2) discussions with individuals directly involved

in producing political commercials and programs,

3) firsthand experiences of the author in working

on numerous political TV campaigns.

The findings indicate that television has had a

considerable influence on American politics.‘ Whereas in

1948 television was ignored by both major parties during

the national elections, in 1968 political broadcasting on

television has become the single most important factor in



James R0bert Hartzer

waging a political campaign. Instead of merely being one

element in an overall campaign strategy, the use of TV has

become the prime consideration around which most major candi- 'fi'

dates are basing their future successes on election day.-

In addition, as a result of either their use or.

misuse of television, some men who have Spent a lifetime in

.politics have found their careers either suddenly catapulted

upward or abruptly ended.

At the same time, because of the influence which tele-

vision has come to have on the American voter, the require-

. ments for seeking political office have changed drastically

in the past ten years. No longer.are such factors as

intelligence, administrative ability, and general political

experience major requirements for seeking political office.

Instead, personal wealth and one's image as shaped by tele- ,

vision advertising have, in too many cases, become the two

most important prerequisites for achieving victory on

election day.

Furthermore, the study documents how television has

increasingly been manipulated falsely by candidates and

their advertising agencies and supporters to secure the

defeat of their respective opponents on election day.

Finally, this thesis concludes that drastic changes

are urgently needed to protect the American voter from a

"wholesale buyout" of his vote on election day because of

the lack of intelligent guidelines for the political use of

television.
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’THE HISTORY OF POLITICAL TELEVISION



 

 

CHAPTER I

INTRODUCTION AND BACKGROUND

In 1956 the Brookings Institution published a report

by Charles A. H. Thomson entitled Television and Presi-
 

dential Politics. 'The preface to this report stated:

Much_has been written about television, but

relatively little consideration has been given

to the relationship of television to the political

process and still less to the issues of public

policy that are presented by this use of the

medium.1

No one knows with any scientific exactitude

what potentials it may hold for the future. It

is certain, however, that the impact has already

“been considerable-~on the practices of politicians,

of communications industries, and of the people at

large, if not on voting behavior as revealed by

action on election day.

Four years later, Vice-President Hubert H. Humphrey,

then Senator Humphrey of Minnesota, wrote a letter to

’Senator John O. Pastore, Chairman of the Senate Subcommittee

on Communications, in which he said:

Political campaign techniques themselves have

been revolutionized by the medium of television.

Television has added new dimensions to a candidate's

public image. In projecting appearance as well as

_¥

1Charles A. H. Thomson, Television and Presidential

Politics, a report prepared by the Brookings InstItuthn‘“

(Menasha, Wisconsin: George Banta Company, 1956), Preface.

:2Ibid., p. 1.
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words and voice the television medium is rapidly

becoming the single most important vehicle for the

conduct of political campaigns. Television allows

‘millions of voters to get a good close look at a

Presidential candidate and enables the candidate

to present his views to the widest possible audience.

In 1960 John F. Kennedy was elected President of the

United States in one of the closest presidential races in

-modern American history. Out of a total of 68,832,818

popular votes cast, Mr. Kennedy defeated Richard Nixon by

only 112,801 votes. Put another way, this figure represented

a margin of only one tenth of one per cent of the total

.vote cast during this election.4

Shortly after the election the CBS Television Net-

work asked Dr. Elmo ROper to conduct a survey across the

country to determine, if possible, what percentage of those

who voted during the 1960 election were influenced in their

voting decision as a result of watching the "Great Debates"

on television. Accordingly, Dr. Roper estimated that:

. . . 57 per cent of those who voted believed that

the TV debates had influenced their decisions.

Another 6 per cent, or over 4,000,000 voters, ascribed

their final decision on voting to the debates alone.

Of these 4,000,000 voters, 26 per cent (or 1,000,000)

voted for Nixon, and 72 per cent (or almost 3,000,000)

voted for Kennedy.5

 

3John O. Pastore, The Story of Communications, From

Seacon Light to Telstar (New York: Macfadden-Bartell

Corporation, 1964), p. 101.

4Theodore H. White, The Making of the President 1960

(New York: Atheneum House, 1961), p. 419.

5

 

 

 

Ibid., p. 353.

,5.
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Thus, as Theodore White has written:

If these extrapolations are true, then 2,000,000

of the Kennedy margin came from television's

impact on the American mind-~and since Kennedy

won by only 112,000 votes, he was entirely justified

in stating on the Monday following election,

November 12th: "It was TV more than anything else

that turned the tide."6

Six years later on an interview Show with Producer

David Susskind, Senator Robert F. Kennedy made the following

remark to his TV host:

I think that . . . without any question, President

Kennedy couldn't have been elected in 1960 without

television. And I know I couldn't have won in 1964

without television.7

Today, vast sums of time and money are being spent

by office seekers, organizations and political analysts to

uncover a formula for success at the polls. Fortunately for

the voter, no such formula has yet been discovered which

will work for all candidates and in all situations. Each

election campaign carries with it its own intrinsic charac-

teristics which seem to somehow set it apart from all other

campaigns. One pertinent commentary on this subject was,

voiced by Theodore White in his preface to The Making of
 

‘the President 1960.
 

For no man can tell it all--either now or

much later. The transaction in power by which

a President is Chosen is so vastly complicated

that even those most intimately involved in it,

 

-6Ibid.
 

, 7Val Adams, "A Television Dropout," New York Times,

October 2, 1966.
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even those who seek the office, can never know

more than a fragment of it. For it is the nature

of politics that men must always act on the basis

of uncertain fact, must make their judgments in

haste on the basis of today's report by instinct

and experience shaped years before in other

circumstances. Were it otherwise, then politics

would not be what they are now--the art of

government and leadership; politics would be an

exact science in which our purposes and destiny

could be left to great impersonal computers.

At the same time, however, it has become increasingly

apparent that, since the election of John Kennedy to the

Presidency in 1960, the so-called science of political

campaigning has taken on an entirely new dimension. -

Prior to 1960, few individuals fully realized the

impact which television could be.made to have on the

American voter. With the election of a relatively young

U.S. Senator from Massachusetts to the highest office in

the land, suddenly men everywhere began to take notice of

this exciting new communications medium and began to specu-

late as to its future influence in American politics.

In 1964 Stephen Shadegg published a book entitled

How to Win An Election. In his book the former campaign
 

manager for Senator Barry Goldwater during his successful

1952 to 1962 senatorial campaigns wrote:

Successful political-programs can.be created

for anyflpoliticaljcandidate. With time, money

r‘and‘imagination the Camera can qualify a candidate

is a man who is competent to meet the needs of his

constituency.

 

8

White, The Making of the President 1960, preface.
 

9Stephen Shadegg, How to Win An Election (New York:

Taplinger-Publishing Company, Inc., 1964), p. 170.
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Two years later in 1966, Hollywood actor Ronald

Reagan decided to run for Governor of California. Despite

the absence of any political experience qualifying him for

this job, the 55-year-old actor, under the professional

guidance and tutorage of Spencer, Roberts and Associates,

a professional public relations firm specializing in getting

men elected to office, managed to win the governorship of

Californiaby almost a million votes over his Democratic

opponent Governor Edmund G. Brown, and in a state in which

registered Democrats highly outnumbered the registered

Republican voters.

Today, aspiring politicians and office seekers are

spending more money and buying more television time for

political advertising than ever before. At the same time,

however, because of an absence of intelligent guidelines

governing political advertising on television, voters across

the nation are being exposed to perhaps the greatest array

of political propaganda since Hitler and Goebbels used radio

in 1938 and 1939 to "enslave the minds and corrupt the

morals of whole populations."10

~ In place of an intelligent, rational discussion of

issues, voting records, backgrounds, legislation and exper-.

ience of candidates, over the past few years the American

voter has been asked frequently to choose men to represent

him on the basis of false, misleading and often times

 

loGiraud Chester and Garnet R. Garrison, Television

and Radio (New York: Appleton-Century-Crofts, Inc.,

1965), p. 9.
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irrelevant and irresponsible political advertising on

television. By means of a fantastic barrage of political

'TV spots, cleverly produced and edited films, and meaning-

less halfjhour programs on television, the American public,

on an alarming number of occasions, has been manipulated into

voting for both candidates and certain propositions on a

.given ballot more on the basis of emotion and instinct

rather than "such conventional dynamics as party loyalties

and so-called issues."ll

Because through television a candidate can often

reach more people in a single half-hour than he could by

speaking on a thousand platforms, candidates and their staffs

have recently begun spending more money for political ad-

vertising on television than previous candidates used to

spend for their entire campaigns. This, in turn, has begun

to create a Situation whereby one's experience, ability,

and wisdom in good government combined with devotion to

public service no longer seem to be necessary or essential

ingredients in gaining votes and achieving success at the

polls on election day. Instead, two elements alone are

beginning to emerge as potentially the most important

factors in winning an elective office, they are: wealth

and one's public imageas shaped through television

advertising.

 

_11Gladwin Hill, "Indications Are That California

Voters Will Choose on Emotion and Instinct," New York-

Times, October 23, 1966, p. 80.
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7

Today, with sufficient funds behind him, almost any

nan who so desires may now get himself placed on the voting

ballot for almost any office he desires; and, with the help

of a smart campaign manager and a carerlly planned tele-

vision advertising campaign, this man now stands a better

chance of winning that office than ever before.

In 1964, shortly after John F. Kennedy's assassina-

tion, the writer of this study was released from active duty

in the U.S. Army and went to work for Tele-tape Productions

in New York. As television production manager for a company

specializing in video taping programs and commercials on

location, he quickly became involved in the production of

both TV spots and political programs for several national

candidates. These men included: Governor William Scranton

of Pennsylvania, Senator Robert F. Kennedy of New York,

Governor Nelson Rockefeller of New York, and President

o“ I

,-

The following year, while working as TV Production

and Sales Manager for Tele-tape Productions in Chicago, he

was asked by former Bell and Howell President, Charles H.

Percy, to analyze his television effort during his unsuccess-

ful gubernatorial campaign in 1964 and to make recommenda-

tions concerning how he could better utilize television in

what later became his successful 1966 senatorial campaign.

In 1966 the writer directed an election eve television

program for New York City Council President Frank O"Connor--
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the Democratic candidate running for Governor of New York--

from the candidate's home on Long Island.‘

.These experiences, combined with Tele-tape's work

on the 1968 presidential campaigns of Richard Nixon, Eugene

McCarthy, Hubert Humphrey, and the late Robert F. Kennedy,

and personal research in the field of political television,

have created an awareness of how television is presently

being manipulated to influence votes and of the urgent need

to develop, as quickly as possible, a better set of guide-

lines for the political use Of TV.

.3 ’

'f’” r;§ObviOESly, it isIImpossible to fully understand all

of the reasons which motivate people to vote Or not vote

for one candidate over his Opponent, or to vote for only

some of the candidates on a given ballot. Still, there

are a number of people in this country who have gone to

great lengths to understand all of the forces which cause

people to vote a certain way on election day. Saddled with

'important political surveys, comprehensive research studies,

and numerous analytical reports, these peOple have, over

the past few years, begun to play a very decided part in

determining how we, the American peOple, vote during an

election. A .

In this thesis, we are primarily concerned with the

use of television to win voter support for a given candidate.

Television very possibly can be manipulated in such a way,

and historically has been manipulated to such an extent that
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people can be made to vote for a given individual even

though their philosophies may be diametrically opposed to

that of the candidates for whom they decide to cast their

ballots.

Too many voters now cast their ballots not on the

basis of intelligent and rational factors related to a

candidate, such as his experience, his qualifications,

his ability to hold public office, but rather, they seem

to be influenced more by the candidate's appearance on

television and how he runs his television campaign.

Although there are many important elements which

affect how people may vote during an election, the informa-

tion which a voter receives on a given candidate through

television may be the most important factor affecting his

decision.

This thesis describes how television has been uti-

lized in past campaigns, some of the different techniques

used, examples of false advertising, and, in general, what

the response of the American voter has been to these appeals.

Since a great deal has already been written concerning the

:networks' roles in convention coverage and election report-

.ing, I shall limit this thesis primarily to-a discussion of

.individual television campaigns which have had a decided

innpact upon election results and the development of political

advertising'on television as we view it today.
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Recommendations for television's future participation

in political campaigns and our entire election process will

'be made. If we do not soon attempt to develOp a better set

of guidelines for the political use of television, then we

may find ourselves in the position where either wealth or

one's image will become the sole prerequisite for running

-for and holding political office. Today there is too much

at stake to risk such a gamble.



CHAPTER II

GROWTH AND DEVELOPMENT - 1933-1952

Every year an election is held somewhere in the

United States; and every year a limited number of individuals

vie for the right to represent others. The reasons which

cause these people to seek public office are, unfortunately,

as varied as their fingerprints. To some the desire for

.political office is an opportunity to serve others and is

ltherefore greatly cherished as an end in itself. For 1

others the desirability of holding an elective position is

interwoven with less ambitious purposes.-

Yet, despite the different motives and ideals which

separate one candidate from another, each individual is.-

faced with the primary task of getting himself elected by

a nmjority of the eligible registered voters. Without the

.support of these voters even the most honorable candidate

.is helpless. AS U.S. Senator John O. Pastore once Said,

There is in a democracy no sovereign greater than- -

the power of the people.-. . . Call it intelligence

or intuition, the judgment of the people is final,

even terrifying in its majesty.

 

1Pastore, The Story of Communications, p. 78.
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alike have tried various tactics to gain the support of the

American voter.

The Birth of Political‘Broadcasting

In 1933 Franklin D. Roosevelt delivered his first

inaugural address over radio to millions of people and

ushered in a new era of communication between the President

and the people of the United States. In the years which

followed, some 62 million people at a time listened to

President Roosevelt discuss his philosophy of government

(through a series of radio programs which became known as

“Roosevelt's fireside chats."2

Slowly, men began to realize how this new medium

could become a major political force in our society. When

a Detroit priest, Father Charles E. Coughlin, denounced the

World Court in a radio talk in 1935, some 200,000 telegrams

tied up the wires of Western Union. Three years later

Father Coughlin once again made a direct appeal via the air-

waves. This time it was in opposition to a bill pending in

Congress. "The immediacy of the danger insists that before

tomorrow your telegram is in the hands of your senatOr,"3

said Father Coughlin. The following day over 100,000.

telegrams were piled up on Congressional desks, and thousands

more were still pouring in when the time came for a vote.

 

2Chester and Garrison, Television and Radio, p. 6.

.BMOI p. 70
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The OrTgin of the Political Commercial
 

In 1936 the Liberty League initiated the advent of

today's paid political announcement with radio spOts

supporting the candidacy of Alf Landon for President. The

spots centered around the endorsement of Mr. Landon by

local figures in different communities. Although in retro-

spect their impact upon the American voter seems relatively

minor because their purpose was strictly supplementary, and

because these Spots were only concentrated in areas where

the candidate's formal speeches were broadcast at low

. ,. 4

audience hours, nevertheless, these announcements, cast

very much in the form of regular commercials, did represent

perhaps the first attempt to get a politician elected to.

office via the airwaves. '

But, even before men had an opportunity to realize

and develop the full potential of radio as a political tool

or instrument for persuasion, a new and even more powerful

medium appeared before the American public.

The Rise of Television

In 1939 the New York World's Fair opened with an

address by President Roosevelt on a new gadget called tele-

vision. Despite the fact that only a few hundred receivers

 

4Martin Mayer, Madison Avenue, U.S.A. (New York:

Harper and Brothers, 1958, p. 298. ‘
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were able to tune in this significant event, television

quickly became an overnight sensation.5

I The following year NBC and Philco decided to tele-

vise the two major conventions. Although there were only '

a scattering of sets in New York and Philadelphia at the

time, it was estimated that some 40,000 to 100,000 people

viewed some part of these conventions which showed the

parades, both the keynote and nominating speeches, and

various interviews with candidates and different political

experts.6

With the start of World War II, "the production of

television sets stopped completely, and telecasting settled

down to a skeleton schedule for the duration, with only six

I . o 0 o a 7

commercial teleVISion stations on the air." By 1948 the

resumption of TV set production was back in full swing and

'almost one million sets were sold to household consumers.

Moreover, in September of that year some 36 stations were

broadcasting on the-air to approximately Oneethird of the

pOpulation of the United States in nineteen cities across

the country. Television quickly became the foremost ad-

vertising medium in the country, and the first choice of

the people for leisure-time activity.'

 

5Chester and Garrison, Television and Radio, p. 42.
 

6Thomson,'Television and Presidential Politics, p. 3.

7Chester and GarrisgngaTelevision and Radio, p. 42.
/
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Still, despite the rapid growth of this new communi-

cation tool, few men in the late nineteen forties were truly

‘aware of either radio or television's potential as a political

advertising medium.

Presidential'Cempeign'b‘1948
 

In 1948 E.H. Little, chairman of Colgate-Palmolive,

.suggested'that Thomas E. Dewey, the Republican presidential

nominee, Should devote a substantial part of his campaign

budget as well as his time to the preparation and utiliza-

tion Of-spot announcements on radio to reach the American

voter. To illustrate his proposal, Mr. Little had the

Ted Bates advertising agency in New York prepare a series

of sample radio spots for the New York Governor. Unbeknownst

to Mr. Little, however, another agency--Batten Barton,

Durstine and Osburn--had already begun planning the adver-

tising program for the national campaign. Since BBDO had

handled the New York State Republican party's advertising

effort for several years, the agency felt no compelling reason

to follow Mr. Little's advice. Consequently, when Mr. Deweyx

was informed of Mr. Little's broadcasting proposals, the

BBDO agency merely cOunseled Mr. Dewey to reject these.

suggestions.8 Since the public Opinion polls indicated that

Tbm Dewey was definitely the preferred presidential candidate

anyway, it seemed to both Mr. Dewey and BBDO that political

 

T

8Mayer, Madison Avenue U.S.A., p. 298.
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l6

commercials were simply not essential to their achieving

victory on election day.9

Likewise, because President Truman also did not feel

the need to utilize television during his campaign, it re-

mained for the off-year elections of 1950 and the Presi-

dential election of 1952 to suggest the political potency

of this new medium.

ow" -‘-:.-.

 

When Harry Truman was re-elected to the White House

in 1948, Republicans across the nation were stunned.

Everything had pointed to a Republican victory. Now, key

nembers of the party found themselves reassessing not only

their political philoscphy, but also their methods and

techniques of political campaigning.

By 1950 both Thomas E. Dewey and the Republican

Congressional Committee slowly began to realize that perhaps

television could very well play an impOrtant role in im-

proving the Republican image in the eyes of the American

voter. Under the guidance of Robert Humphreys, the committee

quickly began putting television at the disposal of Cam-

paigning Republican congressmen. Five-minute television

films were prepared for use by Republican candidates running

forCongress. The committee provided slide films, standard

scripts, direction, printed visual aids, and other

promotional materials. At the same time the committee

gEric. F. Goldman, Rendezvous with Destiny» (New York:

Alfred A. Knopf, Inc., 1956), p. 326T’
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mmlained to their candidates how to get time on TV, and

mged them to use this time for running multiple spots

fmmring their candidacy.lo

Immediately, candidates began making all-day and

Elenight appearances over local television stations with

neat success. One prime example was Thomas E. Dewey. In

‘NNvYork State Mr. Dewey "found that the extended personal

nmearance on television in a twenty-four-hour period was

mm of his most successful campaign devices."ll

In Ohio, supporters for Senator Robert Taft pointed

‘toa similar success. In that large midwestern state the

Samtor's advertising agency claimed that the Senator's

mmrecedented margin of victory was made possible by tele-

vnuon in that it "enabled Senator Taft to reach millions

ufiher than thousands, by foregoing some personal appear-

mxms but multiplying audiences for those he made."12

loThomson, Television and Presidential Politics,

11Ibid.

12

 

Ibid., p. 6.
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CHAPTER III

REFINEMENT OF TECHNIQUES AND STRATEGY

In 1952 political television entered a new era.

Early in the year General Dwight D. Eisenhower resigned his

NATO command post. Upon his return to the United States he,

announced that Should the Republican party nominate him as

'its presidential candidate at its convention, he would

accept the nomination.

Immediately, voters everywhere along with the three

television networks began focusing their attention on the

upcoming Republican convention. Instantly, men from both

political parties began to realize that television was

going to play a key role in shaping the outcome of the

election. Quickly, both Republicansand Democrats began

producing and distributing handbooks on how candidates could

make the most effective use of television.

As the Republican Convention began, Democrats were

urged to observe how the Republican delegates acted or

behaved so as to benefit from their mistakes or on-the-air

blunders. At the conclusion of the convention and after the

selection of General Eisenhower, the Democrats had learned a

\ ‘

great deal. As their own convention began, the Democratic

18
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Convention Committee took great pains to present the most

-positive image to the television audience. They exhorted

their delegates, in the official convention program, in

posEers at headquafters, andgin special leaflets placed on

the chaiPS of the delegates, to be on time and to behave.

The leaflets warned each delegate that he might provide a

television close-up at any time. The text of one flyer

.read:

It is likely that you and most of the rest

of us participating in the Chicago convention

will, at that time, make our first appearance

as actors in a television production. We

cannot rehearse our roles. We cannot always

consciously govern our actions in light of the

fact that whatever we do is being viewed by a

substantial part of the population of America.

But there are a few important things we can

guard against in advance. For example, we can

be in our seats well ahead of time. . . . .

We hope ynu will co-operate with us and see

that your seat is always occupied when the

Convention is officially in seSsion.

Shortly thereafter the Democratic Convention was

concluded. Now the major battle for men's minds was about

to begin.

The 1952 Presidential Campaign

Theodore White has written that "The campaign of

1952 must be seen as political classic . . ._a classic equal

to the RooSeveltian campaign Of 1932 or the Kennedy campaign

 

3 1Thomson,“ Television and Presidential PolitiCS:

p. 5.
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ofl.960."2 Even the New York Times agrees. One editorial

after the election stated:

Never before has the voter had such widespread

opportunity to get the "feel" of the man he may

or may not vote for to sit in the White House.

Never before has he been able, with his own eyes,

to take measure repeatedly of the sincerity, the

goodwill, ang the intelligence of a candidate for

high office.

In 1952 General Eisenhower was elected President of

Hm United States, and for the first time during a national

eflection, television campaigning became a vital factor

influencing the votes of millions of Americans on election

chy. One major reason behind this fact lay in an understand-

ing of Mr. Eisenhower's basic personality. .

At the start of the campaign Mr. Eisenhower was a

political novice. As one historian has written, General

Eisenhower was:

. . . a leader whose life had been spent apart from

politics and to whom the sordid, subterranean

mechanics of partisan politics were distasteful.

. . . a man accustomed by military training to deal

with and command Specialists [and who] . . . left

the direction of his party machinery in the hands of

specialists.

Two such specialists in 1952 who were to have a pro-

found effect upon this election and all future elections were

Alfred.Hollander, then a broadcasting station manager and

2White, The Making of the President 1960, p. 72.

3Chester and Garrison, Television and Radio, p. 7.

4White, The Making of the president 1960, p. 73.
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finer head of the television department at Grey Advertising,

am_Rosser Reeves, Board Chairman of the Ted Bates Advertising

mmncy. Early in 1952 both men met for the first time as '

wflunteer workers engaged in promOting the Eisenhower candi-

cmCy. Alfred Hollender had met General Eisenhower during

Mnld War II while supervising the U.S. propaganda radio to

anmany; and, when Mr. Eisenhower announced that he would

mxept the Republican nomination if it was offered to him,

Infred Hollender wrote a letter to the General and offered

tam his services.

Rosser Reeves, on the other hand, had joined the cam-

;mign staff through some close friends in the oil business.

Because they were concerned with overcoming the Democratic

5 these individuals con-slogan, "You Never Had It So Good,"

tacted Reeves to come up with a counter slogan. When Reeves

informed them that they really didn't need a slogan, but.

that they needed a plan instead based upOn the use of spot

announcements, they asked Reeves if he would handle the ad-

vertising end of the campaign in exchange for their promise

“to raise the necessary money to implement such a campaign.

Reeves accepted their prOposal and quickly began drawing up

some suggested scripts and story boards to be used in the

spot campaign.

A few weeks later and after a series of private dinners

and meetings with his oil friends, Rosser Reeves was intro-

duced to Alfred Hollender, who was now working on Eisenhower's

 

5Mayer, Madison Avenue U.S.AT, p. 298.
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xmlunteer staff called the Citizene for Eisenhower. Both men

nueed that spot announcements were important in achieving

Inctory on election day. Therefore, Al Hollender set out

hmediately to convince both the General and his brother,

bulton Eisenhower, of the importance of using television

smots throughout the campaign. Since, during the primary

campaign, Hollender had already been successful in persuading

‘dm Eisenhower brothers to air TV spots put together from

rmwsreel clippings, the task he was now about to undetake

did not seem to be too difficult.

Meanwhile, Reeves continued to meet with other members

of the Citizens' group, notably Walter Williams, chairman,

and John Jay Whitney, the chief fund raiser, to convince

~ them of the need for utilizing TV spots. Convinced of the

.Lidea by Reeves, the two men plus Reeves himself set out to

persuade Sherman Adams, General Eisenhower's chief of staff,

that the General himself should appear in the Spot campaign.

On August 7 the formal 1952 Republican Campaign Plan

was presented to Mr. Eisenhower, Richard Nixon and their I

respective staffs by Robert Humphreys, the public relations

director of the Republican National Committee. One of the

major tenets of the plan stated that "the use of radio and

TV stationfbreak spots during the last ten days of the cam-

paign is a must for stimulating the voters to go to the polls

6
and vote for the candidates." The Republican candidates

plistened and accepted the plan. Now Rosser Reeves had the

6
Ibido " p0 2990
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reqmnsibility to organize and write all of the scripts

for the TV Spots.

To carry out this function, Reeves immediately took

asbvweek.leave of absence from the Ted Bates agency without

gmyand set himself up in a suite at the St. Regis Hotel.

TMne he began researching material for the scripts by

remfing newspaper articles covering all of the General's

smmches. When he discovered that the General had something

tosay on almost every subject, he decided he had to limit

tManumber of over-all themes which he would use in the TV ‘

gmts. After narrowing the themes down to a dozen or more,

hethen went to see pollster George Gallup to learn what

Mmues were most important in the minds of most Americans.'

rpm this meeting Reeves learned that the American voter was

nmst disturbed about the Korean War, possible corruption in

bashington, taxes and the high cost of living, and in that

order. -

Reeves prepared a few scripts and had an artist draw_

story-boards for spots on each of these themes. He then pre-

sented these suggested spots to Walter Williams and various

IEpresentatives from the Republican National Committee. At a

meeting in the Hotel Plaza toward the end of August, Reeves

a{gued before thesemen that only‘one of these issues should

The chosen toibe hammered home in all of the spots. The

Republicans listened, but did not agree. Instead, they

~ inforrmed Reeves that he should prepare scripts which would



24

Mt all of the issues which George Gallup had indicated were

Emortant to the voter, and that he, Reeves, should have all

ofthe scripts ready to be shot in New York on September 13,

He one day when Eisenhower would be in New York and the

mfly day in which the General could find time to appear

before the camera .

Reeves was obviously disappointed. He had hoped to

ham more timeduring which to write the spots. Still, on

quember 13, Reeves was ready with twenty-two spots approved

bythe Citizens for Eisenhower. Author Martin Mayer vividly

Tmcribes the events which followed: '

Reeves and Eisenhower met, for the first time,

at the Transfilm studios in midtown Manhattan, and

the Bates make-up department prepared the candidate

‘ for the Cameras. Reeves>WEs particularly anxious

?;fto have EisenhoWer'appear in the Spots without his

glasses, but without his glasses the General was

unable to read the prompt cards. The head of Bates'

radio-TV department personally took a brush and

hand-lettered huge prompt cards for Eisenhower to

read without glasses. '

The first few spots went like the wind, and

Reeves realized that Eisenhower probably could go

through the planned fifty in a single day. So he

sat down at his typewriter and wrote twenty-eight

spots in a few hours, under forced draft. As he

finished each spot he would take it to Milton

Eisenhower, who would either okay or reject it.

Sometimes Reeves, who was pulling most of Eisenhower's

lines straight out of already delivered speeches,

would protest against the rejection; to which the

invariable answer would be, "I.don't care if he said

it in Texas in June, the General isn't going to say

it now." Accepted scripts would be read quickly to

the candidate, then passed on to be lettered on the

Prompt cards.

. . . In all the spots [Reeves] used the same intro-

duction, an announcer saying, with suppressed excite-

ment, "Eisenhower Answers the Nationl". Then the voice

-Of "an ordinary citizen" would ask a question, such as,
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"Mr. Eisenhower, what about the high cost of living?"

And the General would reply, in this instance, "My wife,

Mamie, worries about the same thing. I tell her it's

-our job-to change that in November fourth." A formal

disclaimer from the television station (of the "What

you have just heard is a paid political announcement"

variety) would end the spot and in each home the tele-'

vision set would then return to its usual fare.

[Finally, Mayer adds] . . . part of the footnote

in the history books someday should be a vignette

of the scene in Transfilm's studios as recalled by

Reeves: Hollender working with the camera crew, Reeves

himself pounding a typewriter in a back room, a high-

priced execut}ve hand lettering prompt cards, and

~2:'Milton_Eisenhower keeping'up the spirits of the next

'Presidént of the United States, who sat in a hard chair

between takes, shaking his head and saying, "To think

that an old soldier should come to this!"

Two months later Dwight D. Eisenhower was elected

Tuesident and political advertising was finally accepted as

m1integral part of campaign strategy.

Analysis and Evaluation
 

One of the major observations made by the Brookings

Institution in their 1956 study of the 1952 elections was

the following:

During the campaign, the most notable development

in the strategy of the use of television was the strong

concentration on selective radio-television spot an-

nouncements, used most heavily by the Republicans in

the closing weeks. These announcements were placed

adjacent to the most popular shows and concentrated in

those areas and attuned to those audiences that the

Republican strategists thought were most important to

securing victory. They were more interested in

reaching the non-voter than the switch—voter. The

Democrats used similar techniques, but far less ex-

tensively because of a smaller budget, and because

they had already reserved substantial blocks of time

for Speeches and panels.8

 

71bid,‘p.—301.

8Thomson, Television and Presidential Politics, p. 35.
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Interestingly enough, in 1954 the Department of

Mameting at Miami University published a report entitled

'The Influence of Television on the 1952 Elections." One

ofthe major findings of this study was that most television

.Mpressions were made during the convention coverage and in

Hm ten days preceding the election, times when personality

'figured most prominently. Furthermore, the report stated

". . . it was at these times that the bulk of voters'

dafisions were made."9 Since most of the Eisenhower spots

mere concentrated in the last ten days of the campaign, the

report suggested that there definitely was a direct relation-

flfip between these spots and Eisenhower's victory.

Yet net everyone agrees with this report. Some men,

such as CBS news commentator Eric Sevareid, have argued

that during the 1952 campaign these TV Spots had little

bearing on the overall voting results. Mr. Sevareid has

written:

The Eisenhower candidacy for the nomination

was not made in Madison Avenue in spite of the

persuaders, hidden and otherwise, working for

him with all the new arts of public persuasion.

They refined it, they merchandised it, but they

had a highly acceptable commodity to work with.10

Rosser Reeves disagrees. .FOr Reeves, not only were

these TV spots very definitely a key factor.in Eisenhower's

election in 1952, but, on several occasions Mr. Reeves has

"glbid., p. 137.
 

loEric Sevareid, Candidates 1960 (New York: Basic

Books, Inc., 1959), p. 15. -
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mmmessed the opinion that had Adlai Stevenson employed a

fetter'usage of spot announcements during the campaign, he

IMght well have upset the General on election day.11

Today the debate continues. Some men believe that

~Hm utilization of TV spots during a campaign is essential

u>victory. Others say no, while still others remain un-

dafided. Yet few individuals would go so far as to declare

'imat television has had little effect at all upon the poli-

tical scene. Eric Sevareid, for example, clearly notes

Hus fact in his book Candidates 1960, during a discussion
 

cf the respective careers of Senator Joseph McCarthy,

lfiiai Stevenson, and Senator Estes Kefauver. 'About tele-

xdsion's influence upon their careers, Mr. Sevareid writes:

Television's exposure will reveal the true

nature of man only if the exposure is prolonged,

coupled with conditions of high pressure, the

circumstances under which the little screen finally

did reveal the true character of Senator McCarthy

in the Senate hearings. Otherwise it can be

quite misleading. It taught millions to believe,

for example, that candidate Kefauver was a warm

lover of humanity of all classes, athletically

eager to shake its each and every hand; and that

candidate Stevenson was slow and diffident with

the palm, somewhat uncomfortable in the crowd.

What it could not show was the truth--that Kefauver

rarely sees or hears the person whose hand he is

shaking, while Stevenson scrutinizes the person,

listens carefully to his remarks, and answers him

with a-pertinent thought.- It is Kefauver who is ..

self-absorbed, Stevenson who is not, yet millions

watching them on television in the primaries of

1956 were miiTed into reversing their true roles

and natures-

 

11Mayer,.Madison Avenue U.STAJ, p. 311.

12Sevareid, Candidates 1960, pp. 5-6.
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Stephen Shadegg, author of How to Win An Election,

has said:

The candidate who can put himsegf across on

TV enjoys a tremendous advantage.

All voters hope to find a candidate who is knowl-

edgeable, who demonstrates an acquaintance with

their problem. They don't demand genius, they

don't insist that their candidate know everything

about everything and they are really not interested

in hearing the candidate dwell on his virtues.l ‘

In 1956 Charles Thomson wrote in his report to the

Brookings Institution:

Evaluations to date suggest that television projects

personalities better than it demonstrates issues. . . .

[Therefore] the personable, articulate, self-possessed,

but relaxed individual who can make a pleasing visit

into the home of the viewer, win his attention with

courtesy, and impress him with the saneness of his

views and the attractiveness of his personality seems

to have the current edge.

Two years later Nelson Rockefeller clearly demon-

strated what Shadegg and Thomson were talking about when he

decided to run for Governor of New York;“

Tgw‘York Gubernatorial Campaign -l958

elson RockefelTer felt so strongly about the
~c 'o

if . ,— ,

In 1958 N

- imporéanceeof utilizing TV spot announcements throughout his

campaign to unseat the Democratic Governor of New York,

Averell Harriman, that he, ROckefeller, allocated 40 per

cent of his total expenditures to purchasing time on both

l3Shadegg, How to Win An Election, p. 166.

l4Ibid.,-'p. 170.

15
Thomson, Television and Presidential Politics,

p. 137. '
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radio and television. In_e_§ampaign.celebrated from coast
’4’”

." " /"

To coasttas "The Battle of the Millionaires," Rockefeller

had camera and sound crews following him throughout the

state, filming his speeches and his numerous interviews

«nth the voters of New York. The best filmed interviews

were then edited into television Spots which received

cmmplete saturation throughout the state and which were

considered by a great many peOple to have had a far more

important effect upon New York voters than his set Speeches.

15 one commentator wrote:

The TV spots helped convey to millions the

essentially individual impact of the Rockefeller

personality. It includes what one pro has called

a "Gee, I like you, smile," but it also projects

sincerity and sympathetic understanding.

Rockefeller can talk for minutes or even seconds

with a total stranger and leave that stranger

with the conviction that no subject other than

his problems crossed Rockefeller's mind as they

spoke.

When the ballots were all counted, Mr. Rockefeller

hmiliterally swamped his Democratic opponent, Governor

Averellearriman, by some 573,034 thes even though "most

voters knew little more about him than that they liked

the vital, friendly image on their TV screens.”17

 

l6Sevareid, Candidates 1960, p. 55.

17 /

Ibid., p. 26.



CHAPTER IV

THE KENNEDY ERA

Th_e Road to the Nomination

It has been said of the late John F. Kennedy that

hnsfather raised him from early boyhood to eventually

bmmme President of the United States.

In the early months of 1960, however, few voters'

across the nation were aware of this fact, let alone knew

vathn F. Kennedy was or that they would eventually be

\mthm for him. Instead, most analysts of the political

scene expected that Richard Nixon would become the next

{LS.ETeSident to succeed President Eisenhower.

Theodore C. Sorensen, Special counsel to the late

President Kennedy, explains in his book, Kennedy, some of

the reasons behind this thinking in writing about the late

ITesident's earlier senatorial years:

'
-

CCh;.Ke::edy was not.cne of the Senate cre .
-

.
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And.after he graduated in November, 1958, from the

traditionally inactive freshman class, his Opportuni-

ties for major contributions to the Senate~~except for

his battle for fair labor reforms and against rackets--

were increasingly eroded by the demands of his

Presidential campaign.

IMring‘his first four years Kennedy's two committees

‘fLabor and Government Operations-“hnadled compara-

tively little legislation of importance. He was frus-

trated in efforts both to obtain major assignments

(909-, an investigation of lobbying) for the Government

‘

«or a». '-
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Operations Committee and to exchange his seat on that

committee for another on a more important one.

. The intellectual journals of Opinion had doubts

about his credentials as a liberal, about his religion

and, above all, about his father. The more pOpular

guess emphasized the financial cost of his campaign,

the participation of his family, his new tea-party

technique of electioneering and the sympathy evoked in

female hearts by his tousled hair and boyish looks.2

When JOhn Kennedy decided to enter the Presidential

may first in the Democratic primaries, few individuals

-nwathe young senator much h0pe for success. Even

hmmdy'himself, according to Sorensen, was aware of his

liabilities .

Often, to the incredulity of newsmen and to the

chsmay of his followers, he would objectively list

those liabilities in public. He knew that no Catholic

had ever been elected President of the United States,

mnere church membership was more than two to one

Emotestant--that no forty-three year-old had ever been

elected President--and that for these reasons in

particular his party was unlikely to pick.him.3

[Furthermore,] . . . so youthful a candidate had

rmver been elected President, nor in this century even

teen nominated by a Democratic Convention. He was a

Mmmn Catholic--and no member of that faith had ever

teen elected President nor, after 1928, even been

seriously considered. He was a United States Senator

'-and only one Republican and no Democrats had ever

teen elected President from the Senate, nor had the

Ikmocrats even nominated a Senator for a hundred years.

They had not nominated a New Englander for even

longer.4 ‘

1Theodore C. Sorensen,‘Kennedy (New Ybrk: Harper

and Row, 1965), p. 43. -

2mg” pp. 11-12. -

3221a” p. 97.

“Ibid., p. 122.
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Yet, despite all of these seemingly overwhelming

can against him, John Kennedy not only entered the

anidential race but he won the election.

Early in 1960, however, victory seemed a long way

offfor JOhn F. Kennedy. Not only was he an underdog sta-

timically, but, he kneW'that he would face stiff Opposi-

tnn1within his own party from such well-known Democratic

leakms as Missouri Senator Stuart Symington, Senate

mfiority Leader Lyndon B. Johnson, and Minnesota

Santor Hubert Humphrey. Thus, reasoned John Kennedy, his

omurhOpe for securing his party's nomination was to enter

tMeIEmocratic primaries, face this Opposition and put a

st>to their respective campaigns before they gathered ‘

mmentum. As Theodore Sorensen writes:

If he swept the primaries . . . Only in this way

could he demonstrate his electability, prove that a

Catholic could win, scatter the favorite-son candi-.

dates, pick up a bloc of committed delegates and

knock one or more competitors completely out of the

race. Only then could he translate his voter strength

in such states as New YOrk, Illinois and Pennsylvania

into solid delegate strength.5

Therefore, on January 2, 1960, immediately after

Imblicly announcing his candidacy for the Presidency of the

Imited States, JOhn F. Kennedy challenged "any Democratic

aspirant . . . to submit to the voters his views, record.

and competence in a series of primary contests."6 His

challenge was quickly answered by Minnesota Senator Hubert

—-+
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Humphrey who in turn challenged Senator Kennedy to enter

both the Wisconsin and West Virginia Democratic primaries.

Wisconsin Primary
‘ \

In the weeks which followed, Americans everywhere

watched with great interest as both men threw all their

energy into the Wisconsin primary race. For Senator. Kennedy

the victory was a must if he was to get his campaign off to

agood start. For Senator Hubert Humphrey a Wisconsin

victory was important because this state bordered the strong-

.hold of‘Humphrey's strength, Minnesota; and, if the Senator

was to gain delegate support for his candidacy, it would

have to begin here in the midwest.

As the primary date approached, the pollsters seemed

to note a trend toward Senator Kennedy. Whereas, at the

start of the state's primary; campaign, Kennedy had been a

rather unknown candidate, witl'r“both the personal and

financial ”help of. his family and numerous loyal friends,

Kennedy had begun to awaken the Wisconsin voter to his ‘

candidacy.

At the same time, however, there began to appear an

increasing amount of discussion concerning the Democratic

candidate's religion. Despite the attempt'by the entire

Kennedy camp to minimize this issue, the question of a

CathOIic President in the White House began to .loom as the

key issue in the primary. Theodore Sorensen describes the

Situation as follows:



34

Pictures of Kennedy greeting groups of nuns were

quickly snapped, While other greeters went unnoticed.

Frequent questions from student audiences about his

religion were reported far more extensively than ques-

tions on labor or agriculture. On a TV panel interview

one reporter asked the Senator if he would attend a

summit meeting even if ordered not to do so by his

Bishop. "Of course I would," bristled the Senator; _

Several sermons were preached in Lutheran and other

churches questioning the allegiance of a Catholic

President. POAU pamphlets and far more unreasoning

statements by anonymous hate sheets were distributed

throughout the state. An gdvertisement in several

.v— Wisconsin-neWSpapers said'Catholics in both parties

-were'“ganghryup" on Kennedy's Opponent and urged

Protestants to give a "square deal for Humphrey." . . .

Voters at Kennedy rallies were accosted by reporters

outside the hall and asked their religion--not their

occupation or education or philosophy or income.. . .

And on the Sunday before the primary, the Milwaukee

Journal listed the voting strength in each county of

three types of voters: Democrats, Republicans and

Catholics.7 '

~On Tuesday, April 5th, the voters of Wisconsin

reached their decision. In a state which favors the Open

primary whereby registered Republicans are allowed to vOte

in Democratic primaries and vice versa, John F. Kennedy won

the state with more votes than any candidate in the history

of Wisconsin's primary.

Quickly, however, Kennedy realized that any advan-

tage Which he might have gained in his Wisconsin victory

was to be short lived. Immediately after the election a

n"*‘ r of political commentatOrs began analyzing the

results of the primary vote in an attempt to eXplain how

Kennedy had received even more votes than the pollsters had

predicted. Their conclusions or findings, they said,

 

7m.,_p. 137.
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indicated that Kennedy's win was attributed to a large

majority of Catholic Republicans who decided to take advan-

tage of their state's Open primary and vote for Mr. Kennedy.

In proof of this, they cited that, whereas Kennedy's pOpu"

lar margin had come entirely from four heavily Catholic

areas, he had lost all four predominantly Protestant dis-

tricts and had carried the unclassified one by only a hair.

Therefore, the’Wisconsin primary results were meaningless

in terms of giving any true indication of Kennedy's pOpu“

larity with the peOple. PeOple in Wisconsin had merely

voted along religious lines and not on the basis of the

qualifications of the respective candidates.

Since Kennedy knew all too well that many of the

bosses in the East who controlled large blocs of delegates

would read the Wisconsin primary as a Catholic-Protestant

split, whether true or not, he now knew that he would have

to face this religious issue head on. No longer could' he

attempt to skillfully dodge it. His future success

depended upon how well he could convince the American voter,

he he Protestant, Catholic, Jew, Negro, Asian or White,

that his religious beliefs would in no way be detrimental

to the-office of the President of the United States.

To Hubert Humphrey it seemed .that Kennedy had won in

Wisconsin only because of Republican-Catholic crossovers.

Since Humphrey wanted to run against Kennedy in a primary.

limited only to Democrats, immediately after the Wisconsin

primary Humphrey renewed his challenge to John F. Kennedy
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to face him in the west Virginia primary race. Abandoning

his earlier announced intention to withdraw from the race

if he could not carry his neighboring state, the Minnesota

Senator suddenly became convinced that he could win in

west Virginia. west Virginia, unlike Wisconsin, did not

profess to have a single leading politician in the entire

state who was publicly for John F. Kennedy. Moreover,

west‘Virginia was a state in which roughly 95% of the pOpu-

lation was of the Protestant faith. Therefore, reasoned

HMmphrey, it was definitely to his advantage to face

Kennedy in the Democratic primary there. The odds all

seemed to be in his favor.

W’ V' ' i P ' a

As the primary campaign in west Virginia got under

way, it began to appear that Humphrey had been right.

Whereas, an early Lou Harris poll taken in December, 1959

had showed Kennedy a 70-30 favorite over Humphrey before

the Wisconsin primary, a later poll taken after the "full

impact of Wisconsin, showed a sharply new awareness of the

religious iSSue . . . and a 60-40 landslide forHumphrey."8

When members of the Kennedy staff asked their west

Virginia advisors what had happened between his 70-30 margin

in December and the short end of the present 40-60 split,

.Bibid., p. 139.
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Hey were told, "But no one in West Virginia knew you were

aCatholic in December. ’Now they know."9

At first the Kennedy tacticians tried to circumvent.

fie religious issue. They stressed constantly the positive

fleets of their candidate such as his outstanding war

record, his courage under stress, his sympathy and concern

fix the underprivileged, the hungry and the unemployed.

Yet, as the days grew closer to the election, the

nfligious issue still remained as the number one issue in

we minds of the voters, thus reducing Kennedy to the

Inflerdog's position. Realizing this, the Massachusetts

Eknator decided to try a new tactic. He would debate

Shnator Humphrey on television in West Virginia. Despite

the fact that John Kennedy believed that Democrats should

cmly debate Republicans, and therefore had earlier declined

to debate Humphrey in Wisconsin, now Kennedy realized that

if he stood any Chance at all in west Virginia, he needed

some kind of breakthrough in terms of voter interest and

support. If he debated Humphrey face to face on television,

then, he reasoned, many voters might forget all talk about

the religious issue and for once in west Virginia he could

begin his quest for victory in the primary election on an

equal footing with Senator Humphrey. He knew there was

little chance of any real clash occurring between the two

men since each of them would probably be fairly cautious in

II."

.1. ____ r,—

'-- 5..

9White, The Making 9: Lhe President 1960, p. 121.
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ckbating the other person. Yet, he felt there was always

de.chance that he, Kennedy, might come out on tOp during

He debate, causing some voters to switch their votes to

Ins side. Furthermore, since he was the underdog anyway,

Im‘had to take the gamble since he really had nothing to

lose.

In retrospect, according to Ted Sorensen, Kennedy

vms quite accurate in his prediction and analysis.

As he had predicted, there was no real clash, except

for one acrimonious exchange about the "stOp-Kennedy

gang-up." Humphrey seemed less tense and more spirited

than Kennedy. But Kennedy, speaking in softer tones

and shorter answers, without notes, scored with local

illustrations and specifics aimed chiefly at west

.Virginia. He held up a skimpy surplus food package and

cited real-life cases of distress. He spoke in simple,

straightforward terms. Local newspapers the following

few days showed votes switching to Kennedy on the

strength of this debate.10

In KanaWha County, the most pOpulous county of West

Virginia, seat of Charleston, the capital, the polls Showed

the effects of the TV debate. From a 55-45 Humphrey margin

two weeks before the debate, the polls showed Humphrey only

a 52-48 favorite the day after the TV debate.11

Almost immediately Kennedy sensed that religion was

still a major issue in the minds of too many voters. While

his staff of advisors remained divided as to how to meet

this problem, on April 25th, a little more than two weeks

before the primary, John F. Kennedy made one of the most

IOSorensen, Kennedv, pp. 140-141.

lIWhite, The Making of the President 1950, p. 130.
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mportant decisions in his political career. In a complete

Match in tactics, he suddenly decided to meet the religious

umue head on. "If he was to be downed by religious bigotry,

Maintended to go down fighting."12 His approach was to bea

flueefold.

First, he changed the subject of his address to the

rmtion's editors in washington from foreign aid to'religion.l

'L1his first full eXposition of his views on church and

Hate Kennedy reviewed his positionon education, birth

mmtrol and relations to the Vatican. He emphasized that

1e was not a Catholic candidate for President and that no

we in the Catholic Church spoke for him on issues of public

nflicy, or would speak for him if he were elected President.

Next, Kennedy made an Open and public appeal to the

Emotestant clergymen and leaders to publicly put an end to

was religious issue once and for all. With the help of -

Ehverend Francis B. Sayre, Jr., Dean of the WaShington

musc0pal Cathedral and Methodist BishOp Bromley Oxnam, an

(men letter calling for an end to all religious bigotry,

amd signed by some thirteen nationally known Protestant

leaders, was sent to every Protestant minister in west

\Hrginia one week before the primary. .

Finally, JOhn Kennedy decided he would take his

candidacy and the religious issue and put them squarely

lefore the West Virginia voters on a state-wide television

‘L

12Sorensen, Kennedy, p. 142.
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Ixoadcast. The program would be thirty minutes in length

am.would be scheduled to air throughout the state exactly

mm days before the voters went to the polls. It was de-

dded that the format of the program would revolve around

aquestion and answer session in which Franklin D.

mosevelt, Jr., would ask the questions and John Kennedy

mnld provide the answers. The questions themselves were

u>be drawn up by Ted Sorensen and were to include "the

four or five questions that bothered Protestants most when

flmy worried about Catholics."13

On Sunday evening, May 8th, the program went on the

a; as scheduled. Theodore White describes what followed:

There remains with me now a recollection of what I

think is the finest TV broadcast I have ever heard any

political candidate make. . . . The religious question

was planted by Roosevelt, Jr., about three or four

minutes after the broadcast began, and Kennedy, as I

remember it, used almost ten or twelve minutes of the

halfthour show to answer. Later the same phrases were

to grow sterile, but at this moment Kennedy spoke from

the gut. He reviewed the long war of church on state

.and state on church and that greatest of all constitu“

tional decisions: to separate church from state.

Then, peering into the camera and talking directly to

the people of west Virginia, he proceeded, as I remem-

her, thus: . . . so when any man stands on the steps of

the Capitol and takes the oath of office of President,

'he is swearing to support the separation of church and

state; he puts one hand on the Bible and raises the

cmher hand to God as he takes the oath. And if he

breaks his oath, he is not only committing a crime

against the Constitution, for which the Congress can

impeach him-“and should impeach him-“but he is commit-

ting a sin against God.

Here Kennedy raised his hand from an imaginary Bible,

as if lifting it to God, and, repeating softly, said,

"A sin against God, for he has sworn on the Bible. "14

‘ 13White, The Making of the President l960, p. 128.

14! hid.’ pp. 128-1290
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In his book entitled Kennedy, Theodore Sorensen con-

fkmfl.this account of the pr0gram by White and added:

He [Kennedy] answered fully and fervently the tough-

est religious questions I could devise for Frank to ask.

[In answer to one question and in an appeal to a show

of religious tolerance, Kennedy said] . . . In 1948

Catholic Boston overwhelmingly supported Baptist Harry

TTuman because of the man he is. I would like the same

! fairness Harry Truman was shown.1

Two days later the voters went to the polls; and,

dwmte a last chance, all out appeal on a TV telethon by

E Emmi Humphrey on election eve, John F. Kennedy won a

tMmhrous endorsement in west Virginia by*a margin of 61-39

owrSenator Humphrey. Apparently anxious to disprove any

“sable Charges of religious bigotry along voting lines,

flmngple of west Virginia helped Kennedy carry all but

'swmaof its fifty~five counties. As one woman said to

'mflhfier Lou Harris the day after Kennedy's religious speech

mzuflevision, "I'm going to vote for Kennedy now. we have

mmmflxtrouble in west Virginia, let alone to be called

.i bigots, too.”-6

In the months which followed, the Kennedy bandwagon

began picking up steam. As a direct result of his victory

'infihst Virginia, delegates who had hesitated to endorse

Jam.Kennedy for fear of a Humphrey victory eagerly rallied

COhis cause.l7 By the time the Democratic convention con-

g med in Los Angeles that July, Kennedy had picked up enough

;580rensen,‘Kennedy, p. 145

l6White,_The making of_the President 1250, p. 130.

17Sorensen, Kennedy, p. 147.
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delegate support to win easily on the first round ballot by

atotal of 806 votes to 409 votes for his nearest

competitor, Lyndon B. Johnson.'

\
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CHAPTER V

TELEVISION ELECTS A PRESIDENT

Presidential Campaign-~196O

When the national campaign began, John F. Kennedy

vms still a long way from achieving his goal of winning

the office of the President of the United States. The

EMpublicans at their convention had chosen the Vice-

President of the United States, Richard Nixon, to be their

candidate. According to the Gallup poll Mr. Nixon was the

favorite to win by a margin of 53-47.1 The pollsters

exPlained that Richard Nixon was far better known than

Senator Kennedy on the basis of his national office and

Eds four previous nationwide campaigns. In addition, they

indicated that the majority of voters polled seemed to

feel that Mr. Nixon was the more eXperienced of the two

candidates While Mr. Kennedy was perhaps better known as a

vmalthy, ineXperienced, and youthful Catholic.2

As the campaign moved into the month of August,

once again the religious issue seemed to dominate the

thoughts of most voters. In that month George Gallup

_

_ 1White, The Making pf the President_1960, p. 299.

2Sorensen, Kennedy, p. 168.
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released the findings of a new poll which showed that

whereas only 47 per cent of the electorate had been aware

cm Kennedy's religion in May, 1959, a little over a year

later roughly 87 per cent of the electorate were now aware

of the Senator's religious position, and this figure,

yaccording to Dr. Gallup, was rising steadily.3

Kennedy, originally h0ping that his victory in the

vest‘virginia primary would lay this issue to rest once

and for all, realized that now "his most urgent campaign

taSk was to become better known for something other than‘

his religion."4 He knew that his future speeches, press

conferences and various statements would help to alleviate

this problem, but he also knew that the total number of

people who would hear him speak on these occasions would

only total a very small fraction of the entire electorate.

Therefore, he had to find some other means of reaching

those voters who constituted the majority of the electorate

and who would ordinarily never have the Opportunity to

listen to him. The answer to this problem was obvious.

Through the medium of television John Kennedy could not

only reach all of these voters, but he-could talk to each

one of them individually in their own living rooms.

I

9’_”j iIn 1960 the number of families in the United States

had grown to some 44,000,000, and of this total, ”no less

31bid., p. 193.

4;big., p. 195.



45

than 88 per cent, or 40,000,000, possessed a television

set."5 Although perhaps not knowing the exact number of

peOple that he could reach through television, John Kennedy

knew that this number had to be considerable. As he

traveled through the primary states he had observed that

even though some of the poorest and tiny ramshackle shacks

did not have either newspapers, magazines or even plumbing

facilities on their premises, they did have a television

aerial perched high above their individual roof t0ps. In

addition "he had seen surveys Showing twice as many

Americans citing television as their primary source of

campaign information as those citing press and periodicals."6

Consequently, as soon as the Republican National

Convention ended in Chicago, John Kennedy and his staff

began turning their attention to the objective of gaining

national eXposure on television for the Massachusetts

senator. As Sorensen writes in his book on Kennedy;

. . . the Kennedy campaign organization sought every

possible use of the medium-"obtaining state-wide

television for his major address in eadh state, taping

a series of presentations by the candidate on individ-

ual issues, showing as commercials selected excerpts

from his campaigning in different areas, and making a

few nationwide TV addresses, always before enthusiastic

audiences instead of a studio camera. The timing of

his half-hour shows was carefully selected with an eye

to what programs would be displaced, thus displeasing

their fans, and what programs would compete for an

audience. Five-minute "spot" presentations were also

strategically placed at the end of pOpular shows.7

¥#¥A

5White, The Makifinq of the President 1960, p. 335.

6Sorensen, Kenned , p. 195
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The Kennedy organization1aiso'purchased a consider-

able amount of television time all across the country in

order to air a short documentary film of the life of

John F. Kennedy. The purpose of the film was to portray

JOhn Kennedy to the American voter as,a man of many talents

.and a man with whom they could also identify themselves.

The film Opened with a shot of a PT boat spraying a white

wake through the black night. Its meaning was clear.

During the Second WOrld war John F. Kennedy had been a

.Inaval war hero. Next the film showed the quiet young man

standing in his library holding in his hand the book which

won for him the Pulitzer Prize in literature. Again the

implication was clear. The young senator was also a

brilliant scholar. In the next sequence of shots Kennedy

was observed reading to his two-year-old daughter while

she sat on his lap. Finally, the film concluded with a

direct statement by the Massachusetts Senator on the sub-

ject of his devotion to the freedom of America's faith and

the virtues and rationale behind the idea and concept of

separating church and state.8

In the months which followed, over one million

dollars were spent by the_Kgnnedy forces for network time

.0”- . ‘— O

,-

‘0'

. ,4.-

aloneze=In additiOn every possible offer of free time was

utilized. "Invitations to appear on news panel shows,

 

3White, The Making of the President 1960, p. 129.
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abhome-with-the-candidate shows, campaign documentaries

amicandidate profiles were all promptly accepted."9

Mm Great Debates

Then suddenly on August 24, 1960, President Eisen-

mwmr signed a law passed by Congress shortly after the

tmanational conventions had concluded their respective

“meions, that suspended Section 315 of the Communications

Act(requiring equal time for all fringe party candidates)

flu the 1960 campaign alone.

Immediately, all three networks approached the two

mfior presidential candidates and their staffs and offered

‘flmm free time of television for a series of debates. I

ymlizing that hetwould have‘evzrything to gain from a

ammltaneou; exposure with his better known opponent,

1mnnedy accepted the offer.

For Richard Nixon, however, the decision to debate

was not an easy one to reach. Nixon was far better known

rationally than his Democratic opponent. He was generally

regarded as being more mature and experienced. President

Edsenhower and other leading Republicans felt that it would

rwt be to Richard Nixon's advantage to debate John Kennedy

and urged him to decline the netwOrks' offer. According to

Ted Rogers, one of Nixon's television advisers, Nixon knew

that these men were correct. He had once said to Ted, "In

k

9Sorenson, Kennedy, pp. 195-196.
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my case the television debates will hurt me in every case

along the way because they will put us on a par tOgether

and make us equal in the eyes of the viewers."10
/_\ \

Still, as Sorensen points out, Nixon also had

reason fO‘f self-confidence in debating Kennedy. He had

begun his political career in 1946 by outdebating a very

able Congressman. In 1952, while running as the Republican

vice-presidential candidate with General Eisenhower, he had

come under a severe personal attack concerning a certain

. private political fund which he allegedly maintained. In

‘what became known as the "Checkers" speech, named after

Nixon's dog, Richard Nixon answered his' critics with one

of- the most skillful uses of television in the entire

campaign. Speaking from his home with both his family and

hid dog, "Checkers" at his side, Nixon discussed his

financial situation on television with a candor that

"transformed Richard M. Nixon from a negative Vice-

Presidential candidate, under attack, into a martyr and an

asset to Dwight D. Eisenhower's Presidential campaign."11

This, combined with his impromptu "kitchen debate" With

Chairman Khrushchev in Mascow had helped Nixon to receive

. loTed ROgers, quoted from a Speech he made at a

forum of the Natioanl Academy of Television Arts and

_Sciences on January 6, 1964, entitled "Television--Political

Image Maker."

ill-White, The Making of the President 1960, p. 338.
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nmfionwide attention and "had measurably improved his

firmings in.the polls."lz

With this reputation to defend, with confidence in

his ability to best Kennedy, with a desire to reach

through the debate. the millions of Democrats and

independents whose votes he would need, reportedly

with an eye to the financial advantages of free tele-

vision, and mindful that the two National Chairmen

had implicitly committed both candidates to accept in

the public interest, Nixon felt unable to back away

gracefully.13

With these events behind him, four days after Kennedy

mxepted the networks' offer, Nixon also accepted. Quickly

were followed a series of meetings between representatives

.ofthe two candidates and the Spokesmen for the networks at

the Waldorf-Astoria Hotel in New York. ‘At first the

rmtworks offered eight hours of free time to the candidates

xflnch would take the form of four straight one-hour debates

flfllowed by four evenings of joint panel interviews. The

lfixon negotiators were Opposed to the idea. They felt that\

bfixon “was the master of the form and one 'sudden-death'

debate could eliminate Kennedy with a roundhouse swing."l4

Because they believed Nixon to be the superior debater,

'Nmy'preferred that the two men debate each other without

murprepared texts..

The Kennedy negotiators, onthe other hand, felt

that any increased TV exposure which their candidate could

-__A

12Sorensen, Kennedy, p. 196.

13Ibid. ‘ -

14White, The Making of the President 1960, p. 339.
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gm:would only be to his advantage. Therefore, they began

_hmisting on at least five televised confrontations. As

Kmuedy's TV maestro put it, "Every time we get those two

flfllows on the screen side by side, . . . we‘re going to

gahn and.he's going to lose."15

Slowly, through numerOus.discussions, the shape and

”Rum of the debates began to emerge. WSince both men were

/‘ .

a". _’ 0'

mmious toeavoid the role of prosecutor but wanted some_

:mrt of a sharp division present during the debates, it was

mxided and agreed upon that there would be a controlled

Imnel of four press interlocutors. Because the Kennedy

flutes kept insisting upon at least five debates while the

bfixon negotiators only wanted three confrontations at most,

it was decided through compromise that there would be a

series of fOur one-hour appearances involving all of the

television and radio networks. The four debates would

take place as follows:

lst debate--CBS, Chicago

2nd debate--NBC, Washington, D.C.

3rd debate--Coast-to-coast, New YOrk-Kennedy,

Hollywood~Nixon on ABC

4th debate--ABC, New YOrk'

The dates and formats were set as follows:

September 26--subject: domestic policy

format: 8 minute Opening statements

”by each man, questions

from a panel of corre-

spondents, and 3-5 minute

closing statements.

1511215.. , pp. 339-340.
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October 7 ‘“subject question periods only~~

and 13 & format: 2-1/2 minutes answers,

1-1/2 minute comments.

October 21 --subject: foreign policy

format: same as September 26.

0n.September26, the first of the four "Great

mflmtes" took place at'WBBM-TV in Chicago. Since that time

cmumleSS'words, publications and volumes have been written

describing and analyzing the events which followed. Yet

fnmxout of all of this material, one important conclusion

wmsdrawn from almost everyone who had covered this subject

inémtail. When the TV Debates first began, Richard Nixon

hem generally viewed as being the probable winner of the

ekmtion contest and Kennedy as fighting an uphill battle;

Men they were over, the positions of the two contestants

mue reversed."16 Kennedy's exPOsure on television Oppo-

she his Republican Opponent had proved to be the key

dement in his narrow margin of victory.

The four debates, and the first in particular played

a decisive role in the election results. Nixon knew

it. Kennedy knew it. Their advisers and party leaders

knew it. Their crowds reflected it. Their polls

showed it. The on-the-spot surveys, the post election

surveys and the surveys of surveys all showed it. Some

seventy million adults, nearly two-thirds of the

nation's adult pOpulation, watched or listened to the

first debate, clearly the largest campaign audience in

history. More than four.out of five voters saw or heard

at least one of the four debates, the average adult saw

three, and.more.than.half of all adults watched all

four- 'Thoze'xno.did-not tee or‘hear them soon read‘or

heard about them. They were a primary molder in the

public mind of campaign issues and candidate images.

They were a primary reason for the increasing interest

in the campaign and the record turnout at the polls.

lerid., p. 349.
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And they were a primary factor in Kennedy's ultimate

electoral victory. . . . Kennedy's sincerity and

vitality, in the most televised campaign in history,

and in the televised debates in particular, appealed

to millions of voters who would otherwise have dis-

missed him as too young or known nothing about him

but his religion.1

In 1960 John F. Kennedy clearly established that nOt

.only was television an important instrument to reckon with

during campaign periods, but, that the use of television

during a political campaign could be made to have a very

direct bearing upon who wins the election. With his elec-

tion to the White House, he proved that no longer could men

ignore or be indifferent to the utilization of TV during a

national campaign. Instead, his' narrow margin of victory

over Richard Nixon made it quite obvious that in all future

elections candidates running for major offices would have

to definitely give serious consideration to what effect

television might be made to have on their_ future successes

at the polls .

l7Sorensen, Kennedy, pp. 197, 213.



PART II

THE MANIPULATION OF THE MEDIUM



CHAPTER VI

PERSUASIVE PRIMARIES

David Ogilvy, well-known advertising pioneer, once

"wrote, "The use of advertising to sell statesmen is the

- ultimate vulgarity."l

In 1964 most political candidates and their staffs

were apparently not the least bit concerned with Mr .‘ Ogilvy's .

statement. In that year political advertisingon television

began to assume a new dimension with regard to political

campaigning that even David Ogilvy never dreamed possible.

For more than a decade both the American public and

political candidates alike had watched as political adver-

tising on television increased with each succeeding campaign.

Whereas in 1948 both of the major presidential candidates

had-declined to utilize television during their respective

campaigns, by the conclusion of the 1960 Presidential elec-

tion, it became obvious to almost every candidate running

for a'major Office that political advertising on television

was an absolutely essential part of political campaigning.

With the advent of TV spot announcements on behalf Of

General Eisenhower in 1952, the American voter had, by 1964,

_

'lDavid Ogilvy, Confessions of An Advertising Man,

(New York: Atheneum Press, 1963), 'p. 160.
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rmched a point where political commercials had actually

bwome one of the most important factors influencing his

wxe on election day.

COnsequently, when the 1964 Presidential campaign got

uMErway through a series of primary races, voters in the

repective state primaries found themselves being bombarded

wflh a barrage of political ads on television that have

sums become unique in American political history.

Three primary races in particular are worth mentiOn-

imgbecause in all three races political advertising on

tdevision‘held the key to victory for three different candi-

dMes running for the Office of the President Of the United

States .

In addition, the first of these three primary races

isvery important, because perhaps for the first time on

unevision, a deliberate attempt was made_to distort the

tnuh.about one of the candidates in order to assure his

victory on election day .

Theodore White has written:

Presidential primaries are always savage. But

the Presidential primaries of 1964 were to exceed

in savagery and significance any other in modern

. . . The primaries Ofi¥1954 were a Republican

~J4duel ._. {'and when the duel was over, the Republi-

can-Party was so deSperately wounded that its

leaders were fitter candidates for political

hospitalization than for governmental responsi-

bility.

2Theodore H. White, The Making of the President 1964

Wew‘York: Atheneum Publishers, 1965), p. 98.
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At the start of the campaign, two men, Senator Barry \

Goldwater of Arizona and New York Governor Nelson A.

Rockefeller, were vying for the leadership of the Republican

party. Each individual had a highly professional organi-

zation along with sufficient funds behind him. Each man

also knew that the road to his party's presidential nomi-

nation was a road which led through a series of presidential

primary races. Sixteen states from coast to coast, plus the

District of Columbia, had invited these candidates to par-

ticipate against each other. Yet, of this total, only three

states, New Hampshire, Oregon and California were to be

selected for a direct confrontation by the candidates them-

selves. New Hampshire ,’ with itsgévoting date set at March 10th,

U'. —’ I

’was tO' s‘tar’t'kthe campaign rolling.

'lx’ew Hampshire Republican Primary - 1964

As the New Hampshire Republican primary campaign

began in late December and early January, the polls showed

that Barry Goldwater was a 3-2 favorite of the approximately

100,000 registered Republicans in that state.3 A month and

a half tar, however, the polls showed that “Seleon “Rocke-

feller, on the basis of a vigorous personal New Hampshire

campaign, was now running neck and neck with the Arizona

Senator. Moreover, by mid-February the polls began to

indicate an alarming drop in Mr. Goldwater's. popularity."

k

'3Ibid., p. 102.

4Stephen Shadegg, What Happened to Goldwater (New York:

Holt, Rinehart and Winston, 1965), p. 97.
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,_ Meanwhile, a=rsmall groupeo’f individuals who favored
‘.."

.4

’gneither man—aware quietly working to bring about one of the

; most surprising and interesting political upsets since Harry

' ”Truman defeated Thomas Dewey in the 1948 Presidential elec-

tion. Their chosen candidate to bring about this upset was

the U. S. Ambassador to Vietnam, Henry Cabot Lodge, who,

incidentally, was not only not interested in becoming his

party's nominee, but who was presently residing in Saigon,

Vietnam, and was totally unaware of their activities in his

behalf.

At the head of this group was Paul D. Grindle, a

New England businessman. Working closely with him was David

Goldberg, a young Boston lawyer and two twenty-three year

old secretaries.

’In late December, 1963, the Draft Lodge Committee got

underway. Their first move was to Open a_Lodge-for-President

headquarters on State Street. in Boston with $300 that they

were able to scrape together. Soon afterwards, however, their

headquarters was shut down by a Massachusetts law which for-

bids such self-winding headquarters without a candidate's

Prlor approval.

Not to be discouraged, .on January 10th they drove to

Concord, New Hampshire, where they rented an empty-store for

mushly $400, put a deposit down for a telephone, borrowed

some furniture and folding chairs from the New Hampshire

Republican State Headquarters and once again Opened up a

L051‘36-foz:--President headquarters .

k
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Returning to Boston, they hired a truck into which

they loaded their dismantled plywood partitions from the

banned State Street headquarters, their literature, petitions

and stationery and then headed back to Concord. Next they

hired a signpainter for $162 to paint a huge sign over their

headquarters saying Lodge-For-President. Finally, from

these Offices which were located across from the State

Capitol, they began sending out the first of six different

mailings urging support for the unsuspecting Henry Cabot

Lodge. Their first mailing invited the recipients to write

tO.Ambassador Henry Cabot Lodge, Saigon, c/o Concord Head-

quarters, pledging him their support. Their second mailing

effort urged these supporters to try and pick up two addi-

tional votes for Mr. Lodge, while their third mailing in-

cluded a clear sample ballot with fine red markings showing

exactly how to write in the name of'a candidate on the

ballot. '

About the same time, Paul Grindle decided to go to

NeuIYOrk in hopes of gathering up some old film clips of

Lodge together with former President Eisenhower, left over

from the 1960 campaign. His trip was an immediate success.

For only $750 Paul Grindle “was able to produce a television

sfinmw that refreshed every memory of Lodge's career, from

Lodge as a Lieutenant Colonel in the U. 8. Tank Corps, to

Lodge of the UN shouting down Russians.5 Unlike most

 

5White, The Making of the Presigent 1964, p. 110.
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political films, however, this one contained a new element

in it: deceit.

In 1960 Dwight Eisenhower had introduced Ambassador

Lodge to the Republican National Convention as the Republi-

can candidate for Vice-President. This event had been re-~

corded on film. Grindle, however, decided to use this film

clip in a slightly different way. By superimposing a blast

of trumpets at just the right moment over the word "Vice"

in Eisenhower's introduction, the unsuspecting television

viewer was led to believe in this five minute program that

the former President was actually advocating the nomination

and election of Henry Cabot Lodge'for the U. S. Presidency

in 1964.6 '

In the last few days before the election, the Lodge

people saturated the New Hampshire television market with

this five minute program.‘7 On Tuesday, March 10th, approxi-

mately 89,000 voters made their choice. In one of the most

surprising upsets in political history, Henry Cabot Lodge

_ defeated both Barry Goldwater and Nelson Rockefeller with

a write-in vote total of sOme 33,000 votes. With all the

VOtes totaled, the tabulations looked approximately as

follows:

HENRY CABOT LODGE ’ 33,000 (write-in votes)

BARRY GOLDWATER 20,700 ,

NELSON A. ROCKEFELLER 19,500 -

RICHARD NIXON 15,600 (write-in votes)

6Shadegg, What Happened to Goldwater: P. 99.

7Ibid.
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Suddenly, as a direct result of his surprising write-

inVote victbry in New'Hampshire, Henry Cabot Lodge was the

enter one Republican contender across the nation.

Lodge's picture was now on the magazine covers

across the country; Lodge led every poll from

coast to coast. From 19 percent in the polls in

January he had become the leading choice of the

Republican rank and file in April.

At the same time the Ambassador had captured this dis-

thmtion without even having to make a single speech in his

behalf .

meqon Republican Primary - 1964

Theodore White has written:

The purpose of political campaigns is to gain

attention'first; then, with attention caught, win

voters to identify with the candidate's personality

or goals.

In the aftermath of the NewIHampshire primary victory,

Emmy Cabot Lodge suddenly found that Republicans all across

fie country were beginning to shift their support to his

Mmdwagon. IHe had indeed captured their attention: and, as

we pollster Louis Harris discoyered when he conducted his

’axét”po 1 in the following and upcoming Oregon primary race,

Hus support was quite substantial:

- LODGE 46%

NIXON 17%

GOLDWATER 14%

ROCKEFELLER 13%

8White, The Making of the president 1964. p. 112.

91bid., p. 121.-
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Itfigpeéled as though Ledge wouldfbe an easy victor in

'foregon..id' '5‘;

.Consequently, when the Oregon primary first began to

”gm:underway, it was the intention of the Draft-Lodge-

mmporters to merely duplicate in the Oregon race the same

wmhniques used to win votes for their candidate in New

Hmmmhire. They would combine a direct mailing approach

mum a thorough saturation of all of the television stations

tithe state with their five-minute TV film showing former

Resident Eisenhower falsely endorsing.Ambassador Lodge for

we Presidency.

Shortly before this program was to be aired in Oregon,

lmmever, Stephen Shadegg, one of Goldwater's campaign di-

umtors, got wind of their plans. Immediately, he sent a

telegram to former President Dwight Eisenhower in Palm

fixings asking him "either to authOrize or condemn the use

withat particular five—minute film."10

Within twenty-four hours Mr. Shadegg received the

flfllowing reply from the former President which Shadegg in

tmrn quickly released to newspaper reporters.

Repeatedly I have expressed publicly my high

esteem for each of the individuals prominently

mentioned as possible nominees for the presidency

in 1964. I respect each and oppose none. The

film in question I have never seen, nor have I

been contacted in any fashion in respect to its

use prior to your communication. If it expressed

my high respect for Cabot Lodge, it is accurate

and I do not Object to that esteen.being reaf-

firmed in any place in America. If it suggests

 

#oShadegg. What‘Happened to Goldwater, p. 114.
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that I have given any public indication of a prefer-

ence for any person over any other in the current

contest, then it is a definite misrepresentation.

(Signed) Dwight D. Eisenhower11

Immediately, the Lodge people proceeded to cancel all

scheduled showings of the film. Quickly, they tried to re-

edit the film so that they could meet new air dates and

still keep the momentum for their candidate rolling along.

But, as the newspaper stories concerning Shadegg's press‘

release began reaching the eyes of the Oregon voters, suddenly

_the pollsters began noticing a shift in Republican support

away from the U. S. Ambassador to Vietnam. Shadegg's release

tmd.exposed the Draft-Lodge-Movement for what it really was,

"a shabby attempt to make Oregon voters think that Eisenhower

12 and to try and transfer thewas supporting Lodge in 1964,"

Republicans' fondness for the late President to their candi-

date. From the professional, doctdr, lawyer, and junior-

executive level on down, the Lodge vOte began to crumble.

"From a 46 percent lead in early.April the Lodge margin

began to fade . . . to a final 35 percent a few days before

the primary."13

.At the same time, however, the pollsters began to

note a trend in support of New'York Governor Nelson Rocke—

feller. Underlying this shift in Republican support were

 

llIbidu pp. 114—15.

.12Ibid.

1fiWhite, The Making of the President 1964, p. 115.
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several factors. On April 20th, approximately three and

'cme half weeks before the Oregon Republicans went to the

polls, Barry Goldwater decided to cancel the remainder of

his Oregon schedule and to concentrate his efforts on winning

the California primary race.

7 When Governor Rockefeller heard of Goldwater's de-

cision to withdraw from any further personal campaigning in

Oregon, his reaction was immediate. .Almost overnight he

began doubling his schedule of personal appearances through-

cmt the state. .At the same time he arranged for one of

New‘York's best political technicians, RObert Price, the‘

permanent campaign manager of then New‘York Congressman John

Idndsay and later New York City Mayor, to set up and develop

vuth unlimited funds and all the personnel he needed, a

direct mailing campaign in Oregon that would be of statewide

proportions and which eventually far exceeded Paul Grindle's

effort in.NeW'Hampshire. h

In addition, he began undertaking a series of appear-

ances on television, both paid and unpaid, which reached -

such proportions that they "totally dominated the Oregon

home screens for the forty-eight hours before voting."14

His approach was single and direct.' The candidate merely

confronted the TV camera and spoke to the voters directly

on the issues and subjects that he felt were important to

them. .At the end of each appearance the New‘York governor

 

14Ibid., p. 114.
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vmmld conclude by stating with all the sincerity at his

mmmmnd that the reason the Oregon voters should support him

at.the polls was because, "I'm the only man who cares enough

about your votes to come to Oregon."15 - ‘

On May 15th the Oregon voters rewarded "the man who

cared enough to come" and the results once again startled

the nation:

NELSON A. ROCKEFELLER 94,000,

HENRY CABO’I‘ LODGE 79,000

BARRY GOLDWATER 50 , 000

RICHARD NIXON 48,000

By virtue of his victory in Oregon, the entire nation

now turned their attention from Henry Cabot Lodge to

Nelson A. Rockefeller. "With his Oregon victory he overnight

scored through on an audience that his unlimited resources

16
had hitherto been unable to reach." .As one woman expressed

this idea to.Mr. White at an airport rally, "Oh, I guess I

made-upsmy mind after.the.Oregofifle1ection. I started to

listen to him on television and then I read what he said."17

- galggornia Republican Primarv - 1964

In 1964 when Nelson A. Rockefeller entered the

California primary race immediately on the heels of his

Oregon victory, it seemed as though he was well on his way

to victory'again. Intensive polling by Louis Harris

 

 

 

}SShadegg, Wha§43appened to Goldwater, p. 113.

;16White, The Making of the President l964, p. 121.
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gmplers had recorded a tremendous upswing in support for

flm,New'York governor. Whereas, before his victory in

mmgon, Mr. Rockefeller was shown to have the support of ‘

may 39 percent of the Republican voters in California,.

vuthin the first five days after the Oregon election, the

qwernor had increased this percentage to roughly 47 percent.

mmthe other hand, during the same period of time Senator

(kfldwater's support had fallen from approximately 48 percent

down to 36 percent.18

‘Yet despitegall’early.indrcations of a Rockefeller

_. ,/

J' ‘.

victory, on Tuesday, JUne 2, California Republicans elected

Arizona Senator Barry Goldwater to be their choice as the

"Republican party's presidential candidate.

Although it is impossible to fully understand all of

the factors which brought about this apparent upset, never—

theless, a brief study of the television campaign strategy

and tactics of each candidate is rather enlightening.

Ostensibly, it had been the intention of the Rocke-

feller forces to utilize television in the same manner as

they had successfully done during the Oregon campaign. Thus,

as the primary campaign opened in California, viewers all

across the state were bombarded with political spots on TV

supporting the New York governor. 1'

Meanwhile, over at the Goldwater camp, the Senator's

Caliikmnia organization was still trying to put together a

.—
.__‘

18Ibid., p. 122.
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meaningful strategy. Earlier in the year, former U. S.

Senator'William Knowland, then Chairman of the California

Committee for Goldwater, had named Bernard Brennan, a

Ire Angeles attorney, to direct the southern California

Goldwater effort. .At the same time he also hired the firm

cfi'Baus and Ross to handle the public relations and adver-

tising effort of the campaign. At first it appeared that

Khowland had made a wise decision in employing these men to

work for Goldwater's election in California. Herb Baus had

.successfully directed more than 70 political campaigns while

Bernard Brennan had been the manager of the Nixon effort

amich carried California in lé60.

However, as election day approached, it became ap-

parent to some Observers, in particular Dick Kleindienst,

director of field Operations for the Goldwater for President

Committee, that all was not going well in California. On a

fact finding trip through this most‘Western state,

Kleindienst discovered that, unfortunately, a smoldering

feud had developed between Baus and Brennan preventing them

from‘working well together, and, as a result of this, the

entire California organization.was unable to function

efficiently. .

In a report made to the Arizona Senator approximately

18 days before the California primary, Dick Kleindienst

said: i

I told Goldwater and Burch that if the election

were being held that day, we would lose California

by at least two hundred thousand votes. . . . Our
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billboards, radio, TV, newspaper advertising Just

didn't match the smooth professional jOb the

Rockefeller people were doing.

At the same time Kleindienst proposed that in order

to avert a sure Goldwater defeat at the hands of Governor‘

Rockefeller, Goldwater should send his political team from'

washington to California and put Dean Burch in charge of

this last chance effort. Quickly, the Senator decided in

favor of this proposal. On Monday morning, May 18th, the

'group from Washington held their first meeting with Herb

.Baus, Henry Salvatori, the California finance chairman,

Bernard Brennan and Dudley Thompson, Brennan's administra-

tive assistant. . ‘

Stephen Shadegg reports the events of that meeting.

Our first concern was radio and TV spots.

Thompson and Baus assured us that adequate time

had been purchased, but when we asked what messages

they intended to use, their response was shocking.

First Thompson said they had made some. Then he

said they were in the process of making them. Then

he said they were having the scripts prepared. Baus

maintained he had submitted a number of concepts to

Brennan for final approval and had been told that

Neal Reagan of the McCann, Erickson agency was

handling production.

It all added up to exactly nothing. We were

two weeks and one day away from the primary which

would spell success or failure. The local TV was

saturated with arguments on behalf of the New'York

governor--and we had nothing. '

. . . Baus and Ross had purchased three half-

hours on the best stations in California to be used

the final week of the campaign2 But no thought had

been given to program content. ‘

 

19
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Immediately the group from Washington began laying

plans. First, newspaper ads were laid out. Next, teams of

writers were brought in to prepare more effective TV spots -

for the senator. Although the Arizona Senator's TV spots

prepared by Fuller, Smith and Ross were sufficient in number

and length, they consisted "almost entirely of excerpts from

21 As a re-Goldwater campaign speeches in New Hampshire."

sult it was decided to send camera crews into the southern

California streets to interview citizens and record the

questions they would like to have the senator answer. The

hest filmed questions were then edited together with the

senator's answers to form the nucleus of. his final TV

presentation to the Republican voters in California.

Yet, deSpite all this activity, on Friday before

election day, it still appeared as though Rockefeller was

to be the eventual winner in California. According to

pollster Lou Harris, Rockefeller had 49 percent .of the vote

to 40 percent for Barry Goldwater with the, remaining 18 per- ,

cent undecided.

Then came the turning point of the campaign, the

final weekend. Throughout the primary campaign in California

the Rockefeller forces had continued to saturate the TV

viewer with paid political spots favoring the New York

Governor and attacking the Arizona Senator. Suddenly, on

the weekend prior to June 2, primary day, Rockefeller's

__

21mid .
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campaign managers "grew gun-shypof any last-minute drenching

of press, radio and television with a planned, paid, termi-

nal barrage such as Price has Orchestrated in Oregon."22

Since their campaign was being tagged as the millionaire's

campaign by the Goldwater leaders, the Rockefeller campaign

managers. felt that any such intensive TV coverage during

‘these last few days would only serve to harm their candidate.

This was just the break the Goldwater forces.needed.

On Saturday afternoon, May 30, Nelson A. Rockefeller,

.Jr. was born, thus throwing attention onto the governor’s

marital .situation. In 1961 Rockefeller's first wife had

divorced him. Two years later the New York Governor had

remarried Margaretta Fitler Murphy, better known as "Happy."

The new Mrs. Rockefeller had. also in turn just divorced her

first husband. At the time Rockefeller’s advisors had warned

the governor prior to his marriage that he would be "putting

23 by remarryinghis chances of nomination at an extreme risk"

this woman. But Nelson A. Rockefeller was not to be daunted:

and, on May 4, 1963, they were married.

Although it is impossible to know for sure just what

effect this remarriage had on the voters in California, Lou

Harris reported that on the Sunday after the birth of the ~

Rockefeller baby, his pollsters recorded a seven point de-

crease in support for the governor and an increase of equal

22White, The Makin of the ngirdeng, p. 124.

23mm. , p. 80.
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gmoportions in the undecided vote. .Apparently, some of the

immers were not so sure any more that Rockefeller was the

man of the hour.

At the same time, while the Rockefeller forces were~

vdthdrawing their mass media barrage, and California Republi-

cans were beginning to re—examine their political views with

regard to the two major candidates, the Goldwater strategists

smddenly laid down one of the most lavishly financed efforts

ever seen. ‘

On Sunday, in the Los Angeles Times alone, one

of the most expensive advertising media in the

nation, [the Goldwater supporters] laid down four

and a half full pages of display, exhortation and

message in the weekend edition--with parallel

efforts on TV and radio. (The Rockefellers bought

only one page in the $§E§§,)24

Utilizing the same principle of TV saturation during

the last few days of the campaign-as Paul Grindle had done

hiNeijampshi e and Nelson Rockefeller had done in OregOn,

I'flmQGOldwatef forcesignited the spark that was to eventually

carry their leader to the leadership of the Republican party

1h11364. ‘With what seemed to be a limitless treasury, the

(kddwater Republicans literally saturated the state's tele-

xfision stations with multiple spots favoring the Arizona

innator. Pollster Lou Harris reported the effect of this.

0’

effort as follows:

—

241bid..’p. 126.
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FRIDAY (before voting) MONDAY (after the TV barrage)

~Rockefeller 49% I. Rockefeller _ 44%

Goldwater 40% Goldwater 44%

Undecided 11% Undecided 12%

On June 2nd, a majority of Republican voters in Cali-

fornia clinched the primary race for the Western Senator by

a.margin of approximately 68,000 votes out of a total of

slightly over two million votes cast. But even more impor-

tant was the fact that this victory, GoldwaterFs only victory

in a contested primary, was to be the springboard from which

it was to secure the Republican presidential nomination in

1964.



CHAPTER VII

MADISON AVENUE TAKES OVER

On November 8, 1960, John F. Kennedy was elected the

run President of the United States. Historians record that

EmaMhssachusetts Senator received 303 electoral votes as

qmosed to 219 electoral votes for Richard.Nixon. .At the

amp time, it is recorded that Mr. Kennedy received only

112,881 more votes than Mr. Nixon out of'a total of almost

69 million popular votes cast.

In retrospect there is little doubt that JOhn F.

lmnnedy-would not have been elected had it not been for

television. In his book, with Kennedy, Pierre Salinger

"writesé .

‘~ WithOut television John F. Kennedy could not

have won the election. [Even JFK agreed on this

point. ]

. . "We wouldn't have had a prayer without

that gadget," the candidate told me one night

after watching a replay of one of the TV debates.
1

Yet, few people realize that if only 4,500 voters in

Illinois and 28,000 voters in Texas had changed their minds,

the sum of their 32,500 votes would have elected Richard

Nixon president by causing the combined fifty-One electoral I

1Pierre Salinger, With Kennedy (New‘York: Doubleday

and Company, Inc., 1966) , p. 54.
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votes from these two states to shift over to Mr. Nixon, thus

giving him an electoral majority of two votes over Senator

Kennedy . 2

Presidential Campaign - 1964

In 1964 Lyndon B. Johnson was not about to take any

chances on losing either Illinois or Texas, let alone the

Presidential election. Despite the fact that the Gallup

Poll showed him well ahead of his Republican opponent,

Arizona Senator Barry Goldwater, from the very start of the

campaign,3 Lyndon Johnson let it be known that he intended

to spare no expense in order to secure his victory and the

victory of his party in November. Working through the

organization of the Democratic National Committee under the

leadership of. Lloyd Wright as its media coordinator or, in

corporate terms, advertising manager, Lyndon Johnson placed

the weight of his office behind whatwas to become the most

controversial political television campaign ever prepared

for any candidate running for elective office.

Background

Prior to his most untimely death in the fall of 1963,

John F. Kennedy had long been an admirer of the Volkswagen

ads "Think small" prepared by the New York advertising

L—

2,White, The Making of the President 1960, p. 420.

.3George Gallup, "It's Johnson, 61e32, On Eve of

Election," New York Herald Tribune, November 2, 1964.
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agency of Doyle, Dane, Bernbach.4 Recognizing the importance

cm’good advertising during a political campaign, approxi-

mately‘six weeks before his death President Kennedy had in-

qucted the Democratic National Committee to contact this

agency for the purpose of preparing and handling for the

Immocratic party, all media advertising relating to the 1964

Emesidential campaign.

Consequently, when President Kennedy's successor,

lute-President Johnson, was finally able to turn his atten-

tion to the forthcoming campaign: he discovered that con-
,-./

txacts had been signed and that preparations had already

begun.

Doyle, Dane, Bernbach had, at the start of their

rmeparations, hired Jim Graham, a 41-year-old account execu-

tive from Benton and Bowles to head up this, their first

political account. .Although likewise possessing no prior

political advertising experience but merely a willingness

to learn, Jim Graham and his group immediately plunged

themselves "into extensive, retroactive, in-depth research

to familiarize themselves, not only with client needs, but

5 Thealsc>with the historical past and political present."

results of their research and study were perhaps best summed

up by Mr. Graham when he said, "I learned more in two months

 

J.

-“"aoad to the Presidency.” 8120:1393. January 18:

1965' P. 27.

sl'bid .
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axmt American history, political institutions and government

flan I had in the previous 40 years."6 '

Shortly after their starting date of April 15, it was

Mmided after consultation with the Democratic National Com-

mittee that the main spearhead of the entire campaign would

Mathe agency's use of television. Television, the agency

goup felt, was "the most impressive way to reach the great-

(fit number of people."7 Thus, in the following months,

flmost the entire national advertising budget of approximately

.32,000,000 was poured into radio and television. For perhaps

um first time during any political campaign, "no print -

amvertising was included in the budget of the Democratic

8 .Although an advertising kit was pre-ihtional Committee."

zared'by the agency for use by local groups supporting the

Inmocratic ticket in local newspapers and magazines, the

local groups themselves had to pay for all such advertising

costs. The public and private reaction to this unusual

campaign strategy was not long in coming.

, In 1964, as a direct result of the 1960 Great Debates,

it was generally assumed by the American public that tele-

vision'would finally realize its full potential as the

outstanding communications medium for an honest discussion

and debate of the key issues facing the voter in that year's

61bid .

71bid.
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ekmtion. {However, by OctOber of 1964, it became quite

omdous to most political Observers and analysists that

Uflevision's millennium was nowhere in sight. As feature

m1ter.Mike.Mosettig wrote in an article in Variety magazine

shortly before election day:

For broadcasters and particularly the networks,

the Presidential campaign has been marked by a.

continuing struggle to avoid being dragged into the

gutter with the politicians. If the 1960 campaign,

with its Great Debates and opportunities for public

service broadcasting, brought the industry up from

its lowest point of public esteem, this year's

exercise in vote pursuit could drop it right back

down again.9 '

Duflon JOhnson's Strategy_

Early in the campaign, President Johnson and his en-

fire group of advisors decided that it would not be to his

bamfit to debate the Republican candidate before a nation-

sum TV audience. Mr. Johnson was the President and

MI.Goldwater was merely a U. S. Senator. To appear with

on Senator on any kind of a debating platform would Obvi-

amly'be to the Senator's advantage, since it would appear

~fi>put the two men on an equal footing with each other

-d$pite their respective Offices. In addition, because the

anide t was already well ahead of his opponent according

tothe pollsters, he therefore had everything to lose and

naming to gain by debating his Opponent. As a result, it

¥

H gMike Mosettig, "Networks Fear Viewers' Backlash Via

Em-Gouging Political Campaign," Variety, Octdber 28, 1964,

9.25.
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, msdecided that the bulk of the television time purchased

i would be devoted to televisioncommercials "mainly of a

l

: duration of one minute, with a good number of special five-

.9 minute spots."

1 in a half-hour face-the-nation address,

10 Since "this President was not at his best

"11 the agency booked

only five half-hour programs featuring speeches by President

Johnson and eventually cut their Election Eve telecast from

mehour to thirty minutes.

Immediately, "from WashingtOn, 'via Moyers, came one

clear directive :_" Attack, joltGoi’dwater,‘ put him on the

"’ 12
,defensiVevfr'onT the beginning." At a top level meeting it

was decided that the Democratic television effort would

concentrate its emphasis on three major points, Nuclear War-

fare, Social Security, and Anti-Goldwater Republicanism.13

Quickly a series of television commercials were prepared

dealing with all three subjects.

The Daisy C ommercial

On September 7, 1964, television viewers across the

country who were watching the. movie David and Bathsheba saw

"history being made as they watched probably the most

‘—

loPete Hamill, "When the Client Is a Candidate,"

Ifew York Times Magazine, October 25, 1964, p. 31.

“White, The Making, of the President 1964, p. 356.

2L2Ibid. , p. 322.

1 _ 13"Road to the Presidency," Sponsor, January 18,

965. p. 27.
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"14 It was the firstcontroversial TV commercial of all time.

of the campaign commercials which Doyle, Dane, Bernbach had

prepared for the Democratic National Committee.

As the commercial faded up from black, viewers

watched as a little girl with wind-tossed hair was shown in.

a sunny field picking daisies. As she plucked each petal

off of one of the daisies, she would count to herself. At

the same time in the background on the sound track, coming

in stronger and stronger, a male voice could be heard count-

ing backwards, "Ten, nine, eight, seven . . . down to zero."

Suddenly, there was a dissolve through from the little girl

to an atomic testing site where the entire scene was just as

swiftly emerged in a gigantic atomic explosion. As the

deadly atomic mushroom cloud slowly began rising, the voice

of Lyndon Baines Johnson was heard saying, "These are the

stakes. To make a world in which all of God's children can

live or go into the dark. We must either love each other,

"15
or we must die. As the screen dissolved to‘black with a

white title card reading, "Vote for President Johnson on

November 3," the count-down voice returned saying, "The

stakes are too high for you to stay home."16.

Although the filmed cominercial did not mention either

Goldwater or the Republicans specifically, still, "the

“Hamill, "When the Client Is a Candidate," p. 31.

lsIbid., p. 32.

1°Ibid.



.I"

  

("I

go.“

.
x

n.

u"



79

shriek of Republican indignation fastened the bomb message

on them more tightly than any calculation could have

expected . "17

Overnight, newspapers were bombarded with letters.

from angry Republicans and a few from some dismayed Democrats

and numerous calls were made to television stations in pro-

test. Just as quickly, mail began piling up in the offices

of the Democratic National Committee in Washington;L8

The Ice Cream Cone Commercial

But even before all of these letters of protest could

be opened, ten days later another startling commercial

suddenly appeared over the airwaves. This time the camera

revealed a beautiful little girl innocently licking an ice

cream cone, "with a gentle, motherly voice in "the background

explaining about Strontium-90 endpointing out that Barry

Goldwater was against the-Test Ban Treaty."19 The voice

said, "Children shouldn't have strontium 90. . . . But

there's a man who wants to be President and if ‘he's elected

they might start testing all over again."20

From all over the country voices of protest and out-

rage could be heard from both Republicans and Democrats

M

17White, ghe Mating of the president 4964, p. 322.

18Hamill, "When the Client Is a Candidate," p. 33.

_ 19White, The Making of tjh:e President‘l964, p. 322.

' . 2C)Hamill, "When the Client Is a Candidate," p. 33.
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‘

anie demanding that this kind of political advertising cease

atcmce. Even Democratic Vice-Presidential candidate

’HnmrtiHumphrey was moved to say that he thought the commerr

ckfl.was "unfortunate."21 The little girl suddenly became

put of a TEM§_magazine cover on "The Nuclear Issue," and

nmrly three weeks after its first showing, Republican candi-

dMe Barry Goldwater could contain himself no longer. He

said:

The homes of.America are horified and the intel-

ligence of Americans is insulted.by weird television

advertising by which this Administration threatens

the end of the world unless all-wise Lyndon is given

the nation for his very own.22

Over on Madison.Avenue, however, Bill Bernbach,

pnmident of Doyle,,Dane, Bernbach did not agree:

The little girl commercials were deplored on

absolutely erroneous grounds. The central theme

. Of this campaign-—whether you like it or not-—is

~ nuclear responsibility. Perhaps that theme is

not a tasteful one; there is no way to make death

pleasant. But I am.satisfied that our presenta-

tion of the issue was done dramatically, truthfully,

and with taste. we build an agency on taste. 3

Em Social Security Commercial

At the same time, however, the agency decided not to

 

mmun either of these two commercials. Instead, they began

firing a new commercial which "prObably had greater penetra-

tum than any other paid political use of television except

E
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fin Richard.M, Nixon's Checkers broadcast in 1952."24 The

cmmércial focused on a closeup Of a Social Security card as

aw fingers of two hands tore it in half and a voice was

Mnrd saying, "Goldwater has said he would change the system.

men his running mate admits that the voluntary plan would

meek your Social Security."25

g§_Poverty_Commercial

As Republican furor and indignation began mounting

are again, four more commercials appeared on television.

TMafirst commercial showed the face of a sad little boy as

dw voice in the background said, "Millions of families are

dmght in circumstances beyond their control. Their children

wfli.1ive lives of poverty unless the cycle is broken."26

hm implication was clear. President JOhnson not only had

emerience in dealing with prOblems related to poverty, but

hehad already voiced his concern and determination to end

gwerty in this country through his War on Poverty programs.

Tmrefore, the President should be returned to office to see

dmse programs through to their completion.

25 Eastern Seaboard Commercial

A second commercial showed a view of the United

hates in which the country had been cut in two near the

g

 

24White, The Making:9f the President 1964, p. 323.

,zsfiamill, "When the Client Is a Candidate," p. 36.

26'
Ibid.
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Eastern seaboard and was floating out to sea. The sound

track stated; "Goldwater said: 'Sometimes I think this

country would be better off if we could just saw off the

Eastern seaboard and let it float out to sea. "'27 Here the

suggestion was that Goldwater had little use or respect for

the Republican leadership in the East such as Rockefeller,

Scranton, Javits, etc. Consequently, he, Goldwater, wasn't

even the unanimous choice of his own party.

heSan Francisco Poster Commercial

_ The third commercial attempted to divide the Republi-

mnzerty by playing on anti-Republican elements within the

mmw'itself. The commercial diSplayed a shot of a Rocke—

faier poster lying on the convention floor in San Francisco

1mm:to the word President and covered‘by the usual conven-

fimiconfetti. The voice on the sound track stated,

"mmmmber him? Governor Rockefeller. He said Barry Gold—

water's positions can 'spell disaster for the party and for

the country . ' "28

The Tennessee Valley Authority Commercial

A fourth commercial quoted "Goldwater's repeated.

 

opposition topublic power projects like T.V.A. and his

advocacy of a huge Federal irrigation project in his home

State of Arizona . "29

__
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In the weeks which followed it became quite apparent

that Doyle, Dane's advertising campaign was placing a heavy

toll on the Republican candidate's effectiveness with the

voters. "Over and over again, as Goldwater traveled, he ‘

vnmld.be brought up short by local Republican Chieftains

-insisting that he must explain himself again to their people

on the bomb issue and Social Security."30

At first, the Arizona Senator tried to ignore these

Democratic charges as being irresponsible and ridiculous.

The more he traveled,'however, the more it became apparent

that the charges and labels were not to be ignored. The

thnson'television spots were exploiting the fears and the

ignorance of the voters and quite successfully, too. ‘They

had succeeded in fastening onto Barry Goldwater a series of

cartoon images that the voters had come to accept as repre-

senting the true image angqparsonality Of the Republican

candidate. Despite the efforts of some of the best brains

throughout the Republican party to negate these cartoons, no

one had a solution. .As Denison Kitchel,.Goldwater's campaign

manager stated: .

When I went to bed, if ever I could have just

a few hours sleep, I would lie awake asking myself

at night, how do you get at the bomb issue? My

candidate had been branded a bomb-dropper—-and I

couldn't figure out how to lick it. {And the adver-

tising people, people who could sell anything,

toothpaste or soap or automObiles—-when it came

i

-3°white. The 1%an of the President 1964. p. 323,.
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to a political question like this, they couldn' t

offer anything either. 31

ggwersation at Get_ysbg£g _

_,,:,Suddenly, it—was hastily’decided that the best way

I numbich the bomb issue could be put to rest once and for

aLLwas for Barry Goldwater to journey to Eisenhower's farm

A haGettysburg and on a nationwide television broadcast re-

ufive the personal endorsement of the former President who

many at that time considered to be one of the most popular

figures alive. "There was no script prepared; it was to be

miad-lib, off-the-cuff serious discussion of the great

msues of the campaign."32

Unfortunately, the program never quite left the.

mnund. To begin with, the most important figure in the

mmgram, President Eisenhower, was entirely negative to the

fima and therefore was very reluctant to'become involved in

mw'such broadcast. Although the elder statesman did

finally consent to appear with the Arizona Senator, there

raver appeared throughout the entire half-hour video taped

program any crisp, direct, unequivocal declaratiOn by

aattczt c. “*2 Ga‘water ca.c.da:?; Instead,

u‘;—~v “'Vf" :n A -

_.=ie eneigea a dreary relf'ho;r, carved out of their

:::dersat:::, which stoke only to those Republicans whose

 

311bid., p. 330.

32Shadegg, Whagpfiappened to Goldwater, p. 248.

33White.pThe Making of the President 1964, p. 330.
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As the program Opened, the television camera revealed

3w two Republicans casually walking across the farm, chatting

nun each other. It began with Eisenhower saying, "Well,

wary, you've been campaigning now for two or three weeks,

hmvdo you like it? .And.how does it seem to be going for

you2,..34

By the end of the program Ike had spoken sixteen times,

unie Goldwater had spoken some fifteen times. Four times

‘dm President began his speeches with a qualifying "well,"

mule Goldwater started six of his speeches in that fashion.

zuzone point in the program Eisenhower was even heard to re-

nark to the Senator that any talk concerning Goldwater's

($5119 to use.atomic bombs was pure "tommyrot."35

Still, the blame for the failure of the program to

achieve its stated Objective did not entirely rest with the

Arizona Senator. Frequently, during the taping session,-

Barry Goldwater was aware that all was not going well and

tried to remedy the situation. Goldwater's campaign photo-

grapher at the scene described one such event in particular.

The Senator was very distressed and at one point

Ihe got up and was trying to get across to the crew,

Chuck Lichenstein [one of his chief campaign writers]

. in particular, that the General was missing the.point,

that he didn't like the take. All he got back from

them was the typical.Madison Avenue "It's okay, don't

vworry about it"--the soft-soap business, and they kept

{mashing him back, giving the impression that he was

smrong, that they were right, and yet he knew he was

right.

#7

-345hadegg, what‘Happened to Goldwater, p. 248.

35White, The Making of the President 1964, p. 330.
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The professional director took his orders from

Baroody' s men, and no one had the courage to say to

‘Eisenhower, "Mr. President, we are not getting the

point across, this is a political film, let's try

again and make the dialogue more to the point and

more positive."

The following evening, September 23, "Conversation At

GettySburg" was released to the nation. For those who viewed

it, the program was meaningless.

. . . when Goldwater finished this broadcast, the

nation still did not know how he felt about atomic

bombs--except that Eisenhower thought well of him.

. . . It was the kind of program that was totally

meaningless because it merely editorialized rather

than exposed.

There were no hard questions and likewise there were no solid

answers. .

Furthermore, it was put together so quickly that it

received little advanced publicity either on TV or in the

guess. Consequently, few.Americans tuned it in because they

didn't eyen know it was on the air. The Nielsen audience

measurement showed the following results:

1) Petticoat Junction 27.4

2) Peyton Place 25.0 38

3) Conversation at Gettysburg 8.6

Meanwhile, as the Presidential campaign entered its

final stages, reports began reaching the Democratic strategy

group»to the effect that "generally, people were afraid of

Goldwater not only because of the bomb but for all sorts of ,

 

36Shadegg, What Happeneg:to Goldwater, p. 248.

White, The Making of the president 1964, p. 330.

38Ibid.

37
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1."39 It did not takereasons--that he was kind of radica

the Doyle Dane people long to realize that if they could

make this label stick on their Republican opponent, victory

in November would be assured. Still the question remained:

how could they deliver the final crushing blow?

g‘ge White House Attacks

After a series of strategy meetings, it was decided

‘ that the President himself would lead the final assault by

taping a. series of commercials attacking certain ideas

attributed to Senator Goldwater relating to the use of

atomic bombs in Vietnam, his so-called desire to end Social

Security and his proposal to sell the Tennessee Valley

Authority. It was further agreed to throw the full weight

of the office of the Presidency behind these speeches by

taping them at the White House.

In late September the Doyle Dane group contacted

Tele-tape Productions in New York and arranged for them to

travel one of their mobile units to Washington, D. C. to

prepare for a series of taping sessions with the President

at the White House. bn Friday, September 25, 1964, several

members of Tele-tape's technical and production staff, in-

cluding this writer, flew to Washington to meet with members

of the Democratic National Committee and the Doyle Dane

product-ion group in order to conduct a pre-production survey

M

391bid .
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‘-

ofthe White House. There at the White House discussions

mxe held on the appropriate setting in which to tape the

President . . .

One suggestion was to set up the TV cameras in the

Cannet Room in.the attempt to dramatize the improtance of'

decting to office a man whose leadership over such Cabinet

mmtings would be equal to the many historically important

amicrucial decisions which the men who met in the room are

cmfiinually called upon to make.

A second idea was to seat the President on a couch

nmthe informal setting suggested near the fireplace in the

Residential office. However, after careful consideration

flzwas decided to tape the President seated behind his desk

rhxofder’to rebemphasize the importance of this office and

u>visually suggest to the viewer that this was the logical

Embitat of Lyndon Baines Johnson.

On Saturday morning, Octdber 3, 1964, Tele-tape

kmgan setting up its cameras in the White House office for

vmat was to become the first in a series of taping sessions

nuth the President. .At precisely one o'clock in the after-

:mon the President entered his office, sat down behind his

émsk, and'began taping a series of three to five minute

qmeches previously written and typed onto a teleprompter.

One of these speeches is best remembered, according to

fiheodore White, because "it was the best summation by the

staff planners of what their Democratic Party had to say
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about the candidate of the Opposition: that he was a radi-

cml."40 It tried to answer the question that the Senator

Ind raised: ‘Was this quarter century of American experience

really so bad? Had America failed?

AcCordingly, Mr. Johnson replied to the nation:

We must decide whether we will move ahead by

building on the solid structure created by forward-

looking men of both parties over the past thirty

years.

Our prosperity is not just good luck . . . it

rests on the basic belief that the work of free

individuals makes a nation--and it is the job of

government to help them do the best they can . . .'

:Today our whole approach to these problems is

under attack.

We are now told that we, the people, acting

through government, should withdraw from education,

from public power, from agriculture, from urban

renewal and from a host of other vital programs.

We are now told that we should end Social Security

as we know it, sell TVA, strip labor unions of many

of their gains, and terminate all farm subsidies.

. . . This is a radical departure from the

historic and basic currents of American thought and

action. It would shatter the foundation on Which

our hopes for the future rest. Too many have

worked too hard and too long to let this happen now.

. . . The choice is yours. 41

Republigans Figh;_Back

In the closing weeks of October the Republicans tried

desperately to counteract this charge. In a nationwide TV

smogram entitled “America.Asks Senator Barry Goldwater," the

Arizona Senator was taped sitting in a studio set in front

cfi’a rear screen upon which was projected a series of film

clips of so-called typical Americans asking Mr. Goldwater

p

'4°Ibid., p. 356.

41
Ibid., p. 357.
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questions to which the candidate would respond in an ad-lib

fashion. 80 poorly produced was this program that it "almost

brought. the campaign to a grinding halt."42 The questions

had not been scripted, some of the Senator's answers were \

far too lengthy and in general all of the questions raised

had already been adequately covered in his previous Speeches.

As a result the entire program was disastrously dull and

boringfrom start to finish.

Still, the Republicans continued to fight back. On

October 9, 20, 21, 22, and 23, they purchased network time

for their candidate to express his views on the subjects of

the job of the Presidency, morality in government, the 2.

changes going on in the leadership in the Soviet Union, the

problem of civil rights and the Senator's position with re-

gard to Social Security. By now. it was too late. In addi-

tion to being poorly. organized, the. programs were again

-.— I .

Poorly publicized and consequently, most Americans never

even saw the broadcasts. The reason for this was a simple

one.

Early in the campaign Ralph Cordiner, once Chairman

of the Board of General Electric, but then Goldwater's

finance chairman, agreed with Senator Goldwater that the

'64 campaign was going to be run on' a balanced budget and

that by the end of the campaign they would end up in the

“““K me}... earl? we: w- cg:di;er insisted that moneys. t

‘W‘- c...» --- - Q “B. ( h-b O

k

éfshadegg, Twat Happened to Goldwater, ’9. 249.
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for campaigning should not be spent until it was raised.

Unfortunately, however, Mr. Cordiner was not aware that

major campaigns cannot be run under this system. This is

because political contributions almost always are never re-

ceived by the reSpective headquarters in September when the:

money .is most needed. Instead, it is generally not until

late October and early November that money comes pouring in

as "emotions heat the common people and the arms of big

contributors are twisted to breaking."43

When, at the beginning of the campaign, Mr. Cordiner

discovered that network time had been booked well into

October, he immediately insisted that these advanced time

spots be cancelled, since at that time the headquarters did

not have sufficient funds to pay for these time slots. The

effect of this decision, however, he did not realize until

it was too late. When finally, in late October, money came

pouring into Republican national headquarters like confetti

and a desperate effort was made to reinstate these time

Spots, he discovered that it was impossible. In short, the

Republicans had now been pre-empted, and in many cases by

the Democrats. Not only could they not buy time for their

Programs, but, they couldn't even-buy any time on the air

'50 PUblicize the few programs that, they had already pur-

chased with their limited funds.

When they did manage to purchase time for an election

eve telecast, again the program was so poorly thought and

x

43 ' '
White, The Making of the President 1964, p. 318.
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;gannedrout that aS»Stephen Shadegg has written, "It could

”rum:have’persuaded anyone, anywhere to switch from thnson

to Goldwater."44

Although Ralph Cordiner did manage to finish the

campaign with the most historic record for a financial

chairman: the largest surplus in dollars ever shown.by any

financial chairman, he did manage to also set the record for

"the largest deficit in votes and offices lost too."45

On November 3rd, 1964, Lyndon Baines Johnson was

edected the 36th President of the United States by the

gfieatest margin and the greatest percentage (61 percent) that

any President had ever drawn from the.American people.

 

44Shadegg, What Happened to Goldwater, p. 252.

'45White, The Making of the President 1964, p. 319.
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CHAPTER VIII

APATHY SPELLS DEFEAT

Murray B. Levin, nationally known Opinion researcher

mfl.political analyst, has written:

The rational Candidate, like the rational business-

man, will attempt to utilize his scarce resourcesr'time,

money, and manpower--as efficiently as possible. He

wants to receive the maximum number of votes for a

given amount of time, a given amount of money, a given

number of man-hours. He must make every minute, every

bit of paid and volunteer work count. If his only goal

during a campaign is to increase the size of his vote,

he will weigh every strategic gambit solely in terms of

which is most likely to gain the largest number of

votes or ose the fewest~~moral considerations notwith—

standing. -

Today many candidates have failed to come to terms

Math the relationship of television to politics. This point

“as dramatically illustrated by Dean Burch, former Chairman

of the Republican National Committee in 1964, in an article

he wrote for the Saturday Eveninq_Post entitled, "Presiden-

tial Campaigns Are a Sham."2

In 1964 Lyndon B. Johnson defeated Republican candi-

date Barry Goldwater by "the largest percentage of the total

pmpular vote of any candidate in United States

*

' jvvv f‘w-v—w

lMurray B. Levin, 5enne§y;€ampaigninq_ (Boston: ‘

Beacon Press, 1966), p. 114.

2Dean Burch, "Presidential Campaigns Are A Sham,"

§§turdanyyening Post, March 27, 1965, p. 12.
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’ mstory-"B Although many Republicans were not surprised by

’

Mn Johnsonfls victory, some men such as Dean Burch were'

Mghly critical of the way in whichthe campaign was run.

The presidential campaign of 1964 was a mockery of

the democratic process. At best, it was a waste of

time, money and energy. At worst, it was an absolute

sham. The blame for this must be shared by the two

great political parties, the candidates and the

managers for both sides-“though I am convinced that

none of us on either side wanted it that way. All of

us were only doing what comes naturally-"following

outmoded, ineffective, irrational but traditional

patterns. These made of the presidential contest a

nine-week marathod bicycle derby, driving the candi-

dates to the point of physical exhaustion while they

whizzed past the real issues. ‘

. . . In early October we managed to reschedule an

entire Monday of the [Vice—presidential candidate on

Republican ticket] Miller itinerary so that he could

.calmly tape some important television shows—“but he was

so exhausted he couldn't get out of bed.

. . . we ask the candidates to travel constantly,

sleep when they can find time, live out of suitcases

endure unbelievable fatigue~~and then we expect these

worn and harried men to communicate to us their deepest

thoughts on issues of great complexity.

. . . At one point both Goldwater and Miller reached

the conclusion, independently, that the campaign grind

was senseless and ineffective. [Yet] At a strategy

meeting their protests were hooted down by those who

cried that this was "the way it has always been done."4

According to Mr. Burch, one of the major reasons Why

on; Johnson's plurality was so great was the failure of the

lbpublican leaders and managers to make more effective use

of television during the campaign.- As one'writer put it,

"They've (Republicans) spent thodsands and thousands on

_

-'

damn fool ads in the papers,-~A full page of fine print that

‘Vvfififi

3"Unofficial Tally Gives Johnson 61%, " KW

Ebmta, December 12, 1964.

4Burch, "Presidential Campaigns Are A Sham," pp. 12-14.
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rm one's going to read."5 Thenghould have used television,

__ /.

alt”: .‘for.it is the greatest medium ever devised for
J,

transmitting the essence and the substance of politics."6

Stephen Shadegg, author of What Happened To Goldwater

 

mrThe Inside Story of the 1964 Republican Campaign, has

written :

The Republican National Committee raised and spent

more than twelve million dollars in its effort to elect

Barry Goldwater President of the United States. [Of

this sum] Almost five million dollars went to pay for

television time and related production costs. The .

results were disappointing. ‘

According to Mr. Shadegg, originally it had been the

intention of the Republican directors to have the Arizona

Senator "appear at least twice each week on nationwide

television, [in order to] . . . carry the Senator into the

homes of America and focus public attention on the real

issues of foreign policy, domestic economy, federal spending,

and federal interference."8

In retrospect it is clear that part of the blame for

this situation rested with the Republican finance chairman,

Ralph Cordiner. Because of his condition that no money be

spent until it had been raised, the advertising agency

responsible for booking prime television time seen found it

‘_¥ A _‘

5"Inside Report: Closing the GOP Dollar Gap,"

New york Herald Tribune, October 29, 1964.

6Burch, ”Presidential Campaigns Are A Sham," p. 14.

7Shadegg, What Happened To Goldwater, p. 247.

8mg... p. 196.
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difficult not only to book good time when the Republicans

wanted time, but the agency also discovered that no time

was to be had just for publicizing any of the proqrams for

which they could get time. "Consequently some of the pro-

grams went on the air without the prOper publicity necessary

.to attract an audience."9

Yet perhaps an even more important factor contribut-

ing to the inability of the Goldwater organization to make

better and more effective use of television was the failure

of the Republican candidate himself to take a more active

part in the planning of his over-all television effort.

Theodore White has written that a Presidential

campaign is run by only one person, the candidate himself,

and not his organization. In his book, The Making of the

President, 196%, he has said:

. . . it is the candidate, not the organization, who

must make a national election campaign.

This is an iron rule of politics: the higher the

office, the more important the candidate is, and the

less important the organization. At a ward level in

.big cities like Chicago, a good organization can run a

' baboon on its ticket and carry him to victory by muscle

alone; at state level a governor must score through on

hOW'he projects his prOposals, on who he is and how he

conducts himself; and at the supreme level of Presi-

dential politics, the candidate and his behavior out-

weigh all other elements of his campaign. Organization

and money are indispensable, but it is the candidate's

words, his travels, his statements, his behavior, that

the nation watches. His t0p team must be his personal

team. He is the individual bayonet point of a mighty

movement; the national press corps follows him from

dawn to dusk; the television networks invest the

greatest part of their news resources and energies in

trailing him. One unguarded remark of'a candidate, or

91m. , p. 270.
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one felicitous thrust, will reach more peOple than any

accumulation of position papers or pamphlets. For it

is not what gets written down in conditioned and quali-

fied prose in platforms or pamphlets that counts: it is

what gets into peOple's heads to move their emotions.

And only one man can do this~-the candidate.10

In 1964, Barry Goldwater was the avowed leader of the

Impublican party. At the start of the national campaign

"fle Arizona Senator had by hard work put together what has

Ewen called by some the most streamlined organization ever

to run a national campaign. In the area of television

aflone the Goldwater forces had retained the Interpublic

(heup of New YOrk--the largest marketing-communications

gnoup of companies in the world--to direct their television

effort. Computers were used for purposes of analyzing the

fluee previous national campaigns by party, state, and

ethnic factors so that media Specialist could then prepare

rmmerous charts, and maps showing which of the states were

mung states. In addition other maps were prepared desig-

rating the two hundred major TV markets and hOW'the largest

audience in these markets could be reached for the least

,amount of money. In all, "one billion seven hundred ‘

Wnullion bits of information were fed through the com-

puters."ll Yet all of this effort was to prove meaningless

on election day.

According to both Theodore White and Stephen Shadegg,

fins was principally because there was little personal

1OWhite, The Making of theggresident 1954, p. 319.

113,, r o a.”
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amtact between the candidate and his so-called streamlined

mganization. Whereas originally Mr. Goldwater had prom-

ised that he, himself, would attend the various strategy

neetings in order to personally direct his campaign and

ame'his message to the American peOple, in reality,

". . . neither he nor Vice-Presidential candidate William

taller ever attended any of them."12 Thus, when all of the

hfwriters, media specialists, and political strategists

miempted to formulate the major theme or message of their

candidate into specified programs, or commercials, more

ctten than not, they did not really knOW’what message their

dwsen leader wanted them to bring before the American

‘wmer. They.could never reach him.

i In 1964 Stephen C. Shadegg wrote a book entitled

Igbw To‘Win Ap Election. One of Mr. Shadegg's contentions

ins that "Elections are more often lost than won . . . by

fie errors or mistakes committed by the loser."13

Two years later another political analyst, Murray B.

levin, published a book in which he attempted to analyze

'ihe Kennedy campaign system"14 of running for political

cfifice. Among his many observations was the following

statement : .

The image of the political campaign as a highly

efficient Operation, directed by an expert general

lzlhjd.

t3Shadegg, How To Win An Electioni p. 8.

14Levin, Kennedy Campaigning, p. l.
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'staff, is rarely true-to-life. Most campaigns resemble

a comedy of errors in which the victor prospers prif

..marily because he has committed fewer strategic blunders

than his Opponent.15

In 1964 Barry Goldwater made a great many mistakes in

Ms quest for the Presidency. Chief among them was his

hmbility to profit from the mistakes of others before him,

flmcifically Richard Nixon.

Four years earlier Richard Nixon was not only the

qublican candidate for the U.S. Presidency, but he was

$30 the incumbent Vice-President of the United States. ‘His‘

qmonent, on the other hand, was merely a relatively unknown

Sawtor from the state of Massachusetts. ~Everything alluded

uia Republican victory in November. Mr. Nixon was better

humm. He could point to hisjeight years of experience in

He White House, and also to the fact that under the

Ifisenhower administration the country had been enjoying the

Immt prosperous period in its history.16“ Yet, on election

murthe obvious failed to materialize.

To most people it is obvious that the Great Debates

hmia.great deal to do with swinging the undecided vote into

13m Kennedy camp. The Debates gave the American voter an

(mportunity to see both men on equal footing with each other,

gasituation whichécould not-havé‘taken place had not

Ilka NixOn agreed to such a confrontation. Consequently,

almost everyone would agree that Mr. Nixon probably made a

M

VTv—r—fiwv—VVVva fl

15Ibid., p. 115.

16White, The Makinqrof the President l96Q, p. 248.
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political error in agreeing to debate the New England

Senator; and it may well be true that this error in judgment

cost him the election.

By the same token it i§,aiso true that one of Richard

.. /“
‘.

’ffixon's biggest mistakes lay in his simple inability to

nwunt an effective television effort throughout his campaign

'rkspite the presence on his staff of some of the most tal-

mmed brains in the advertising community.

At the start of the 1960 presidential campaign, it

vms Richard Nixon's theory that he would "carry his message

u>the American peOple by the most imaginative use of tele-

xdsion ever displayed in a national campaign."1'7 Thus, when

bfixon's television advisers began to carefully organize and

gflan'his national TV campaign, they began to prepare a for—

nmt of TV programs for the Vice-President which they felt

immld be exceptionally creative and would in turn cause the

Emerican voter to cast his ballot for Mr. Nixon.

Since all of his advisers were generally in agree-

nwnt that the Vice-President "should not, in the old style,

fine the camera directly and talk in his ad-lib, wide-

mwing manner of hard political matters,"18 they suggested

axalternative idea. They felt that a series of five TV

gmograms should be produced which would present Mr. Nixon

'U>the American voter in a more concise and biOgraphical

M

v v—V v—v

_ 17Ibid., p. 374.

¥81bid., p. 317.
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faShion. Each prOgram would attempt to depict the Republi-

can candidate in a different role, as a statesman, a loyal

Imerican, a family man and a campaigner. These programs

vmuld show film clips and visualizations of the candidate

abroad, his heated argument with Soviet Premier Khrushchev,

film highlights throughout the campaign--both at the Open-

ing and closing of the campaign, and also a glimpse of the

Vice-President at home with his family.

Furthermore, Nixon's television advisers suggested

the idea of a well-planned telethon to conclude the entire

television effort. Coming on the heels of a series of

regional telecasts that would hammer home the Vice-

President's deep concern for the various localized problems

in the key electoral areas, Nixon's advisers felt that such

a telethon would provide the final emphasis needed to con-

vince the American voter of the importance of electing

Richard Nixon the 35th President of the United States.

However, in the months following Nixon’s acceptance

speech in Chicago, there quickly develoPed a complete

breakdown in communication between the Vice-President and

his very able and skilled staff of advisers. For reasons

known only to Mr. Nixon, the Republican candidate suddenly

became inaccessible to his entire staff of television

planners, and, at the same time suspended all judgment on

their plans. In his overwhelming desire to keep his entire

campaign schedule as flexible as possible, Mr. Nixon

\ .

refuses. to listen to the amiss; of. his top ”W strategists
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who strongly advocated a very deliberate, well thoughtout

.and well organized utilization of television.

Slowly, but surely, his television staff grew more

and more discontented with their candidate. As one impor-

tant member of Nixon's staff said:

You could have taken the key to the Republican

National Committee, locked the door, thrown the key

into the Potomac, shipped all hundred and seventy~five

employees off to the Virgin Islands and saved money~~

for all that he ever listened to us.19

When he appeared on television, Mr. Nixon merely

.resorted to his old~fashioned manner of facing the camera

directly and "trying to cram his all-purpose speech into a

little talk."20

When his advisers pleaded with him to appear on

nationwide television and attack the Democrats for their

record in the summer session of Congress, Richard Nixon

merely ignored their request. Yet, when at the end of the

campaign the candidate suddenly realized that he had lost

considerable ground to Mr. Kennedy, Nixon suddenly reversed

himself.

At one o'clock in the afternoon on the Saturday

before the election, Mr. Nixon suddenly notified his TV

staff to prepare for a complete telethon set-up which would

go on the air within the following forty-nine hours. In-

stead of having already been prepared for a well-planned

#

V ‘7 vfi— T—fifi

19Ibid., p. 375.

20;bid.
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(mtober telethon which they had originally suggested to

_chief, Nixon's TV advisers now found themselves working

frantically over the weekend to arouse the peOple at both

the broadcasting networks and the American Telephone and

|"Telegraph Company to set up the long lines and make all

-u¢mcessary preparations for their leader's performance.

On Monday afternoon, November 7th, Richard Nixon

qweared from Detroit on the ABC Television Network in a

fimr-hour telethon estimated by the Republicans to have

«mt roughly $200,000 and insisted by the Democrats to

'lmve cost an easy $400,000, and which, according to

'fimodore White, "mixed schmaltz and substance in equal pro-

pmrtions, showing the Republican candidate at his best ‘

Halking of Peace) and at his worst (discussing the high

cost of living with Ginger ROgers,‘wo said she too had to

live on a salary)."21

The following day Richard Nixon lost the Presidency

by a mere one tenth of one per cent of the total vote cast.

Theodore White has written in summation of Mr. Nixon's‘

campaign:

Nixon's skills in politics were enormous, his

COurage unquestioned, his endurance substantial. But

they were the skills, courage and endurance of the

sailer who knows the winds and can brave the storm and

recognize the tide. There was missing in him always

the direction of the navigator, the man who knows the

stars and who, when blown from course by storm, waits

v V v 7“

21Ibid., p. 373.
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for the stars and sun to come out again and returns to

course observing them.

Other analysts of the election results have not been

quite as diplomatic in their appraisal of Mr. Nixon's

skills. As one member of Nixon's staff who worked with him

for more than two years said, "Dick didn't lose this

'election, Dick blew this election."23

It is written:

For . . . all those matters in which organization is

important, the direction of television in a political

campaign in modern America is incomparably the most im-

portant. Here is where the audience is: here is where

the greatest part of all money is spent; here is where

creative artistry and practical commercialism must join

to support the candidatefs thrust.24

To ignore these facts is to invite disaster, and with

itfldefeat. 2. t” - .- ‘““-

, A
‘vw—vv “ fi—vfi

221bid., pp. 376-377.

23Ibid., p. 380.

24White, The Makipq of the President 1964, pp. 321—322.



     



CHAPTER IX

A SENSE OF TIMING

Ever since man became interested in politics, much

Ems been written after each election in speculation as to

the*whys of political victory and defeat. In recent years

a great deal of carefully written and documented material

lms appeared Which has tended to support certain basic

pminciples of campaigning regardless of the office being

sought. One of the most frequently mentioned principles

usually relates to a sense of timing.

In 1948, James A. Farley, campaign manager for

President Franklin D. Roosevelt during his years in the.

Iflute House, touched on this subject when he wrote:

The capturing of a presidential nomination is one

of the most formidable enterprises the political

animal can tackle. The race is not always to the swift,

the wise, the able, or the prominent, or there would be

no dark horses. '

In politics, you can speak too often or not often

enough; you can_speak too loud or too soft; you can

start too soon or too late: you can be too too friendly

,or not friendly enough. Any of these extremes at any

given time may be fatal. . . . And, unfortunately, what

may lodk good now may turn out disastrously six months

from now. -

1James A. Farley, gim Farleyis Stogy (New York:

bkfiraw-Hill Bodk‘Company, Inc., 1948), p. 8.
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Egaham Lincoln

In 1955, James D. Horan, author of the book Matthew

hady, Historian With a Camera, substantiated the importance

oftiming While describing the events related to Matthew

mtdy's first meeting with Abraham Lincoln. It seems that

hx1860 Lincoln was on a speaking tour through the New

'mnland States in hopes of igniting interest in himself as

aPresidential prospect. Being virtually unknown in the

mmt, Mr. Lincoln accepted an invitation to speak at a

dmrdh in Brooklyn in order to raise money to finance his

qmaking trip through the Eastern seaboard. Upon his

mmival in New York, however, his hosts decided to switch

Ins appearance from the Brooklyn Church to C00per Union. At

'flm same time, because their guest speaker was a political

Inmnown, they decided they would need a photOgraph of '

ML.Idncoln for publicity purposes. Consequently, as soon

asbu; Lincoln arrived in the Empire State he was immedi~

ately hurried from his hotel to the studios of the then

mnmlar and famous photographer Matthew Brady.

In the weeks which followed, the results of these

'mm seemingly inconsequential decisions proved to be his-

UKic. According to Senator'John Pastore of Rhode Island,

'Whe beardless picture of the Illinoisan became a campaign

weapon, for his Cooper Union speech touched.off the spark

flat led Abraham Lincoln to the Presidency."2 The speech

“A

1
fiw— fi

gPastore, The Story of Communications, p. 39.
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showed Lincoln to be a man of wit and knowledgeability, and

the photograph, which was later circulated in newspapers

and in Currier and Ives lithographs, showed the lanky lawyer.

as "truly a man of dignity and presence."3 Even Lincoln

Aagreed; for he is said to have remarked to Mr. Brady upon,

his return four years later for a new campaign photOgraph,

“Your picture and Cooper elected me President."4

John F. Kepnedy

One hundred years later, another President, John F.

Iwnnedy, was also to attribute his presidential victory to

atimely speech and his appearance in front of.a camera.

has time, however, his speech waS'heard by millions of

xmmers and the camera was a television camera. The event

was the first Great TV Debate, and, it likewise provided the

spark that ignited Mr. Kennedy's successful victory over his

Republican Opponent.

It is written that "in politics as in war the pr0pi-

tious time to storm the citadel of the enemy is that moment

when leadership is confused or absorbed with some internal

conflict.“5.

3"Lincoln Learned a Lesson." TV Guide, October 24?
1964, p. 4.

‘

4Pastore, The Story of Communications, p. 39.

5Shadegg, What Happened to Goldwater, p. 37.
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William Scranton

  

In 1962 during the Pennsylvania gubernatorial race,

Republican candidate Bill Scranton demonstrated just how

important a sense of timing is with relation to the politi-

cal utilization Of television during a campaign period.

The site for this historical demonstration was Harrisburg,

Pennsylvania. In that year William Scranton had decided to

challenge Mr. Richardson Dilworth, the former Mayor of

Philadelphia, for the Governor's chair. Shortly before

election day and at the height of the campaign,

Mr. Dilworth made arrangements to appear one Saturday eve”

ning on a paid political television program in Harrisburg

and suggested that Mr. Scranton should appear on the same

program with Mr. Dilworth and debate the issues with him.

When Mr. Scranton politely rejected Mr. Dilworth's prOposal,

the Democratic candidate threatened to debate an empty ‘

chair if his Republican Opponent failed to appear. Bill

Scranton again flatly rejected the idea.

Then on the evening in question, just as the prOgram

was about to begin, suddenly the studio door flew Open and

in charged Bill Scranton with brush and a bucket in hand

declaring that he was going to clean up corruption. The

effect of this totally uneXpected and well timed tactic so

unnerved the unsuspecting Democratic candidate that he was

never able to overcome the sudden Surge in Mr. Scranton's

.‘to '0

populafity.i Per Bill Scranton had not only captured the
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wmers' imagination that evening, but he had also captured

Heir votes.6

Stephen Shadegg has written:

Politicians speak reverently of organization, issues,‘

a pleasant image, the ability to arouse enthusiasm as

essential to victory. Yet the most important ingredient

for success at the polls is a sense of timing. The

. hOpeful who announces too early is frequently exhausted

before the contest actually begins. The cautious one

who waits until it is too late has trouble catching up.

Today there is no question that the Kennedys not only

gmsess a tremendous sense of timing when campaigning, but

ham also mastered the art of political campaigning. As of

fit writing of this thesis, they have won three congres~

nbnal campaigns, five senatorial campaigns, one presiden-

fial campaign, and numerous convention and primary fights.

Mneover, they have defeated such political leaders as

Mmdon B. Johnson, Richard Nixon, Hubert Humphrey, Adlai

hmvenson, Stuart Symington, Edward McCormack, Kenneth

Keating, and. bOth Henry CabotLOdge and George Cabot Lodge.

ame political researchers such as Murray B. Levin have even

.snggeSted that the Kennedys have literally transformed the

mt.of campaigning into a science of political campaigning.

szprime example of this is Robert F. Kennedy's surprising

\dctory over incumbent New York Senator, Kenneth Keating.

—

6John C. ROgers, "That Debate--Wrangles, Wry

Ihsults," New Yggk Herald Tribune, November 1, 1964, p. l.

7Shadegg; What Happened to Goldwater, p. 62.
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RObert F, Kennedy

On August 25, 1964, Look Magazine published a fea-

ture article entitled, "The Ambitions of Bobby Kennedy."

In essence the article said:

. . . when the Democratic National Convention Opens

in Atlantic City in late August, Robert F. Kennedy

would like to be the Vice-President or else he would

prefer to hold a tOp level post of the national

security establishment~~preferably as Secretary of

State. . . . He has cast aside the diversionary sug-

gestion that he seek office as senator from New YOrk.8

Yet, just 69 days later Robert F. Kennedy was

elected U.S. Senator from New York, defeating a man who had

given 18 years of Congressional service to his country.

Furthermore, Mr. Kennedy defeated his Republican Opponent

by a plurality of over 700,000 votes.9

According to Gerald Gardner, one of Kennedy's speech

writers, Bobby Kennedy won because "he organized his cam-

paign with the same thoroughness that had characterized his

Older brother's campaign in 1960."10 He succeeded merely

because he made fewer mistakes than his Opponent and because

he was able to exploit those mistakes which his Opponent

made to his advantage.

In 1964, there is little doubt that Robert F. Kennedy

ran one of the most brilliant, timely, and picture book

 

8Joseph Kraft, "The Ambitions of Bobby Kennedy,"

LOOk,August 24, 1964, p. 22.

9Gerald Gardner, Robert Kennedy ip New York (New

York: Random House, 1965), p. 200. ‘

10mg. , p. 201.
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‘ ampaigns ever waged for any political Office. As New

‘nxk Herald Tribune journalist Terry Smith wrote in Esquire

nIApril 1965, "It was the best race in the country, far

L rune exciting than the lOpsided affair for the Presidency,

mfl.from an advertising point of view it was a classic."11

Gardner elaborated as follows:

During the eight week campaign there were about a

hundred TV commercials varying in length from twenty"

second spots to thirty-minute films, plus a score of

newspaper ads, radio commercials and flyers. Alto-

gether they cost a staggering $1,000,000.00 which has

got to be a record for advertising in a Senate

campaign. Viewed in one sitting, the commercials made

up a Bride Book; the record of an almost perfect

wedding of politics and advertising.

To appreciate the thoroughness of Mr. Kennedy's

campaign, especially as it relates to his utilization of

television, it is first necessary to understand the reasons

and motives which caused Robert Kennedy to suddenly seek an

Office in which he was originally disinterested.

When John F. Kennedy was assassinated in late

November, 1963, Robert F. Kennedy suddenly discovered his

own political career to be in doubt. Vice-President Lyndon

B. Johnson had been elevated to the number one position.

At the Democratic Convention the following summer

Mr. Johnson made it quite clear that he wasn't interested

hin.Mr. Kennedy for the number two position or any of the

various cabinet positions in the JOhnson administration.

h.

Wfi

p 62 llTerry Smith, "Bobby's Image," We, April, 1965,
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Quickly, Bob Kennedy realized that his only means of remain-

ing active in American politics and preserving his image as

a national leader was to seek a seat in Congress. Since he

did not wish to challenge his brother's Senatorial seat in

Massachusetts, and since the New YOrk Senatorial seat in

was about to be voted upon, RObert Kennedy decided that New

York State would be his new battleground.

As the campaign got under way, however, it soon

became apparent that despite certain Obvious advantages

accruing to his name and his special relationship to the

.late President Kennedy, Robert F. Kennedy had a number of

_definite liabilities against him in his attempt to unseat

the popular Republican Senator from New YOrk.

Terry Smith outlined these liabilities as follows:

. . . working against him, was the public image of

the pushy, ambitious younger brother, and the vague,

unexplained sense of distrust many peOple had. He also

had to COpe with his Massachusetts heritage and the

inevitable cries of "carpetbagger." He was accused of

using New YOrk as a steppingstone to the Presidency.

He was called the "candidate of the bosses" because

crusty, Old-line political bosses were among the first

to support his candidacy. [Moreover] Before the

campaign was over he encountered substantial resentment

among Italian-Americans who had been offended by the

Valachi hearings and blamed them on the Attorney

General. He found even more resistance among JewiSh

voters who considered him more his father's son than

his elder brother had ever been. Their suspicion of

the father dated back to just before World War II, when

JOSeph P. Kennedy, [as Ambassador to Great Britain]

- . . was accused of closing his eyes to the

persecution of Jews in Nazi Germany.

[In addition] He had other problems. There were

P01iticians in New YOrk with toes still smarting from ‘

1960, when Bobby directed his brother's campaign in the

State. There was talk of the "Kennedy dynasty" and

the entente that would be formed in the Senate if he
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represented New YOrk, his brother Teddy was the man

from Massachusetts, and Pierre Salinger won in

California.

[Furthermore] He was a dreadful public speaker,

inclined to repetition on extemperaneous remarks, and

a sporific monotone when the text is prepared.13

To overcome these liabilities, Bob Kennedy, thrOugh

his brother-inclaw, Stephen Smith, hired the advertising

‘firm of Papert, Koenig and Lois to handle his total adver-

tising effort. In 1962 PKL had managed Republican

Senator Jacob Javits' successful New York campaign and

therefore were perhaps more in tune with New YOrk voters

than most adVertising agencies. In addition, one Of the

three partners, Julian Koenig, had originally been c0py

supervisor at Doyle, Dane Bernback back in 1960, when he

led great success urging prospective Volkswagen owners to

thunk Small." This advertising campaign in turn had

cxmght President Kennedy's attention and caused him to begin,

hil963, the negotiations that led to the hiring of DDB to

luuflle the Democratic National Committee's advertising

effort in 1964.

Swiftly, Papert, Koenig and Lois began drawing up

nxmific,pr0posals for softening up Mr. Kennedy's image.

hwzmain emphasis of their strategy was to be concentrated

. 45
- ‘7- 'O

hrjmltiple televisiOn commercials. As Fred Papert told

" 8

—7&fl>Kennedy during one of their strategy meetings,‘

The basic aim of all our commercials, Bob, will be

to present you as a warm, sincere individual. . . .

13Ibid.
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we're going to shoot you on actual locations-”in

rallies, at colleges, in supermarkets-”surrounded by

small crowds. People will ask you questions. YOu'll

answer them. One-minute spots, three-minute spots,

five-minute spots. Real excitement, real issues.1

To carry out these Objectives, an agency within the

agency was created. Some sixteen peOple were assembled .

from various departments to work under the direction of

Frederic Papert, the chairman Of the board. "For six and

sometimes seven days a week this nucleus did nothing but

work on the Kennedy account, periodically drawing on virtu-

ally all of the agency's staff of more than two hundred."15

Next, both Creative Television and Videotape Center of

New YOrk were engaged to produce on videotape a series of

commercials showing Mr. Kennedy on location responding to

important questions from the voters of New YOrk. Since

neither possessed any mobile videotape facilities of their

Own, they in turn contracted with Tele-tape Productions of

New YOrk to send its various mobile units to the designated

locations to complete the assignment of recording

Mr. Kennedy on location.

One of the first locations selected was a middle

income housing project in Manhattan called Lincoln Towers.

The outline or taping schedule was as follows: Shortly

‘after one of Tele-tape's mobile units arrived at the

assigned location the TV crew quickly began setting up

l4Gardner; Robert Kennedy in New YOrk, p. 9.

15Smith, "Bobby's Image," p. 62.
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their television cameras in a semi-circle. The presence of

g the TV camera crew quickly began drawing interested spec-

tators to inquire as to what was about to take place in the

Lincoln Towerl' courtyard. As soon an the word spread that

‘Robert Kennedy was going to make an appearance suddenly

peOple began appearing from everywhere. At the same time,

as the crowd began to swell in anticipation of seeing the

meer Attorney General, a few select Kennedy advance men

began quietly circulating through the crowds. 'Their func-

tion was to plant or suggest certain questions to interested

spectators in order that the cameras would be able to record

the Senator's comments to these questions in a seemingly

candid or spontaneous fashion, and secondly, so that they

couldbe sure that all of the questions which they felt were

important would be asked the candidate.

Shortly thereafter the young Attorney General arrived

at the location and the taping session began. The format

could not have been simpler. Kennedy would listen to the

questioner and then direct his answer to him while the -

camera peered over his shoulder. ' One by one housewives and

miscellaneous bystanders would line up in order to put their

questions to the Democratic candidate. At times their

questions would sound silly, ridiculous, embarrassingly

personal, loaded or as Terry Smith has written, "hOpelessly

vapid. ”15

__ L. __

_fi m '1‘

15Ibid.
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In the weeks which followed, this scene was to be

repeated over and over again on locations across the state.

Each time the recorded material was immediately taken back

to Videotape Center where it was carefully screened and

then edited into a series Of question and answer type

_commercials varying in length from twenty seconds to a

iminute. Each of these commercials were then in turn \

screened by the candidate himself for his final approval or

rejection. SO effective was this procedure that more Often

than not the agency was able to tape, edit, and distribute

these TV commercials to stations throughout the state

\dthin forty-eight hours from the first recorded shot. At

the same time, by producing the commercials on videotape,

the agency was able to constantly revise their TV campaign

lw'merely reshooting new commercials whenever a change in

campaign strategy or tactics was needed.

Slowly, but surely, all of the major Objections to

Robert Kennedy's candidacy were_being challenged by the

candidate himself on television "In answer to the carpet-
‘Vo ‘0

’3’,- - ,- .

baggef:issue, one TV commercial showed a young man asking

Bobby about this carpetbagger charge, and Kennedy answered

by describing his roots in the state and telling his

questioner how‘he had gone to school there and how he had

spent some twenty years Of his life in New YOrk.

In answer to the steppingstone charge, another

twafiacsecond commercial showed the late President’s brother
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slightly exasperated, shaking his head and telling his

'audience, "Strange as it may seem I just want to be a good

United States Senator."17 i

AnOther TV spot seemed to be an effort to cool the

resentment Of the Italian Americans. During a shooting

session early one misty morning in Auburn, New YOrk, a

'short, bald man with a heavygaccent stepped up to Kennedy

iésndidescribed the plight thhis cousin in Italy who wanted

to come to America. This provided a perfect cue for

Kennedy, who launched into his ideas on the liberalization

of the immigration laws.

Meanwhile, as the campaign moved into late September,

Kennedy's advertising peOple were not quite satisfied with

Fred Papert's original idea of sticking strictly with short

commercials revolving around Kennedy responding to ques-

tions from various New YOrk voters. According to Gerald

Gardner: .

In the framework Of one-minute television commer-

cials, the candidate's answers sounded glib, hurried,

curiously unconvincing. In attempting to compress his

views on a given problem to forty-five seconds, the

Kennedy ggalities of grace and spontaneity seemed to

be lost. .

Consequently, it was decided to dramatically change

both the mood and the setting of the commercials. Earlier

in the campaign it had been noted that frequently the most

¥

'17Ibid.

18Gardner, Rober; Kennedy in New YOrk, p. 91.
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hificult questions thrown at the young Democratic candi-

hme were the ones that brought out his combative spirit

afl.the ones which he answered well, while the easy ques—

tions only caused him to stumble in his answer out of sheer

Imredom for the question. Therefore, and at Kennedy's.

request, it was decided to throw the young Attorney General

5into as challenging a situation as possible, a group of

politically minded college students. An auditorium at

Cblumbia University was selected as the site for this con-

' frontation. Tele-Tape's television cameras were set up in

an arc surrounding the audience and their guest so as to

provide total coverage of this event, whose only political

purpose was to be the stage for a half-hour political tele-

vision taping session. In the words of writer Terry Smith,

"The result was an advertising bonanza."19

The Columbia University students merely proceeded to

ask all the questions Kennedy most needed to answer: Why

are you running? Why in New YOrk State and not in Massachu"

setts or Virginia? What about the bosses who support you?

Kennedy answered each of these questions very simply, very

precisely and very well. Slowly but surely the not espe-

cially'partisan crowd of abOut five hundred students began

tc>warm up to Robert F. Kennedy. By the end of the evening

the TV session had a natural build and drama that even John

.HUston couldn't have improved on.

‘_

19Smith, Bobby's Imagey p. 62.
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At present there are some peOple who feel that the

process Of-j campaigning is a meaningless exercise. Most

voters, they declare, vote according to certain precondij

tioned responses or. attitudes and therefore they have

already made up their minds prior to the campaign as to

how they will vote come election. day.

In 1964, however, both candidates for the New York

Senate seat did not hold to this View. Instead, both men

believed that the final outcome of the election would

definitely be decided upon primarily on the basis Of how'

'well both men conducted their individual campaigns.

Consequently, when in September a number of polls

were released which showed a steep slide away from the

younger Kennedy and toward his Republican Opponent, a

genuine concern began to develOp in the Kennedy camp as to

what could be done to alter this trend. Even Kennedy him-

‘self'expressed this concern. "I've been campaigning for

—f0ur weeks now and the only thing that's come across is

that I'm a Beatle."20 Some claimed that this was due to

Kennedy's unwillingness to attack Keating directlyr Others

Said it was due merely to the real impact of the carpet-

b«Elgger issue onthe voters and the gradual evaporation of

the intial Kennedy glamour. But, whatever the reason,

there was little doubt among the Kennedy strategists that

something would have to be done, and very quickly, too.

h

20Gardner, Robert Kennedy in New York, p.137.
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The big problem, however, was that no one was certain as to

what that something was to be.

Fortunately for Kennedy, over on the Republican side

of the fence there was also an equal amount Of concern as

to how the election was faring. Although both the Republic

cans and Senator Keating were aware of the result of the

[September polls Which showed the incumbent leading in his

race for re-election, nevertheless, many among the SenatOr's

staff, including the candidate himself, were particularly

worried that somehow the magnetism Of the Kennedy name

ndght somehow override the Senator's own outstanding record

in New York. Throughout the campaign it was Observed how

tremendous crowds of peOple always seemed to congregate

wherever Robert Kennedy made an appearance; While, on the

otherhand, few peOple ever showed up by comparison to hear

the Republican Senator speak. It was felt that apparently

Mr. Kennedy had become something Of a charismatic folk here,

while Mr. Keating, white-haired and mild-mannered, merely

tended to project a sort of dignified but rather unexciting

image which it was presumed most U.S. Senators possessed.

Therefore, it was decided that somehow this magical

spell would have to be broken. .The Senator would have to

find something in the Kennedy record which could be

attacked and which would have astrong impact on the minds

of the voters of New YOrk. _Ittdrd not take Keating very

t‘ I 0 ’7

_f-long tchome‘up with just such an issue.



u.‘

l“

 

.

   



120

For years Jewish voters in New York have played an

important part in New York elections. In 1964, Ken Keating

realized because Of the closeness of the race the Jewish.

vote might well hold the key to his successful re-election.

Throughout the campaign he had attempted to capture this.

_ vote by speaking and appearing at numerous Jewish func-

tions whenever the Opportunity presented itself. Now he

decided to make a dramatic appeal for both the hearts and

the minds of this vote. In a sudden reversal of all tactics

and strategy Keating launched an all out attack upon his

Democratic Opponent.

First, he declared that should the election be held

. ‘1'"

that idey, he would’be victoriOlis. Then on September 20,

.-’Senator [Keatihg charged that Mr. Kennedy, as Attorney

General, had agreed to a settlement that turned over more

”than $60,000,000.00 to a Swiss firm allegedly fronting for

a giant German chemical firm whose stockholders were former r

Nazis. According to Mr. Keating, Robert Kennedy made this

deal with the Nazi cartel when he approved the sale of the

assets of the General Aniline and Film Corporation of

Binghamton, New York, to the Swiss firm despite the knowl-

edge that the New York Company had' been seized by the

government during the SecOnd World War as enemy prOperty.

Immediately, Kennedy responded by denying the charge

and pointing out that the Justice Department was assured

that none Of the G.A.F. money would land in the hands of
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He hands of former Nazis. Moreover, Kennedy asserted,

'%s a result of the settlement, more than $100,000,000.00

was made available to pay war claims of American citizens

vmo suffered aE/Nazi handsgglfl - .

ighxi. Still, Ken Keating wasn't finished. Next he decided

to influence the Negro to desert his Democratic Opponent.

‘Early in October he charged that Robert Kennedy had,

<hserted the civil rights movement. In an advanced text

released to the newspapers but not delivered before the

ILA.A.C.P. state convention in Buffalo, Senator Keating

~stated that Bob Kennedy had "abandoned his post at the

Ibpartment of Justice with the unfinished task before him

'“the task of putting teeth into the new law and defending-

it against attack on its constitutionality."22

Once again Robert Kennedy found himself on the

.defensive. This time, however, Kennedy decided to meet

fire with fire. Keating's personal attacks on Kennedy,

along with public announcement that he, Keating, was ahead

in the polls suddenly had given to the young Democrat the

one thing he desperately needed, “the appealing image of

the underdog rather than the unattractive look of the young

dynamo»overpowering everything in his path."23

k

'21Ibid., p. 120.

'22rbid., p. 134.

23Ibid., p. 142.



    



122

In 1960, Robert Kennedy had watched as another

Ikmnedy had found himself in a similar situation. In that

year John F. Kennedy was the decided underdog. His answer

'U>this situation was to challenge his Opponent to a series

of debates on nationwide television. As campaign manager

for his brother, Bob Kennedy had long since learned the

value of the televised debate. At the same time because of

his close association with former Presidential Press

Secretary Pierre Salinger, Bob Kennedy was also well aware

of the hazards of debating.

' In 1964, former Hollywood actor George Murphy had

challenged Pierre Salinger to a statewide television debate

in the California Senatorial race. Salinger had gone into

the debate the favorite. During the course of the debate

Pierre "had tossed back knowing answers to all the ques-

tions, and observers agreed he had shown Murphy up as

inadequatelyinformed."24 However, as columnist Walter

Winchell reported in his nationwide column, "Murphy's stage

presence and poise came through like a pro. Salinger's

snapping didn't."25 iThus, while "Salinger had-won the

debates, [he] delivered countless votes to Murphy, 'the

good guyl'"26‘

_—_‘__h.__

24Ibid., p. 138.

25Walter Winchell, New YOrk Journal American,

November 9, 1964.

26Gardner, RObert Kennedy in New YOrk, p. 62.
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Although Robert Kennedy knew that he was probably a

[much better extemporaneous debater than Senator Keating,

”he also realized that he too would have to be very careful

not to appear as s brash young prosecutor in hurling quss~

tions and rebutting answers, Should he decide to debate.'

Yet, early in October Robert Kennedy realized that

he had no other alternate left. He was behind, he was

considered the underdog, and in his own words, "I have to

do something to stOp this trend."27 Therefore, in a speech

before the International Brotherhood of Electrical WOrkers,

Bob Kennedy announced that he would challenge '

Senator Keating to a televised debate in order to answer

once and for all the Charges made by the Republican

.candidate against him.

Overnight the press and the public became excited

about the possibility of another series of TV debates like‘

the Great Debates of 1960. Suddenly, Ken Keating found

himself in a rather compromising position. At the start of

the campaign the Republican candidate had originally been

the first candidate to issue a general challenge to his

Opponent to debate the issues with him on TV. In reality,

. however, the Senator from New York had no desire whatsoever

to debate his Democratic challenger.

Though Keating would present a most impressive

Senatorial figure and his Opponent might look boyish by

contrast, there was the chance that Kennedy might once

 

27Ibid., p. 139.
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and for all shatter the illusion of himself as a

ruthless, power-hungry young man. And maintaining

this image, along with the carpetbagger issue, was

about the strongest thing Keating had going for him.

This is where the peril lay'for Keating--that

Kennedy would present a picture of selfless youth

and vigor. JAnd’an inevitable reminder of another

,;; Kennedy in another debate.28

‘0Now, however, the public pressures for such a debate

.imemed to Mr. Keating almost impossible to avoid. Seeing

rm apparent way out of this situation, Senator Keating

<ndckly informed the press that he had no objections to

such a debate.

Then almost as quickly as it was decided there would

km a debate, a stalemate developed. The Kennedy strate-

gists'had suggested the Kennedy-Nixon format. The Keating

strategists rejected the idea. Instead, they proposed that

only two TV_debates be held. In the first debate the

candidates would be seated in separate studios at different

times, and would in turn be questioned by a group of young

people rather than newsmen. During the second debate it

was proposed that the candidates would be in the same '

studio, but instead of debating each other, each man would

merely make a series Of alternating speeches "in the classi-

cal manner of Cicero and Demosthenes.”29

'When Kennedy was informed of these prOposals he

totally rejected the idea. Immediately, negotiations

w A AA A—

281bid., pp. 142-143.

29Ibid., p. 144.
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between the two groups came to a halt. For approximately

two weeks the stalemate continued with Kennedy making

every effort to discredit the Keating proposals. “Does he

call that e debate? . . . In one of them we're in eeperete

studios. In the other we're making speeches at one

another."30 Slowly the polls began to indicate a turn

toward Mr. Kennedy.

Then with only two weeks remaining in the campaign

CBS suddenly offered to provide an hour of prime evening

time for a TV debate between the two Senatorial candidates.

Both sides accepted, and once again negotiations were

resumed. A deadline was set for a reply by both candi-

dates. However, as the day of the debate approached, it

became increasingly apparent to both sides that they were

still as far apart as ever. Neither side would agree to

the other's ground rules.

On Tuesday afternoon, October 27, the day of the

scheduled debate, suddenly a whole series of events

transpired which were to have a profound effect upon the

voters of New YOrk. Realizing that the debate as dis-

cussed was not to become a reality, Senator Keating pro-

ceeded to purchase the first half hour which CBS had set

aside for the two candidates.’ Assuming that the Kennedy

strategists were unaware of their plans and hOping to gain

political advantage, next, Keating informed the press that

'30Ibid.
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not only was he going to appear on CBS, but that he would

debate an empty chair that evening should Mr. Kennedy

refuse to appear with him on the program.

MeenWhile, unbeknownst to outside observers, the

Kennedy forces had already learned of Mr. Keating's plans

and were hastily trying to prepare their own program

strategy. By coincidence, one of Kennedy's advertising

time buyers happened to be at CBS When the Keating call

came in to purchase the first half-hour of the scheduled

debate. Quickly, he informed the Kennedy strategists of

what had happened and was advised to purchase the following

half hour. When his request was turned down, immediately,

Robert Kennedy put in a long distance telephone call to CBS

President William Paley in California. Shortly thereafter I

his equal time request was granted; and the Kennedy

madhine went into action. Now Kennedy faced the problem of

-how to deal with Keating's empty chair threat.

After a few thoughtful moments and multiple sugges-

tions Robert Kennedy made his decision. He would go down‘

to the studio and sit in the empty chair. However, he

would make sure that he arrived there just as the program

was about to begin, so that his Republican opponent would

not have time to prepare for the events to follow. The

result of this decision has since become historic.

It has been said, "in politics as in war the most

propitious time to storm the citadel of the enemy is that
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moment when leadership is confused or absorbed with some

internal conflict."31

On the evening of October 27 the Republican forces

were in just such a position. All during the day the.

Keating supporters had been working frantically to put

toqether a meaningful half-hour broadcast. Scriptwriters ‘

were busily organizing material for the program while

teleprompter typists were feverishly trying to ready the

prompters for' the TV cameras. As the hour of the telecast

approached, however, it became obvious that all was not

proceeding smoothly. Only a portion of the script was

completed; and moreover, only a 'smaller portion of this

script had been transferred onto Keating's teleprompter.

Finding himself without sufficient preplanned material to

sustain the entire half-hour, Keating quickly asked his

'fellow Senator, Republican Jacob Javits. to join him on the

prOgram.

All of a sudden it was time to go on the air. Too

late, Keating's TV Directorirea‘lized that the teleprompter

, had not been mounted onto Keating's camera. Informing the

teleprompter Operator to hold the prompter next to the

Senator's main camera, the Director raced into the control

room just in time to fade up on the obviously nervous and

ill-prepared candidate. What followed was chaos.

g

3:l-Shadegg,.1s7hat Happened to Goldwater, p. 37.
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Not being preparedgfof these uneXpected events,
..- -__ _. /"

" I

.

shortly Efter his Opening remarks Ken Keating suddenly

turned toward the empty chair in the studio, which had

supposedly been set up for Mr. Kennedy, and began hurling

insults at it. The more Senator Keating spoke, the more'

ridiculous the Republican candidate appeared. The pres-

sures of both the day's events along with those of the

entire campaign had finally begun to take their toll on

the Republican incumbent. His words seemed childish and

his actions even more so.

I Meanwhile in the corridor outside Keating's studio

another series of dramatic events was also taking place.

Just as Mr. Keating had gone on the air, Robert F. Kennedy

arrived at CBS. At approximately 7:29pm he demanded to be

led to Mr. Keating‘s studio. Leland Hayward, one of

Kennedy's television advisers led the way to the incum-

lent's studio. As they arrived outside studio 44,

Mr. Kennedy suddenly found the entrance barred by a CBS

official. Mr. Kennedy asked to be let into the studio.

The official said this was not possible because Mr. Keating

had purdhased the time and had left specific instructions

that no one enter the studio while he was on the air. As

newsreel cameramen photographed the action and newsmen

pressed in closer to record the exchange of dialoque,

Mr. Kennedy again asked to be admitted to the studio. Once

again the CBS official refused his request. Now Kennedy

asked the official to inform Senator Keating that his
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qponent was outside his studio. The man hesitated a

rmment.and then disappeared into the studio.

About the same time, Gerald Gardner, one of

IGnnedy's speechwriters, decided to check the goings on

. hmide Keating's studio on one of the monitors inside the

umtrol room. He described the scene as follows:

On the multiple screens were various shots of the

white mane and purple prose. There was Senator Javits

looking righteously indignant. And there was the

empty chair, with the nameplate of Robert F. Kennedy

before it. '

The program had just begun and an announcer was

saying, "Senator Keating has invited his Opponent to

debate him tonight, but Mr. Kennedy has not appeared."

That was what I had expected to hear. I darted

out of the control room and down the corridor, elbow-

ing my way through layers of newsmen. The CBS man

had reappeared, looking even paler than before, and,

was insisting that Mr. Kennedy could not enter the

studio. I whispered to Kennedy What I had just heard.

"They have just announced on the air that I am not

here," said the candidate. "This is very unfair and

I insist on being admitted."

‘The CBS man stood his ground."32

"Then kindly remove the empty seat from the stage

and ask Senator Keating to withdraw his remark about

my not showing up. I cannot," the CBS official

replied.

At this point Mr. Kennedy retreated to his own

Studio and began to prepare for his own broadcast which

“ms to follow. Nothing else needed to be done. During

the entire sequence of events the newsreel cameraman had

faithfully recorded Mr. Kennedy standing outside Keating's

——._

32Gardner, Robert Kennedy in New YOrk, p. 149.

33James F. Clarity and Fred Ferretti, "Never Before

iggibate Like This," New YQER _Iierald‘Tribqu October 28'
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‘flmdio trying to gain entrance while signs over the door

read "Please Keep Out-“No Visitors-“Keating."34

When the Keating halfrhour ended, reporters

besieged his studio to question him on his unwilling-

ness to admit his Opponent. Keating came dashing out

the studio door behind a phalanx of aides and rushed

headlong down the hallway, followed by a battalion of

reporters and photOgraphers. In order to hinder their

escape, Keating's aides began hurling furniture and

prOps in their path.

It was this moment that Mrs. Robert Kennedy chose

to descend a stairway overlooking the scene and found

herself observing the frantic aides and elder states-

man fleeing in disarray, the charging correspondents,

photOgraphers, and film cameramen.

"Is anything wrong," said Ethel Kennedy in the

nicest display of understatement of the campaign.

' Later that evening after Mr. Kennedy appeared on

Ins own paid political program and was questioned by radio

announcer Barry Gray about the above events, New YOrk

voters got a chance to see the newreel film footage shot

outside Keating's studio door. Combined with headline

photographs in New YOrk newspapers the following day show-

ing Keating debating an empty chair along with shots of

Kennedy trying to get into the studio to debate the incum-

bent Senator, New YOrkers suddenly began questioning in

filtheir own minds Keating's integrity. Did Senator Keating

‘know'Mr. Kennedy was outside the studio that evening? If

he did know Mr. Kennedy was there, why then did he not

allrzv him t; enterfthe-studiotand engage him in-thé alrowdy’

(
O

'h~ afraid to discus the issues
are "' 0

34Ibid.

 

35Gardner, Robert Kennedy in New Ygfik. p. 150.
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honestly? No one knew the answers to all these questions,

but at this point the damage was already done.

The picture of Kennedy before a sealed door and

that of Keating scurrying down a corridor carried

their own inevitable implications.36 ‘

In the final week of the campaign pollsters across

. the state suddenly reported a definite trend favoring

Mr. Kennedy. The non-debate on TV, coming in the closing

days of the campaign had given Mr. Kennedy just the Open“

ing he needed to launch his final all out assault on the

New YOrk Senate seat held by Republican Kenneth Keating.

Speaking of the non-debate and Mr. Keating's challenge,

Robert Kennedy could say:

Senator Keating really kicked that empty chair all

over the studio. No question about it. He beat that

chair. And there I was, outside the studio door with

three of his guards.3 ‘

At the same time, the Kennedy strategists launched

-¢one“9f the mostLintensive~TV*§pot campaigns ever viewed

in any state. From their pool of some 150 commercials the

Kennedy supporters were able to repeatedly pound their

message home to New York voters. On the day before the

election, once again Tele-tape's TV cameras were dis-

patched to the Kennedy home in Glen Cove, Long Island, for

purposes of capturing the candidate and his family in the;

closing minutes of the campaign. That very evening,

through the magic of videotape, every voter in the state-

of New YOrk was in a position to relive with the Democratic

 

371bid., p. 153.
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HIcmflidate many of the memorable events during his campaign

uek across their state. I

Seven days after the famous non-debate, Robert F..

Kmmedy carried New YOrk by a plurality of some 700,000

vmes, while Democrat Pierre Salinger was being defeated

byRepublican, Hollywood actor, George Murphy in a state

Mmre Democratic registration outnumbered Republican

rqfistration by over 1,500,000 votes, and in a state which

ekmted a Democratic President by a plurality of over

L290,000 votes.

Once again the Kennedy sense of timing had paid off.

 



CHAPTER X

THE HIGH COST OF CAMPAIGNING

One of the most serious prOblems facing the United

Skates is the problem of the rising cost of political cam—

paigning. In 1860 when Abraham Lincoln won the Presidency,

ins entire national campaign is said to have cost a mere

$100,000. One hundred years later, however, John F. Kennedy

is reported to have spent over $11 million in his attempt

to win this office.

Today it has been estimated that a Senate seat or a

closely contested campaign for the governorship of a large

industrial and competitive two-party state like Pennsylvania

or Illinois could run anywhere from $1,200,000 on up to

$2,000,000. .At the same time some have suggested that a

candidate running for the office of mayor in a city the

size of New York, Chicago, Philadelphia, or Los Angeles,

and who faced formidable and wellefinanced opposition, could

not expect to mount a serious effort for less than

$1,000,000.2

 

1"Now Is The Time For All Good Men. . . ," Time,

January 5, 1968, p. 44.

2Levin, Kennedy Campaigning, p. 234.
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One major reason behind this phenomenon is the re-

lenfless advance of technology, specifically, television.

h11960 John F. Kennedy was elected PreSident as a direct ' -

neult of being able to utilize television during his cam

pngn. At that moment in history, the face of political

cmpaigning underwent a dramatic change. ‘With candidates

nmvmore aware of the power of this medium to communicate

whh voters in the confines of their living rooms, suddenly

‘pditical parties found themselves having to spend enormous

,ammnts of money just to give their own candidates an equal

hauing before the American public. As a Time editorial

stated:

An important force in winning political office

in the U.S. is green power: the money required to

publicize a candidate's views and persuade the

voters that he is worthy of governing by their

consent. _ .-

. . . As the nation grows, candidates must Spend

more and more to reach moregafid more people; while

_WTV'now puts office Seekers in every living room,

' the enormbus cost drains party budgets.3

.At the same time, however, along with this tremendous

~dncrease in campaign spending for both radio and television

time, there has suddenly emerged a whole new set of problems

Equally important to the political future of our country.

One such problem was pointed Out by ROscoe Drummond in an

article rue wrote which appeared in the Christian Science

.MOnitor 3

M

3 .

p 44 "Ntnv Is The Time For All Good.Men. . . ," Time,
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It is now, in fact, nearly impossible in most

states for men of modest means to seek high elective

office—-unless they are willing wards of the wealthy.

The price of campaigning has risen so high that

it actually imperils the integrity of our political

institutions. Big contributors more and more hold

the keys to the gates of public service. This is

choking off the wellSprings of fresh, new thought

and severely limiting the field of choice available

to the public.4 ‘

Time has concurred:

How to finance political campaigns-—honestly,

adequately and from a far broader base--is surely

one of U.S. democracy's biggest unsolved problems

as it enters another presidential election year.

. . . Those who give the cash exercise a vital

form of political expression: they provide a basic

nourishment of democracy.

[Yet] . . . Given most voters' financial apathy

the net result is a qualification for office un-

specified in the Constitution: a candidate must

now be rich or have rich friends or run the risk

of making himself beholden to big contributors by

accepting their big contributions.5

One prime example of this situation is the entrance

into U. 8. politics by both Edward M. Kennedy and his older

brother RObert F. Kennedy. In 1962 it was estimated that

John F. Kennedy's younger brother Edward, known as Teddy,

'paid out almost $1,000,000 to secure the U. S. Senate seat

in Massachusetts.6 Likewise, in 1964, Observers close to

the Kennedy clan pegged BOb Kennedy's outlay for his own

New York Senate seat at around $1,200,000.7

 

4Roscoe Drummond, "Campaign costs," The Christian

Sciengg Monitor, April 25, 1967, p. 18.

5"Now Is The Time For All Good Men. . . ," Time,

p. 44. ' .

6Levin, Kennedy Campaigning, p. 244.

7."Now Is The Time For All Good Men. '. . ," Time,

p. 44.. ' . -
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Commenting on this.fact, Richard B. Stolley wrote in

Iife magazine:

Elections have always been "bought" in the sense

that it takes big money to run a major campaign,

and the side with the most money usually wins. The_

organization raises funds by squeezing contractors

and merchants who hope to do business with its

officeholders. Until recent-years, however, rarely

has the wherewithal for a campaign come mostly from

one source. .The'Kennedys,are the best example of

- ,the contemporary trend toward very rich men spending

’”’ vast-sums of their own money, not in order to manipu-

late governments behind the scenes, as in the past,

but to seek power in public office.8

The main prOblem with this situation, however, is not

that wealthy men do not make good politicians or great

leaders, but rather, with tremendous resources at their

fingertips, these men could begin to project themselves

into the American scene whether they are qualified or not.

For example, it has been said that in the TV world

we learn the truth through the eye of the camera, aided by

lights, editing, script, music and various subliminal sug-

gestions.9 If this is true, then it is also true that for

the right amount of money experts could be hired to create

programs, TV commercials, etc. which would present before

the viewer the illusion of truth. As Murray Levin has said:

What is too frequently forgotten in a world

vfliich equates honesty with a failure to steal money

:is that candidates with unlimited financial resources

 

8Richard B. Stolley; "Hopeless Case of Milton Shapp,"

Life, May 27, 1966, p. 70. . ‘

 

. .9Gus Tyler, "Topics: Hollywood, Mother of Presi-

dents ?" New York Times, December 17, 1966, p. 32.
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may Spend their money to create the kinds of events

which appear spontaneous, but are in fact contrived—-

"pseudo events as it were.

One of the most dramatic illustrations of how this

could happen occurred in 1966 when a 53 year—old millionaire

electronics manufacturer from Philadelphia decided to seek

the Pennsylvania governorship despite the total absence of

any previous political experience.

Milton Shapp Runs for Governor

Early in 1966, Milton Shapp, a highly successful

CATV (Community Antenna Television) equipment manufacturer

and systems owner of the Jerrold Corporation, decided "he

would give political life a whirl."11 In January he an-

nounced he would seek the Democratic nomination for Gover—

nor of Pennsylvania. Almost immediately, however, he

discovered that the Democratic party in his home state had

already selected a candidate to represent them in the

I‘fovember election. Although the Democratic primary had not ' . ' ‘

been held yet, still Mr. Shapp learned that the party or-

ganization was totally united behind State Senator Robert P.

Casey for the governor's position. And despite numerous

meetings with party officials, it was made perfectly clear

:0 Milton Shapp that in spite of his own enthusiasm and

.nterest in running for this office, the Democratic party

¥

lOLevin, Kennedx Campaigning, p. XVII.

.,
.

‘1"Radio-TV Blitz," Broadcasting, editorial, May 30.

966I p. 94o
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simply wasn't interested in his candidacy. The reasons

were simple. Milton Jerrold Shapp was a total unknown in

Pennsylvania. Even his own personal polls'bore out this

fact. IHe was a Jew running in a state Which had never

elected a Jew to a major office. He had no political ex-

perience which would qualify him to run for such a high

office. Finally, many simply considered him to be merely

too "physically unimpressive" for the office he was seeking.

However, Milton Shapp was not about to take no for

‘ an answer. He had already decided in his own mind that he

wanted to be the next Governor of Pennsylvania. Since the

party organization was definitely not behind him, Milton

Shapp decided that he would wage his own persOnal fight to

secure the Democratic nomination on the November ballot.

This he would accomplish by challenging and defeating the

party's choice in the Democratic primary.

With an amateur's optimism and his own willingness

"to spend staggering amounts of his own money to sell him-

self and his ideas,"12 Milton Shapp began his campaign.

First, he turned his booming electronics busineSs over to

RObert Beisswenger, who became its president, and then

Shapp immersed himself solely in his campaign struggle.

To handle his campaign, Shapp hired a young political

campaign manager and polltaker named Joseph Napolitan, a‘

man vfim>worked as a confidential contact for John F. Kennedy

 

12
Stolley, "Hopeless Case of Milton Shapp," p. 68A.

‘
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during his 1960 Presidential campaign. Immediately,

\Ir Napolitan conducted a polling experiment in Pennsylvania

1n order to determine just what kind of odds he and his

client were up against. The results were startling. In two

CltleS at the far ends of Pennsylvania, Erie and JohnstOwn,

Joe Napolitan asked some 200 people how many names on a list

of state politicians they had heard of In Erie, only one

person had ever heard of Milton Shapp In Johnstown, no one

had ever heard of his client's name.

But Joe Napolitan was not discouraged To him politi-‘

cal careers could be secured through money, and a maSSive

Dolltlcal advertising effort throughthe mass media, notably

television. Since Milton Shappwhad informed him at the

[start- of their relationship that his personal net worth was

in excess of $12 million and that he would be willing to

spend any portion of that sum to win the Governor 3 Chair,

Joe Napolitan felt that the odds against his client could

be overcome. As he said in a confidential memorandum to

his client, " . With skillful TV and still photography

and a minimum of personal appearances we can compensate for

he fact that you don't look like Clark Gable."13

As the campaign began, it appeared to almost every-

ne, except perhaps Joe Napolitan and Milton Shapp, that

1e Democratic neophyte did not stand a chance of winning

.5 party's nomination. Everywhere Shapp went he was

13_:_E____bid., p. 68B.
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”_romptly accused of opening up his checkbook and trying to

buy his way into the statehouse. Still Joe Napolitan re- ‘

- i
mained essentially unconcerned. "Nuts," he said, "I never ‘

knew a candidate yet who lost because he had too much

money . " 14

Even up to the final two weeks of the campaign the

odds seemed to be running 4 to 1 against Milton Shapp. Then

the World Series was over and suddenly Milton Shapp's vast ,

financial empire began to take its toll on the voters of

Pennsylvania. In the final two weeks of the campaign, Joe

Napolitan unleashed the most intensive media campaign ever

recorded in that state's political history. At a cost of

roughly $225,000, voters across the state. found themselves

constantly bombarded with television commercials on behalf

of Milton Shapp.

Even the most casual TV watcher could not escape

.ShapP. When he flicked on the set, there was Milt

either in a slick half-hour biographical film or in

one-minute, 20 and 10 second spots. The Late Late

Show was taken over and the movie chopped up by

Shapp political messages instead of soap commercials.15

One of the most impressive uses of TV was a thirty

zinute documentary "depicting the life. of Mr. Shapp. from

umble beginnings to his present position."16 This program

as not only shown at least once. on every TV station in the

“

141135.01. , p. 70.
#

15Ibid.

l6"Shapp's use of radio-TV biggest election aid,"

oidcasting, May 23, 1966, p. 58.
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state, but during the final two weeks of the primary cam-

paign it was shown on 16 TV stations in Pennsylvania a total

of 45 times.

At the conclusion of the campaign it was estimated

that approximately 550 TV spots of varying lengths were

shown on 16 different TV stations across the state in the

final fourteen days. Together with some 7,500 radio spots

broadcast during the same time period, the presence of

Milton Shapp was felt everywhere.17

On May 17, the primary contest was over. The results

startled the nation. At a cost of somewhere between $800,000

to $1,200,000 of his own money, Milton Shapp, the "Hopeless"

candidate, defeated State Senator Robert P. Casey by almost

50,000 votes, and secured the right to represent the Demo-

cratic partyiin Pennsylvania on the gubenatorial ballot in

November. Through one of the all time classic uses of money,

television and the entire mass media, Milton Shapp was able

to buck an entire political organization and impose his own

will on its leadership.

_—

Ibid.

 



CHAPTER XI

THE VISUAL TAKEOVER

Along with the problems related to the increasing

utilization of television and the subsequent rising costs

of political campaigning, there has gradually emerged a

new set of problems equally upsetting to many voters in

‘this country.

One such problem concerns what many have referred

'to as the "visual takeover" of our society.1 As one re-

porter wrote in an article appearing in the New YgrkgTimeg

on the eve of the 1966 gubernatorial elections in

California:

Television has created a new reality, or at least

a new way of looking at reality, for millions of

viewers. . . . How a man looks and projects himself

is more persuasive than the facts about his experience,

competence or depth of understanding.2

Ronalngeagan Runs for Governor

In 1966, Hollywood actor Ronald Reagan decided to

seek the Governorship of California despite the absence of

 

.lMichael S. Clark, "Dr. Strangewin," Television

Quarterly, Vol. VI, Number 4, Fall 1967, p. 52.

 

2Richard K. Dean, "Can Television Elect the Next

President of the U.S.?" TV Guide, February 10, 1968, p. 11.
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my political eXperience to qualify him to hold such a

,mmition. To manage his campaign he hired the public re-

hmions firm of Spencer-ROberts and Associates at a cost of

mmghly $150,000.3 In an election campaign waged primarily

‘na the air waves, Ronald Reagan swamped his Democratic

qmonent by almost a million votes, approximately the same

mmber of votes his fellow Republican Barry Goldwater lost

lurin that state during the 1964 Presidential election.

Shortly after the election Gus Tyler wrote an

.emticle'entitled, "TOpicsl" Hollywood, Mother of

_lmesidents?" Part of the article was the attempt to explain

how a Hollywood actor could win the Governorship so easily.

The voter, moreover, who has been raised to learn

more about affairs of state through TV than by neigh-

borly conversation, feels at ease when introduced to

“‘“t his candidate by the airrwaves. He also, uncon-

sciously, tends to judge the candidate by the standards

of the medium; well stacked and well packaged.

The voter also prefers an "instant candidate," some-

body about whom he can reach a decision in a hurry.

Why not? In the age of instant foods, instant books,

and instant love . . . , why not an instant Governor or

Senator?"4

In retrospect Ronald Reagan was the television good

guy come alive: He was handsome, articulate, and even more

important, he knew hCW'tO utilize television effectively.

The visual image was his methOd Of communication, his busi-

ness, his profession. Although his views on major issues

m

_3JOhn C. Waugh, "Professionalism in Politics," The

Christian Spiegnce Monitgr, March 23, 1967.

4Gus Tyler, "Topics: Hollywood, Mother of

Presixients?", New YOrk Times, December 17, 1966, p. 2.
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sudias Social Security, Medicare, antipoverty prOgrams,

famlsubsidies, TVA, Civil Rights legislation, public hous-

imp federal aid to education, and the Voting Rights Act,

wan the same as Barry Goldwater's views on these subjects,

nmmmtheless, the realities of these two campaigns were

that whereas Ronald Reagan knew how to win support for ‘his ‘

amses, Barry Goldwater did no. Goldwater simply did not

mkbrstand the visual realities of politicking.s

The victories of other men such as Mayor John

Idndsay of New YOrk, Senator Charles Percy of Illinois,

lfbrmer Hollywood actor and now U.S. Senator George Murphy

of California, the late President John F. Kennedy and

Senator RObert F. Kennedy of New York, and their brother

Senator Edward Kennedy of Massachusetts, likewise, illus- fl

trate just how complete this visual takeover has become in

our society. In each of their respective campaigns their

television image was perhaps the deciding factor which

eventually led to their success at the polls.

Today this visual takeovef‘has reached such prOpor~

_,ti'5n§wthfatfso"me eXperts have already publicly stated that

"television could go a long‘way toward electing our next

Archiexf executive" if any one of the candidates possed the

following :

.1.. He has a convincing, sincere, forceful personality

that projects agreeably on TV.

 

5Clark, "Dr. Strangewin,"-p. 53.
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2. He has plenty of money to buy air time.
I

_, 3. He has smart packagers of 60"'second'spots.6

| _ '

Yet, along with the emphasis being placed on a

candidate‘s image on television, there also remains another

problem area with regard to the visual takeover by

television .

In 1952 Rosser Reeves introduced the paid political

mnouncement into the national elections.

)olitical commercials have undergone a tremendous trans-

formation both in turns of form as well as content. No

.onger are men simply content to sit a candidate in front

If a TV camera and let him speak. Today, some men want to

reate their own visual image.

elson Rockefeller Runs for Governor

In 1966 Governor Nelson Rockefeller of New York

acided to run for re-election.

:. Rockefeller hired the Madison Avenue advertising agency

FJack Tinker & Partners and assigned to them the task of

eparing Rockefeller's entire Television campaign. Early

July, New York voters got the idea of what was in store

r them when the agency began running TV spots which were

imaginative as their prevailing Alka-‘Seltzer commercials.

One of the first spots showed a talking fish who

u

Irgled about the Governor's wonderful billion-dollar

6Dean, "Can Television Elect the Next President?"

10. .

Since that time

To aid him in his campaign,
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water pollution program" and eXplained to New YOrk vOters

phow the fish in New YOrk were delighted by the Governor's

. efforts to halt water pollution.7 Another TV spot told

of hOW’thé Republican Governor had paved enough roads in

his state to extend to Hawaii and back.8

As the campaign moved into October, the TV spOts

ibegan to change from a soft—sell to a hard-sell approach

with "more guts" in them.9 One such commercial, hurriedly

madeauzcampaign headquarters, Showed the Governor standing

in front of a group of New York citizens supposedly speak-

ing out against the narcotics problem in that city. The

voice on the sound track said: HO'Connor Opposes the law

to get narcotics off the street. If you want to keep the
’7’

"'Ttrime rate high Vote for O'Connor."10

By the end of the campaign approximately 4,000 TV

commercials had been broadcast to New YOrk voters at an

estimated eXpense of roughly $2 million. And as the New

ZQrk_gimes_commented, "Poor O'Connor. The likable presi-.

dent of the New York City Council never knew What hit him."11

 

7Richard Reeves, "Rocky Is, Is Not, May Be,

Running," New York Times, Magazine Section, November 26,

1967, p. 145.

8Jack Gould, "TV: Questions on Campaign-AidTax, "

New YOrk Times, October 24, 1966, p. 79.

9“Rockefeller Doesn't Project on Television?"

Sponsor, December 12, 1966, p. 3.

101mg.

llReeves, "Rocky Is, Is Not, May Be, Running," p. 145.
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The books of New YOrk's three largest television

stations tell the story. WNBC ran 208 Rockefeller

commercials and 23 for O'Connor. Rockefeller spent

$231,105. on WCBS to $35, 920. for O'Connor. At WABC

it was $137,000. to $25,100.12

Em Documentary Film-""Choice:

In 1964 a group of individuals who professed their

'Mmking for Arizona Senator Barry Goldwater produced a 28

Innute documentary film called "Choice.' This film, which

amt about $65,000, had as its purpose to attack and

ébstroy all sentiment for President Lyndon B. Johnson while

m:the same time laying the blame for all of the cOuntry s

ills directly at the feet of the tall Texan in the White

House.

It began with a shot of a black Lincoln careening

along an anonymous highway and a beer can being thrown

from its window. Its implication was that this was a scene

out of Lyndon Johnson's past, an episode well publicized by

the newSpapers. Next the camera focused on several

scantilyrdressed couples performing a frenzied twist while

the voice of narrator Raymond Massey could be heard "asking

. incredulously whether this is America."13 As the film

contiJnded with "glimpses of girls in tOpless bathing suits,

stripteasers, delinquents, and close-ups of the lurid

12121g.

113Laurence Stern, "Democrats Put on a Show: It' s a

Republican Movie," NewYork Journal American, October 20,

'1964.
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jacketsfofrpprnographic bOokSihl4 over and over again the

."

fidnfls main;point was punctuated with repeated shots of”

‘Jthe careening Lincoln sedan.

Laurence Stern, writing in the New YOrk Journal

American, described the film as follows:

The theme of the film is that there are two Americas

~~one embodied in the Declaration of Independence, the

Bill of Rights and Senator Barry Goldwater, while the

other is manifest in racial riots, burlesque houses,

tOpless bathing suits and beer can spewing, speeding

sedans.

PhotOgraphs of covered wagons and oiling factory

workers are juxtaposed with still photographs of Bobby

Baker, his townhouse tenant Carole Tyler and also

Billie Sol Estes.

As Mr. Baker's photOgraph flashes on the screen

Mr. Massey's voice says, "They rob you."

John F. Kennedy is portrayed in the film calling .

upon Americans to ask not what their country can do for

them but what they can do for their country.

But since President Kennedy's assassination,

Mr. Massey proclaims, American leaders have adOpted the

principle: "Ask not What you can give but what you can

take."

. . . In another sequence the Supreme Court is shown

as Mr. Massey asserts that "justice is now a sick joke."

In the final scene the viewer is offered the choice

between two Americas: On the one hand Senator Goldwater

speaking to the Republican convention to the strains of

the Battle Hymn of the Republic and on the other hand

Estes, Baker and the speeding automobile."15

Upon reception, two local stations, one in Cali-

fornia and one in Wisconsin, ran the film. Shortly there-

after, the NBC television Network accepted the film and

said they would run it if eleven cuts of "unduly suggestive"16

 

 

14"The Morality Issue," Newsweek, November 2, 1965,

p. 25. '
"

15Stern, "Democrats Put on a Show: It's a

Republican Movie," October 20, 1964.

16"The Morality Issue," November 2: 1955: P- 25-
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scenes were edited out of the film; The film was

-edited.

Then just before it was to be aired, a stenographer's

transcript of one of the planning sessions of the film was

released to the press. It revealed frank directions from

Russell Walton, publicity director for Citizens for

Goldwater-Miller to the three obscure movie makers in charge

of the production.of the film. Some of the quotations in the

transcript read as follows:

PeOple who were brought up in the small towns and on

the farms, especially in the Midwest, have a built-in

prejudice against the city. . . . This film will

obviously and frankly just play on their prejudices.

We want to just make them mad, make their stomachs

turn . . . take this latent anger and concern . . .

build it up, and subtly turn and focus it on the man

who drives 90 miles an hour with a beer can in his

hands.17

Immediately the press demanded to know if Senator

Goldwater had seen the film and had approved its use for

television. The answers to both questions were no. The

Senator had not seen the film and thereforthe had not

‘given it his stamp of approval. ‘Quickly a private screening

was set up for the candidate. The press waited, but not for

long. No sooner was the viewing over than the Republican

candidate informed the press that as far as he was con-

cerned the picture was "nothing but a racist film.”18 Thus,

'17Ibid.

18Mike Mosettig, “Networks Fear Viewers' Backlash

‘Via EyeéGouging Political Campaign," Variety, October 28,

1964, p. 25.
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rmt only would he repudiate it, but he would also "not

allow it to be shown."19' The Citizens group objected

strongly and insisted that the film would go on. Goldwater

was adamant. The film was not aired, and the issue died.

Yet for millions of Americans today, the use of

emotional appeals, oversimplification and the deliberate

distortion of reality in political advertising on televi-

sion is a way of campaigning which appears to be rapidly

becoming the accepted standard by which Americans are being

asked to decide who shall represent them. Instead of con-

fronting each other on the issues, offering positive sug“

gestions and alternatives in dealing with various

legislative, social and economicsproblems,candidates, with

theEheip ofispecial interest groups, seem to be turning

their attention more toward develOping positive images for

’themselves on television which would allow them to appeal

to voters everywhere regardless of their respective personal

and.political convictions.

The results of such continued and unchecked activity,

moreover, could well make it possible for intelligent and

clever image makers to elect Charlatans to office by being

ablerto simply "substitute and sell sham for reality, non-

beirg for being, shadow for substance."20 Thus, if the

wnisual images on television are in actuality the real

 

19Ibid.

 

20Levin, Kennedy Campaigning, p. 289.
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motivating factors behind the voter's decision on election

day, than very careful cOnsideration must immediately be

given to the merchandising techniques themselves, and to

what extent they should be allowed to become an integral

part of our entire campaign process.



PART III

RECOMMENDATIONS FOR THE FUTURE
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CHAPTER XII

THE TIME IS NOW

On the eve of the 1968 Presidential elections some

Emericans appear concerned with the role of television in

the forthcoming elections. In illustration of this, on the

ewening of May 28, 1968, the CBS Television Network aired a

snecial CBS Reports program titled "Campaign American Style."

The purpose of the program was an examination of:

. g . how the great game of politics has become

the big business of politics; how it uses all the

techniques of advertising, public relations and

image-making to sell its product to the voter; and

what appears to have happened to political campaign-

~ing in America in the process.

The program centered around the attempt in 1967 by a small

group of influential and wealthy citizens in New‘York to

Inmeat the Democratic Executive in Nassau County, Long Island,

kw merchandising their own chosen candidate through an

enormous barrage of radio and television spot commercials at

an estimated cost of approximately $227,000. The incumbent

Immocratic candidate was Eugene Nickerson. Their chosen

‘rpponent was "handsome, earnest"2 Sol‘Wachtler.

 

1"You Sell Your Candidates the Way Business Sells Its

Imoducts," advertisement, New York Times, May 28, 1968, p. 94.

280b Williams, "On the Air," New‘York Pong May 29,

__l968, p. 86..
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As producer-writer Jay McMullen traced the cam-

paign, the political merchants told Wachtler and

-wife what to say, What to wear, when to gesture and

you-name-it in a $700,000 campaign for a $30,000-a-

year-office, with unestimated party patronage

powers.

While inquiring into the interest of the various con-

tributors such as contractors and architects, Mr. McMullen

received various suggestions that these individuals "were

hardly playing around with their money,"4 but that they ex-

pected certain public contracts and favors to be directed

their way should their chosen candidate win this elected

seat.

In his analysis and critique of this campaign, CBS

commentator Eric Sevareid declared that although the Madison

__Avenue merchandising techniques used on behalf of Sol wachtler

were not necessarily evil in themselves, he suggested that

"evil men could make them that."5 As a result he felt it

'-was important that the public be aware of these various

.techniques and understand how they are presently being em-

ployed‘by professional image makers for purposes of swaying

public opinion on candidates and issues.

Throughout this thesis the attempt has been made to

recount other examples of how various candidates and, or,

special interest groups have likewise endeavored to exploit

the American voter thrOugh the careful but premeditated

manipulation of political advertising on television. In the

 

'3Ibid. 4Ibid.

5Ibid.
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candidacy of Milton Shapp, the 1964-New Hampshire primary

victory of Henry Cabot Lodge, the 1964 Presidential adver-

tiSing effort of Doyle, Dane, Bernbach, the political commer-

cials of Jack Tinker and Partners, and the controversial film

"Choice," a number of the individual techniques used were

studied and analyzed along with their effects on the voters

on election day.

In the l960campaigns of John F. Kennedy it was re—

lated how television was used very successfully by the ~ ‘

candidate himself to overcome what some experts had predicted

was almost certain defeat. Four years later it was pointed

out'how television was actually used by another Presidential

candidate to prevent his opponent from getting a fair hear-

ing before the American public. Certain implications were

drawn as to what the probable future effects would be

reSarding political campaigning should the present state of

Political advertising on television continue.

Yet from these examples it would seem that the study

as a whole raises a number of very basic questions with

regard to the whole subject of the. political use of tele-

Vision, .. 'i 5. '-

_ In“ recent. years many. have"advanced the theory that a
——’ -

__-

eheavy vote {all good sign'in a democracy. To this end they

have. tried with all in their means to arouse people about

politicel issues and to get them to the polls. In Southern

as weli as Northern states massive voting registration drives

h .

ave been undertaken to get both Negroes and Whites to the
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N polls on election day. Even people who can't read and write

; have been prodded into going down to their local voting

registry and voicing an Opinion about their government.

At the same time some political observers have noted

that since the entrance of television into politics, Ameri-

can political campaigns have ver—y‘q‘dickly become more

. __,_ /

.d' ‘a ’

Personality- also less issue—oriented, suggesting that "less

meaningful and relevant criteria of selection may be super-

_seding more relevant and meaningful criteria of selection."6

We specific campaigns of William Scranton, George Murphy,

Ronald Reagan, Teddy Kennedy, and Robert Kennedy described

earlier may well be particularly relevant to this observation.

In each case how the candidate came across on television

appears to have been the most important factor of the

campaign.

Yet here in the twentieth century the problems of our

mOdern world demand the kind of knowledge, "intellectual

sophistication, and familiarity with the complexities of

bureaucratic-technological civilization".7 that can only be

mastered by ‘a highly educated and well-trained mind. Like—

wise it is important that the voters be sufficiently en-

lightened in order to be able to choose from among the various

:andidates the most outstanding leadership available.

6Levin, Kennedy Campaigning, p. 288.

71bid. , p. 303 .
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Thus, the question which this study seems to raise

is:‘ Given the present state of political advertising on

television and the reliance of most people upon this medium.

as their primary source of news, does democracy really bene-

fit when the political apathy of millions of Americans is

disturbed by emotional slogans presenting simplified and one?

sided views of complicated affairs of state, nation and the

world? Author Martin Mayer has said no. He has put it this

way:

The most common Objection to the use of advertising

to magnify political issues is that advertising overh

simplifies. A good part of the technique of adver-

tising has the single purpose of simplification, of

finding from the welter of causes which make people

buy a product the one or two or three which can be

refined down to a "reason" and then blown up to a

slogan.

Applied to branded products, the technique at its

worst can do little harm to society as a whole, be-

cause people do not buy even the most heavily adver-

tised product a second time unless it has given

satisfaction.

‘Applied to political issues, however, the tech-

nique must partially misinform, create undesirable

emotions, and distort the realities which in theory,

underlie the decision of the electorate. ‘

While it is certainly true that a candidate can

probably define his position on certain issues within the

limited time requirements of most political spot announce-

ments, nevertheless, the complexities of most issues would

seem to dictate that a thorough examination of these issues

'by the candidates is much more desirable. With solutions to

the nmltitude of problems becoming more complicated, the

:hmportance-of understanding the reasons behind a Specific

 

SMayer, Madison Avenue U.S.A.. PP. 304-05.
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1 recommendation, approach, or point of view is perhaps even

more essential in helping the voter to arrive at his decision.

Therefore, _the elimination Of all political commercials under

perhaps five minutes in length might be one way of bringing

about a more meaningful discussion Of the issues. Such a

step would probably make it more difficult for many candi-

dates to avow a particular position merely for reasons of

political expediency. With candidates being forced into

lengthier explanations of their positions, a noticeable de-

cline would probably take place in the number of candidates

who only seek to mirror the constantly changing Opinions of

the electorate. In addition such drastic action might Spur.

the development within the political community at large Of

men whose approach to the problems of modern society would

Spring from their inward desire to improve existing condi-

tions, and their manifest ability tOposit new and meaningful

solutions to these problems.

Since political spots presently account for an esti4

mated two-thirds of all costs related to political tele-

vision,9 the exclusion of political commercials could also

have a very beneficial effect upon the spiraling costs of

political campaigns in general. This in turn, would allow the

nation the Opportunity of having the services of many first-

rate' leaders who otherwise simply could nOt afford the

burden of a costly television campaign.

g

9"Now Is The Time For All Good Men. ‘ . . ." 21%.?!

January 5. 1968: Po 44.
‘
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An alternate to the political TV commercial might

dwnlm the development between broadcasters and the politi-

f ' O O I I O

calcmmmunity of a series of teleViSion programs in the last

,two,three, or even four weeks of a campaign in which each

:mjm:candidate seeking Office on either the Presidential,

Smnmbrial, or Gubernatorial level, would discuss with his

omxment or Opponents the major issues of the campaign and

Ms positions relative to them. Each program in the series,

imwever, would only cover one topic or issue at a time. In

puns way candidates wOuld be forced torelate to specific

.—r'_’

hhues and‘therEfore would not be permitted the luxury of

haling in their usual vague generalities. While not guaran-

‘Emd to be foolproof, this approach might help to enlighten

8m average voter to a greater degree than has been done in

am past.

The cost of such a series should, it seems, be born

iv the individual stations who in turn would receive certain

um:benefits for performing a necessary public service. This

Emnefit might take the form of a tax credit to the broad—

caster in proportion to the amount of free time prOVided.

Stations are licensed in the public interest, convenience

and necessity. Still, they shbuld not have to pay the total

bill involved in turning their operation into a political

Platftnmn Here the taxpayer must equally share the expense

of this public service.

-Such a series would also, it appears, suggest the need
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for Congress to redefine section 315 of the Communications

Act. The reasons are several.

For a number of years now, broadcasters and private

citizens alike have been urging the abolishment of the FCC's

equal time ruling. In an address before the 26th annual

meeting Of the Institute of Life Insurance, CBS president

Frank Stanton stated:

The time has come for us to . . . bring our politi-

cal processes into line with the scientific realities

of our time. . . . So far as the public interest goes,

the people of this country are the prisoners of a

discredited and unworkable legal relic Of a generation

ago. . . . failure to repeal section 315 has made

confrontations between the major candidates impossible.10

Likewise, Newton N. Minow, former Chairman of the FCC,

declared in an interview with writer Lawrence Laurent:

. . . in fairness to the seven members of the

Communications Commission, they—~like the politicians,

the broadcasters and the public are victims of anti-

quated legislation, muddled legal precedents and a

wavering, quavering public policy.

What is needed is a complete overhaul of the law

and some common sense about modern political cam-

paigning. The law-~Section 315 of the Communications

Act and the 1959 amendments--is hopelessly out Of

date. It says, in essence, to the Federally licensed

broadcaster: If you give or sell broadcasting time

to one candidate for a political office, each of his

rivals must be given or sold "equal time." (The

rules also require that the same rates, same dis—

counts, and other terms apply to all.)

' This law made good sense when it was written into

the Radio Act of 1927. There were only a few hundred

radio stations, and congressmen were concerned that

time would not be made available to all persons who

sought an office. The same language was carried over

into'the Communications Act of 1934 and, with minor

refurbishing, it stands in a time when the United

 

10"Stanton; Scientific Realities Demand a Political

Revamping," Sponsor, December 1964, pt 47v
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States has nearly 6000 radio stations and 600 tele—

vision stations.

[Obviously] the statute reflects a deep congres-

sional conviction that in our free democratic

system all qualified candidates should be given

equally free access to broadcasting facilities re-

gardless of office and regardless of financial

means if any candidate is granted free time.

[Yet, as Mr. Minow elaborates, the rulings of

the FCC have been wholly inconsistent with the ex-

press language of the Act. Therefore, declares

Mr. Minow] . . . the politician must decide to

trust the broadcaster. He must decide that his

safety lies in the number and variety of stations

and that the best interests of the people will be

safeguarded by this diversity. This faith calls

for complete repeal of Section 315 of the Communi-

cations Act, abolishing every segment Of the

"equal—time" law. This leaves political broad-

casting to the broadcaster, although he must still

answer to the FCC on questions of balance, fairness

and public interest When his three-year license

comes up for renewal.

The first step, then, is to give the broadcaster

the same kind Of political freedom that the press

enjoys. ‘We would say to him, "We believe that your

own civic interests and the desire to appear fair

to your listeners will make you work for the public

interest.11

At the same time, however, a great many others have

expressed the Opinion that although Section 315 is definitely

in need of improvement, the equal-time ruling is basically a

.sound idea and should not be repealed. One such person is

former FCC Chairman E.‘William‘Henry. According to

Mr. Henry, itiould.be unwise to grant any group of men the

,kind.of awesome power he believes would flow from repeal Of

the equal-time law. ‘While it is prObably more true that the

advcmates of repeal were merely seeking the same basic

freedoms for TV which the press enjoys, a kind of "journalism

 

l].'Newton N. Minow with Lawrence Laurent, "Is There

JNO way Out of This Madness," TV Guide, January 30, 1965.
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in the classic sense,"12 nevertheless, Mr. Henry feels that

broadcasters should not be given that kind of power.

My doubts about the wisdom of the repeal Of

Section 315 do not stem from a low estimate of the

fairness and Objectivity of broadcasters. They

arise much more out of questions concerning the

wisdom of placing that power in the hands of any

single group of men. . . . [For example] three

quarters of all television homes are located in

50 markets that are served by 171 stations owned

by 75 separate owners. And nine companies . . .

own three quarters of the stations reaching 40%

of America's television homes. . . . let these

nine agree to support one presidential candidate,

and that candidate is half-way home.

Moreover, mm. Henry offers a different solution to

this problem. First he proposes that Splinter party candi-

dates be eliminated from the protection of the equal-time*

law as it applies to free time. Although these minor candi-

dates would be able to purchase time under the equal-time

ruling, where free time is involved the equal opportunities

section would apply only to those candidates whose parties

polled more than a Specified minimum percentage of the vote—-

for instance, 5% in the preceeding election--or else to those

candidates who could qualify through a standard petition

procedure. 1 i

.The former Chairman also suggests that broadcasters

be required to "grant free time to>major candidates--in an

ammhnzequal to the time sOld--for use as the candidates

14
see fit." His rationale is as follows:

 

_- 1'2"HenryAgainst Section 315 Repeal,"'§rpadcasting,

January 18 , 1965 .

L3,;L'_bid.

A.

1 ‘Ibid .
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,__ [I believe 1”. . that this nation should reduce

’“’the cost of political broadcasting——the cost to

candidates in terms of money, and the cost to the

public in terms of prostituted patronage.

. . . To the broadcasters, political programming

is journalism--the irreverent but legitimate daughter

of the newspaper. To the candidate, however, the

broadcasting medium is simply the extension of a

platform, a town hall, a city park. . . . From this

point of View the biggest fact on the horizon has

nothing to do with journalism, it has to do with

mpney. . . . Television time is a luxury item with

a luxury price tag.

To offset the decline in stations' earnings under this

proposal, Mr. Henry counsels that broadcasters be given some

tax concession for making free time available. Just what

this concession would be, however, he does not spell out.

In retrospect it seems reasonable to conclude that the

equal—time provision in the Communications Act is basically

a sound principle and that it should not be abolished merely

because its interpretation causes certain prOblems in the

administration of this principle. Instead, it seems that

the solution to this prOblem lies in redefining the principle

and setting forth new guidelines for its Operation, taking

into account the complexities of our modern democratic

society.

The elimination of splinter party candidates from the

gnnatection of the equal-time law, unless they qualify under

certain clearly defined requirements such as Mr. Henry sug-

gestxs, appears to be a relatively good idea. While it is

 

- 15Editorial, "In The Candidates' Interest," Broad-

casting, January 25, 1965, p. 94.
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dwiously important that the expression and discussion of

cpposing and'minority ideas is essential in furthering the

gxowth of a democratic society, nevertheless, a minority

tnoup which does not have the clear and unmistakenable

_ mmmort and loyalty of more than perhaps 5% of the total

voting pOpulace, should not be granted an equal proportion

cm air time for the dissemination of its views. The public

interest, convenience and necessity is certainly not served

when broadcasters are afraid to grant air time, either free

or paid for, to majority candidates and parties for fear of

having to grant an equal amount of time to their minority

counterparts. While the United States COnstitution clearly

provides for certain basic rights for all of its citizens

regardless of race, creed or color, still, nowhere in this ‘

historical document does it suggest that minority groups be

given the right or opportunity to govern the majority. The

U. S. iS'a society based upon majority rule. Therefore,

‘while the minority does have a right to the expression of an ‘

opinion, not until it becomes a significant percentage of a

total Opinion does it have the right to demand an equal

hearing before the.American voter.

The View that broadcasters be required to grant free

time to major candidates in an amount equal to the time sold

to these candidates also does not seem to be a sound idea.

This approach might only result in another type of "buy out."

Whereas some candidates Obviously have the funds to purchase

expensive air time, many candidates do not have such funds.
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Therefore, any such ruling would only tend to perpetuate the

impOrtance of wealth in seeking political office; and likewise,

it would not solve the basic problem related to the rising

costs of purchasing air time.& I: would still take enormous

sums of money just to get one's views on the air. Further-

- more, those with the money would enjoy a distinct advantage

since their Opponents could not possibly match them in total

air time before the voters.

In the revision Of Section 315, therefore, it would

seem advisable that broadcasters be required to provide free

time sometime during the four weeks preceeding election day

to those major candidates, and likewise minority candidates

qualifying under the requirements proposed, running for the

U. S. Presidency, the United States Senate and the Governor-

ship of one of the 50 states. The amount Of time provided

and the format selected would be left to the broadcasters

and the candidates to determine.

There also appear to be a number of other steps which

might help to improve our utilization of television during

.the election process. For example, campaign costs have sky—

rocketed with the coming of television: and, as pointed out

in previous chapters, the rising costs of television have

tended to favor the wealthy candidate over his poorer oppo-

nent, since only the wealthy can afford to'buy the TV time

necessary to advance their views. ‘Yet, if millions of Ameri-

cans could be encouraged to invest even a small contribution

in support of their candidates, the total amount of money
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. which might be collected would certainly provide an equal

.opportunity for all candidates to be heard. This could be

accomplished very simply if Congress would enact legislation

to provide for either a tax deduction up to perhaps $100 or

a tax credit of perhaps half of any campaign gift up to $50

so as to encourage campaign contributions by persons of

modest means.

At the same time, if broadcasters were required to

furnish complete financial reports on all paid political

time purchased on their respective stations, the electorate

not only might become aware Of the high cost of campaigning,

but they might also learn the true sources of campaign con—

tributions and the extent to which some candidates are will-

ing to go to influence voters on election day.

Broadcasters should continue to expand their news‘ -

efforts and should be encouraged to schedule such programs

as Meet the Press, Face the Nation, and Issues and Answers

in prime time during the week. Only if viewers are exposed

to programs of a serious nature seven days a week can we ever

inope to develop a mature and enlightened constituency.

Finally, broadcasters should be encouraged to develop

.in.more detail a code for political broadcasting aimed at

\rpgrading the present state of TV politicking. This code

rnight include such factors as a limitation on the number of

Th7 Spots which could be purchased for a given candidate,

rmestricting to a Specified period prior to an election the

aunount of time during which the spots could be aired, and a

_~...o "

’7’.‘ ‘ '-
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gmneral evaluation of the spots as to their truthfulness and

good taste.

Today, television is focusing the attention of a

gxeater number of people on what is happening all over the

:«mld. .At the same time it has provided the leadership of.

this country with an excellent facility for the public dis—

cussion of the prOblems facing this nation. Now only one

question remains. ‘Will the leaders of this country recognize

the need and importance of developing this medium to its

fullest potential? Or will television merely become another

pawn in the continuing struggle between the politician and

the broadcaster?

As John F. White, President of National Educational

Television has said:

The point is clear enough, I think. Television

is going to be exactly what we make of it, no more

and no less. And herein lies our opportunity.

Shall we sit back idly and let this magical device

be taken over almost wholly by strident voices and

shallow images? Or do we learn to use this magical

device? Do we learn to use it to waken minds, to

Spread knowledge, to communicate ideas, to quicken

and enrich lives, and to alert people to their

responsibilities as citizens of a free nation and

as members of a race of men struggling with grave

and urgent problems?16 .

The decision is Obviously ours to make. I think the

time to make that decision is now!

 

16John F. White, "Playback," Television Magazine,

August 1964, p. 3AA.
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SOCIAL SECURITY - ”Goldwater has

said he would change the system.

Even his running mate admits that

the voluntary plan would wreck

your Social Security."
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“5d" FM:

  
ONE NATION - "Goldwater said:

'Sometimes I think this country

would be better off if we could

just saw off the Eastern seaboard

and let it float out to sea.'"

SAN FRANCISCO - "Remember him?

Governor Rockefeller. He said

Barry Goldwater's positions can

'spell disaster for the (Republi-

can) party and for the country.'"
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_...These are the stakes. To make

a world in which all of God's

children can live...
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...The stakes areJcoo high for

you to stay home."
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THE CANDIDATES ADDRESS THE NATION

While Goldwater rehearses

in the studio ..

  

 

Johnson speaks from

the White House...
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‘ ROBERT KENNEDY TAKES TELEVISION ON LOCATION

   

   

To Lincoln Towers - A Middle 
Income Housing Project. . .

To a Supemarket Parking Lot

In,New Rochelle. . .
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