Appendix A: The Survey Advertisements

Positively framed funding appeal advertisement.

SUPPORTED WE CRUSHED
SAM OPPOSITION
FOR OLIVER IN |

FUNDRAISING! !

To beat him at the polls we ’
must continue to outraise
him in donations!!!
Click or tap the links
below to contribute

. .
., to help secure victory for
meaningful policy change! "

SUPPORTED [ OPPOSITION

SAM

coR OLIVER

If we can’t beat him in | |
donations, we can’t

beat him at the polis!!!
#

Click or tap the links
below to contribute

to help secure victory for b
™ meaningful policy change! |




Positively framed character appeal advertisement.

A family man that has SUPPORTED M

raised three successful
children.
A proven record of

supporting policies
beneficial to locals.
Supports veterans.
Honorable on addressing
crime.
RS W il ad
Click or tap the links below to

contribute

to help secure victory for

< meaningful policy change! ‘
sk AT . T O T
www.SupportedSamForMayor.com

Negatively framed character appeal advertisement.

OPPOSITION OLIVER
#KeepOliverOut

. SUPPORTED SAM
FOR




Positively framed socioeconomic appeal advertisements for all socioeconomic groups.

.. SUPPORTED SAM FOR

f Supported policies
which

Middle-Class
Americans

#SamCares

Contribute
to help
secure victory for
meaningful policy change!

' Supported policies
which

Working-Class
Americans

#SamCares

Contribute
to help
secure victory for
meaningful policy change!




Middle-Class
Americans

#MiddleClasslustice

SUPPORTED SAM
0]

Supported policies |
which

Upper-Class
Americans

Contribute

to help
secure victory for
meaningful policy change!




Working-Class
Americans

#WorkingClassJustice

SUPPORTED SAM
= @ ( FOR

Upper-Class
Americans

#UpperClasslustice

SUPPORTED SAM
0]

OPPOSI T ION OLIVER




Positively framed ethnic appeal advertisements for all ethnic groups.

.. SUPPORTED SAM FOR

Backed legisiation
supporting:
Caucasian employment.
Caucasian enroliment.
Caucasian businesses.
Caucasian neighborhoods.
Caucasian families.

#SamCares

Contribute
to help
secure victory for
meaningful policy change!

? Backed legislation
supporting:
Latinx employment.
Latinx enroliment.
Latinx businesses.
Latinx neighborhoods.
Latinx families.

#SamCares

Contribute
to help
secure victory for
meaningful policy change!




) Backed legislation
'supporting:
Black employment.
Black enroliment.
Black businesses.
Black neighborhoods.
Black families.

.. SUPPORTED SAM FOR

#SamCares

Contribute
to help
secure victory for
meaningful policy change!

) Backed legislation
'supporting:
Asian employment.
Asian enroliment.
Asian businesses.
Asian neighborhoods.
Asian families.

#SamCares

Contribute
to help
secure victory for
meaningful policy change!




) Backed legislation
'supporting:
Native employment.
Native enroliment.
Native businesses.
Native neighborhoods.
Native families.

.. SUPPORTED SAM FOR

#SamCares

Contribute
to help
secure victory for
meaningful policy change!

Y Backed legislation
'supporting:
Minority employment.
Minority enroliment.
Minority businesses.
Minority neighborhoods.
Minority families.

#SamCares

Contribute
to help
secure victory for
meaningful policy change!




Negatively framed ethnic appeal advertisements for all ethnic groups.

OPPOSI T ION OLIVER

« Caucasian
« Caucasian
« Caucasian
« Caucasian
« Caucasian

#OliverHurtsWhiteVoters

SUPPORTED SAM
0]

 Latinx
« Latinx
« Latinx
 Latinx
« Latinx

#OliverHurtsLatinxVoters

SUPPORTED SAM
0]




* Black
« Black
« Black
« Black
« Black

#OliverHurtsBlackVoters

SUPPORTED SAM
o]

« Asian
 Asian
« Asian
 Asian
+ Asian

#OliverHurtsAsianVoters

SUPPORTED SAM
0]
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! OPPOSITION OLIVER

* Native
* Native
« Native

#OliverHurtsNativeVoters

SUPPORTED SAM
o]

* Minority
* Minority
* Minority
* Minority
+ Minority

#OliverHurtsMinorityVoters

SUPPORTED SAM
0]
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Appendix B: Crosstabs

Chart 2.3: Cross Tabulation of age and average donation likelihood for positively

framed campaign advertisement with ethnic appeal.

23.3 55.2 100.0 0.0 8.0

Chart 2.4: Cross Tabulation of ethnicity and average donation likelihood for positively

framed campaign advertisement with socioeconomic appeal.

12.8 34.6 50.0 30.3 3.8

Chart 2.5: Cross Tabulation of ethnicity and average share likelihood for negatively

framed campaign advertisement with ethnic appeal.

11.6 37.3 100.0 36.7 0.8

Chart 2.6: Cross Tabulation of ethnicity and average donation likelihood for negatively

framed campaign advertisement with funding appeal.

19.8 14.5 98.0 37.0 0.0
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Chart 2.7: Cross Tabulation of ethnicity and average share likelihood for negatively

framed campaign advertisement with funding appeal.

11.6 10.8 95.0 16.7 0.0

Chart 2.8: Cross Tabulation of ethnicity and average donation likelihood for positively

framed campaign advertisement with ethnic appeal.

2.1 34.6 100.0 35.0 30.0

Chart 2.9: Cross Tabulation of ethnicity and average share likelihood for positively

Jframed campaign advertisement with ethnic appeal.

0.4 33.2 100.0 16.7 100.0

Chart 3: Cross Tabulation of ethnicity and average “like” likelihood for positively

framed campaign advertisement with ethnic appeal.

2.0 46.6 100.0 40.0 100.0
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Chart 3.1: Cross Tabulation of gender and average donation likelihood for positively

framed campaign advertisement with ethnic appeal.

10.9 40.1

Chart 3.2: Cross Tabulation of gender and average “like” likelihood for positively

framed campaign advertisement with ethnic appeal.

Chart 3.4: Cross Tabulation of gender and average share likelihood for positively

Jframed campaign advertisement with ethnic appeal.

Chart 3.5: Cross Tabulation of socioeconomic class and average donation likelihood

for positively framed campaign advertisement with socioeconomic appeal.

19.7 22.8 0.0

14



Chart 3.6: Crosstab of ethnicity and framing preference for campaign advertisement

with socioeconomic appeal.

| Positive 60.0% 96.8% 100.0% 66.7% 0.0%
Negative ey
8 40.0% 3.2% 0.0% 33.3% %

Chart 3.7: Crosstab of ethnicity and framing preference for campaign advertisement

with ethnic appeal.

| Positive 60.0% 87.1% 100.0% 66.7% 0.0%
Neoati 100.0
cgatve 40.0% 12.9% 0.0% 33.3% %

Chart 3.8: Crosstab of education level and framing preference for campaign

advertisement with socioeconomic appeal.

| Positive 100.0% 33.3% 78.3% 100.0% 75.0% 0.0%
| Negative 0.0% 66.7% 21.7% 0.0% 25.0% 100.0%
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Chart 3.9: Crosstab of education level and framing preference for campaign

advertisement with ethnic appeal.

| Positive 100.0% 0.0% 69.6% 100.0% 100.0% 33.3%
| Negative 0.0% 100.0% 30.4% 0.0% 0.0% 66.7%

Chart 4: Crosstab of socioeconomic group and framing preference for campaign

advertisement with socioeconomic appeal.

| Positive 90.5% 75.0% 28.6%
| Negative 9.5% 25.0% 71.4%
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