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Figures 8.3A and 8.3B show this variation by reporting gross ratings 
points (GRPs or points) of television advertising by designated market 
areas (DMAs or media markets) for the 2000 and 2004 presidential elec-
tion campaigns.43

Even a cursory glance at the data makes clear that presidential cam-
paigns target battleground states and voters while virtually ignoring 
those in safe states. Therefore, as with phone, mail, and door-to-door 
activities, TV ads and candidate appearances are not equitably allocated 
across voters. We do not have a lot of evidence for what consequences 
this variation might have on the electorate. For the campaigns, it is a 
sensible way to spend money. It may, however, have consequences for 
voters that are less optimal. We know, for example, that campaign activ-
ity raises interest and turnout. If areas deemed less competitive by the 
campaigns receive less attention, this negligence may create a self-
ful�  lling prophecy. It may diminish participation and have other nega-
tive consequences for representation. A recent analysis showed the 
absence of a vigorous campaign in the safe states may be especially 
 consequential for the poor, further depressing their turnout rates and 
attention from campaigns.44

Democrats over Republicans

No TV Ads

Republicans over Democrats 

fi gure 8.3A. 2000 Presidential Television Advertising Differentials.
Note: Calculations are based on total Republican minus total Democratic Gross Rating 
Points (August 24, 2000 to November 7, 2000). Source: Shaw (2006).
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