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Research Article

Design Efficiency in Negative Campaign
Advertisements: Issue/Image Appeals, Unflattering
Opponent Photographs or Caricatures, and

Color Usage

Hsuan-Yi CHOU, Yen-Ting CHIANG

Abstract

In elections in Taiwan and other democracies;.thé use of negative campaign
advertising is on the rise. The strategic use of »negative campaign advertising
can have great influences on voters’ attitudinal responses towards the competing
candidates. Therefore, further research inte the impact of a candidate’s selective
attacks on an opponent’s positions.and image on voters’ attitudinal responses
toward the attacker and the attacked opponent is important for both theorists
and practitioners. Many négative campaign advertisements frequently use black
and white (with very little.of no color) in advertisement design and attempt to
vilify the opponent using ludicrous, unflattering photographs or caricatures.
However, few studies have examined the effects of these different advertisement
design elements on voters’ attitudinal responses. Drawing on construal level
theory, message match-up, and emotion studies, this study explores how the use
of color in attack advertisements (advertisements that were primarily black-
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and-white versus those that were more colorful) separately moderated the
relative effect on voters’ attitudinal responses between the following elements:
targeting the opponent candidate’s positions versus image, and using unflattering
opponent candidate’s photographs versus caricatures. Two experiments were
conducted during the 2016 presidential election in Taiwan. Analytical results
revealed that black-and-white advertisements that attacked the opponent’s
image (versus his or her stance on an issue) and used unflattering oppenent
caricatures (versus photographs) were more effective in generating negative
voter attitudes and voting intentions towards the opponent, and colorful
advertisements that attacked issue stances (versus image) and used unflattering
opponent photographs (versus caricatures) were also more €ffective in
generating negative voter attitudes and voting intentions towards the opponent.
The findings expand the research scope on negative campaign advertising,
broaden the application of construal level theory to political communications,
and provide recommendations on designing effective negative campaign
advertisements with suitable message content and the effective use of color.
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