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0| HHES QI 77|, MIAL HAIHRUHO|Y, GlOJE- 22l HPE B 2 AMo|| ZEBIC 2t Afels S5
24 majolg MR M2} 0l BHM M MHBAS E2IFCH 225 AR -SHA0lE 0|7 Steke
Sl 2132 o1, 209 S ANLSHOIM M| MRIAFEDE URL S AIBFHC,

o FACT: 34 21}, AU 7|15, &
* INTERPRETATION: Of2{ AHA 2 Bget =4
e STRATEGIST CLAIM: HE7t-= °E 2o =

*  HISTORIAN / SCHOLAR ASSESSMENT: 2Cf ¢} H| W 2tz 0f 25t B}

At Eelet SHE

0| E11M = James Carville 2} Karl Rove & IR} 251Eo| ACHA "drl 1 "2 MR Qh=C} S 282
MEZ OHE A7|ot HS e, O|C|of 712, 22| YA T|O[E] &F £0i|AM 30 O|= Moo & 4
=2|2 H|n5t7|0| £E5| LE3 CHE A2 I(representative cases)2 MH AT

M 7|22 Electoral Impact, Strategic Innovation, Coalition Building, Message Architecture,
Organizational Innovation, Media Strategy, Data & Polling, Long-Term Party Impact Repeatability,
Historical Influence 2| & 72| ZO|C}. T, 2| QIZ0|Lt YO H4 L= 22 FOI5HA| ¢, 2

7| 20| M HOlE[= HALH SH SHAIE ‘I*;‘*OE H| W SHC,

aial Y212 Attribution Problem Of] CHgt ZA|0|Ct, M4 21t ,BA|, gt 2=, 271 St
A GAM|, AT TE, A E, QI Mk, 220 ERE0| oi;if%gﬁ =Ct et "l MAHE
O|ZACt"2t= THd A QInf2tA| = ISt

=
ol
T

’

Executive Summary

o D20 MHAM2TI= T HAQ} 2|HZ2I0| A[CHO|A 2 HMEIE OIZZA} TV, Direct Mail, G|O|Ef
24, CIAIL AT ZBE SE 2FHA| AR HECE

. °E|01'—F Hdeoro| siM 7|52 OpY 22 450| o2t M&2 AYOoI|Ct =70 A|, o™ 242, o &2
0|02, o= 2|1t OfA[Of| M, Of= &2t0f| 2R E é%joitr.

e Carville2 1980 HCH 3 Tl DI MAHO| A2 BHAHO|M 45 1992 A Clinton Z4THQIQ| HA| |
a2t rapld response 2 A& st= 21-=20| £ UCH

* Roves P:* HHAZR 2l direct mail-Texas A2|2t E42%59| QX2 MY 2 Hale HAYR2!

GlO[&, Ef7| , GOTV E 5tL9| A|ARIe 2 AN

o ST HVIY 7Pé>*—f-1% {2 defA thestrt 52t
MEfo 2 ZHo|steq GHCt,

o 7t BAA 210|= H2FH z|gCiol 2|X|Ct. Carville 2 SE+0{A|R[+5AA0|2+CHH|0f, Rove = &2

+O M Es+EYRII+HO|H+E RS0 MTfdeZ ¢ 2 H|SS FUACH

*  Carville o HEH FA2 §4 2 EOH 72| 2|UA 22lS 20 Y FATH O 2423 ThA|ISHA| 25t
st AR 20|},

e Rove Q| HEAH AR microtargeting A4 ECt persuasion 2F mobilization 2 Electoral Math 2F HZA St
£3 A|AEIO|C}

e Carville 2 &2 A9 A32 HMeto| [ 71212, Rove & JE-HE 42
Ol= ACi& O[2HO0| ofL|2} Z=AL| 20|},

e Polling 2 S At2 250 223422t Carville Of| Hl= | A| 2| ZITtS| A Z 0], Rove Of| A= D|A|R] RICH
+E-R|Y Ab=ol JAH0| O Z3iCt

Y714 d=ol| o 7Ryt 22yt
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* 1992 4 Clinton 2| £2[Z Carville ZHRI0A| HEA 7 |= A2 2SI FA|, 12 '@2te| St ghokat
A|bYf, Perot, Clinton 2| 22, Bush 2| 2+E0| g4 23T

* 2004 A Bush 2| 2|2 Rove ZHQI0IA H&EA|7|= A 25T 9-11 O|F QtESHY, MU 2=t
d=2f, Kerry 2| 2[4, Y SHO0| &7 2-&34LCt

* Negative campaigning & EHA 52| 7|&0| OtL|Ct SZ0| O SHA T2t HZE|10 AHEHO|
St E ol 2 M=k 71=| 7 HZICE

* GOz ABiEe ULEE =O0[R|2 FX|H HES TA|SHA| el £2 L85 232 turnout
7t40|L} 2HF Hst QoM S 4~ UL

e SiCH campaign war room = TV 2 A2 OtL| 2} social media, streaming, podcasts, influencers,
fundraising, search, synthetic media 7tZ| AA|Zt2 2 C}g|0F GiCt

e S GOTV = Election Day 214 StA|7} OtL|C}. early voting 2} mail voting 20| A&, S2, SHEA]
2401, ballot return, &2 FdHA 4=0| 33 2IHECE

o S AR ZF0AAM PtEE= U Hel= 2t E Olaf, FEo| RIEd, Theet ME AT Zo|, A1 HF, tte
timing, ClIO|E{Q| =74 AFE, turnout o] 22|24 4 AHO|C},

*  Carville 2 "=¥42 2|43l"ol= A Q 2YAHAE, Rove & "FHA HEhs 2[Ast ot= 2FAAE
CHE ST

o 5 VIO 2H0|= 21 7| A& ot 2t BI=H0| 23 E coalition-positioning 4|2t 38 0| &8¢
= QA coalition-mobilization Q12| 2}0|Of|A] LIt

o Z[ZHOZ QUist Mt FR YU ARV | L0 MO Ol B2 2 52| Vst MElez 2AS
U=A| A, Q10| 11 MERO|A| BIOLER| QFA| BHE= AFEO|CY

GICH W12 Ehd 2"} ofL|et ME7s2el ST HA

rigk
oy
x
N
©
iy

—>folling/Research—> | ZE2-0|A|Z| |—Pdid/Earned/Digitat—> | Field/GOTV |> E= il

& 1. B0f Zm2lel EEF IS ArE

PART I. O] MAHHEII2] FAL

| 1. Campaign Strategist 2t £21017}

O|=0{A "campaign strategist"= B2 2 HZo}El 215H0| OfL|Cl, M| Q! +22F A|CHO|| et 22 AHEO|

manager, general consultant, media adviser, pollster, political director 2| &8 7|58 A0 =357 | =
St At == @5 2ot 7|50 YRS, A& WA, =9F SHA, A G B4, T2 ZHL0||A|
HSE[O] URUCE
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: OJAHQIARUH SIA 23Sk U § Mao] 21T MRy}
Campaign Manager 2eplet SURIY 25 CO0 & 2FAIY £ U

Campaign Strategist

L. polling, media, mail, digital, research, fundraising &
Political Consultant ASMHIAZ B ol A2Tt0] LA Fo|c.

Pollst benchmark-tracking-issue test-message test 52 £5 SHZI9|

ollster Ef=et 2t %é@@ .

) . 212k2 TV video-audio-digi e 9 ; 2
Media / Advertising Consultant 5101%EH:TfV video-audio-digital creative 2} media placement
— T .
. voter file, models, scores, experiments, targeting & SaHf

LR S 558 L=T0IH| OfE 2pelg HiE S| S HUSHBtLE,

. . canvassing, volunteer, phone/text, offices, GOTV & S5l
Field Director 2|22 A ER2 Hateict

press, surrogates, speeches, daily message, rapid response &

Communications Director eamed media o 2% BA|XE 2lsict

. EHI\|SYA-ZH 2L HA 2 52 Sl AT CHH[f
Opposition Researcher BHO{0| TS5t AAl 7|BtS A ZBict
; T 27Ot 2} 2] Mt &7| AYAHTS sl =& FY

Party Strategist A2 S AA 3
General Consultant o] 272 H&ste 2F2 dtd SA dets ottt

M2} Ao ol G2 4 — M2 — S8 Olo|E|-0|C|0f- 3 A2

%J%Aglﬂ 2t HE HMEHE Direct Mail Internet Social/Al
ZIEAlCH v Polling Cable Data

T2 2. o) MAHRZE AP0 27| 2 RIS}

|2. M7 Mlo] oL
| 19 M|7] AR 2l-0{Al M3
SHYEC YYHRAAMEBE-ZH-Z|H EA0| H|Z0| ZICt nomination control, patronage, registration, turnout

7t SO UL

| Progressive Era

direct primary 2t 2@ 2|7t L2 machine 2] SA|HS ASHA|7|HM T2 S42| 22} issue campaigning
0| H3tsict.
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|2tC] 22} 245H 0|22 A}

CHEZHO| A= CHSO|A 2H Le 4 UA 12 1930 HCY scientific sampling 0] S&5tHA R&EZL 2| AHO|
JEH Yoz S0{7| A|A3ICE
| d2j|u) A AlcH

<5 0[0J2|, &= HA|Z], paid media 7} H# =CtH 1952 H Eisenhower 2] Z2 TV #11= speech-length
LSO M spot advertising 22 0| S5t= HEks e%'%_rtr.
| 42 Political Consultant 2| S2

1933 @ Whitaker 2} Baxter ] Campaigns, Inc.
THORSH M2 At LCE
| Polling 4 MA

ZAhs CHESE 2128 20| M issue salience, message test, attack test, subgroup diagnosis 2 2HZHCY.
SAl0l 2Y2|E W2fez 22st= Y= AR

rr
>J
OHﬂ

A ZE717 SHolM HIQ 22| AHE HM2AMH|AZ

| Direct Mail A|CH
BIAEE 0|83 CHEUHHS $515t0 W D3-01d3 221 21H HFLIH0|MO| FHsEHHCT Bags0
Richard Viguerie 7t CHE2{0|C}.

| Cable TV A|CH

24 A2t 5 A9 MIE3HEl A" 22 rapid response 2} surrogate warfare o] £=£ =RUCt. Carville ] War
Room 2 O| 2t=7|0f S&3UC.

| Internet Campaign A|CH

UAIO|E-O|H|Y0| WE-22-R2I5} H|E Y21 2004 HEE C|2|E B|C| 22} 2221 mobilization O]
=455t

| Data Analytics A|CH

FHA} precinct L demographic cell & OtL|2t 7§ probabilistic record & CH{Z|7| A| ST}

| Social Media A|CH

S8 2E7}-9| 20| gatekeeper & 93/3 27 HVLIH|0|451T paid/organic ZA7t BAFCH

| Al-Microtargeting-Integrated Data

Al = A2 HA- QoD LIE - FAMZ 7h46HA| B P 2|4 Tt A 2HlZ CA|5HA| 4=C}. synthetic media
@} fraud 2| Q&= &) ALY

PART Il. 233} C{E A2 MA

| 3.01RCt= =0 SHI
James A, Farley: FDR AlCHE| Y221} M= el 52 HE. Y So ds A7 W LS CHet At

=
Joe Napolitan: 4= professional consulting 2| 2I¢& X z2tnl 24| SHitE BojR= Qs

KOREABEST | The American Newspaper | 0]= A2 |0 | B2t

8



Tony Schwartz: 1964 & Johnson 2| TV &2t A A HFLH|0|H A0 S 25HA|2 S& HHIIEL 1
HUE710l 7H2T.

David Garth: =A[-FE2|0IM TV S F& E2M'F9| LS E0F= 01714 2=,

James Carville: Casey, Wofford, Clinton 52| comeback 2! message architecture, rapid response,
aggressive contrast 2 CHEZICE

Bob Shrum: 0{2{ &&-FX|AHUHESE Q2| BA|X]|-D|C|0] AHEEHE ESEMHH 40| A& Mt
geko| otAE H+Lst7| Z0.
David Axelrod: Obama 2008/2012 2| candidate narrative 2} authenticity, coalition expansion 2
HO{ECt
David Plouffe: Obama 2008 2| delegate arithmetic, grassroots, digital fundraising, 22| #&2| SHAI At
Jim Messina: Obama 2012 2] analytics, testing, digital organization € ®5tst T S 35}C}.
4. 331 & 22 387
Mark Hanna: McKinley 1896/1900 2| fundraising, nomination, business networks, national
organization. preprofessional era 2| CHE A}gj|.

Clem Whitaker & Leone Baxter: 1933 & Campaigns, Inc.& S35l professional campaign management &
| =atet MLAL

Rosser Reeves: Eisenhower 1952 2| TV spot advertising &410{| £23}Z|0F 04| Z-240] SAI0|
Richard Viguerie: direct mail 2} list-building 22 New Right 2] SAt& Z2|.232 7|8tS SH2H5HCY
Roger Ailes: Nixon A|CH £ 29| TV presentation 2} 0|5 ZZ|0|C|0] 20 2 AgF

Lee Atwater: 1988 & Bush ZHI|Q19| aggressive contrast 2 opposition framing 22 SEGtL =& AL},

njo
N
£Q
i}

Ed Rollins: Reagan 1984 S0i|A{ field, organization, message & Z2&st 223t manager/consultant.

Karl Rove: Bush 2| Texas #2|FE 2000/2004 thsE M AH7tA| candidate development, data, RNC
integration, turnout £ £gt3iCt

|5. M 7|23t & Atz

Carville 2t Rove € MEHSH O] 7= &2 AICHHO| &l T35 19 M7] Cf 21 M|7|2ts 7|& 4%

N2 R RHME, MAHE Oal|ots LHO|A 36t 210| 2 £0|7] WZ0[Ct. Carville 2 MAHS| S4
20F 2= AR UAO|ME O =0 S5A17|= OAR| S4 228, Rove = 228t BO| 23S Folfot
HO|H-22-5¥2 Z¢dte o 4 223 tESCt

Cte AAZ0[2tH CHE MElo] O H&e 4~ QT of|7ACH Farley Cf Hanna & mass party organization,
Axelrod/Plouffe C Rove = digital transition, Schwartz Cf Ailes = television strategy, Viguerie &
ideological direct-mail infrastructure & H|Wst= o & AgstCt, T2t 2 MY 2 AX1=SH0| 02 2
AHEHO|CY,

PART Ill. James Carville - H|A|Z|, &, Rapid Response

1z
)l

=

|6. Background 2t 2| &M

Carville 2 1944 & Louisiana 8| M EfO{L} LSU E A Marine Corps 222} ¥t W2 A&t 19| 27|
HE2SAS Washington 2] ZYZZ A7} OtL| 2} Louisiana 2F HE9| £ 2 24!, AUAH, (2= Azl
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MHYZIACE. O BiE2 WHE 2Hg, Tiof ofY S 72 S UHIZ F= 58, $E9| S58 idS &&=
HEAIS 2453}

19| A=A BY2 HEZHUHOIM GAE7| Al 2HE 0] OtL|Ct. Robert Casey(1986), Wallace

Wilkinson(1987), Frank Lautenberg(1988), Zell Miller(1990), Harris Wofford(1991)2} Zr2 % ttQ|
MAHOIM underdog &2 comeback QIS BHE5IH "0 24| stLt7t dHE AZele 4+ JU=7H"E
Elr=rul=

| 7. Strategic Philosophy

Carville A RIS ZHASHA A2 otH CHE2F ZCH: Campaign = Environment x Candidate Credibility x
Dominant Issue x Contrast x Message Discipline x Response Speed. 2|1} =, polling & £A|St Z0|
otL2t AANSS M2l R|ufH =40l S5A|ZiCH= &0o| A o[Ct

11— O
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Carville Campaign OS - "=74

32| 57

\/

e TS

ofLtef Z[HH A ChH|
\
QAR 2
\/

V-Ed

—_

ol

12/ 3, Carville & Campaign Operating System

| 8. Candidate Strategy 2} Message Architecture
1992 @ Bill Clinton 2| Z&2 d2 MS-E Oldliotl S44 thetE +WSHH MOl S 4de
HO[UCE BHH IHQIAL =2t Al2| B4, 2 Hate| Qa2 AFHO|ACE Carville 2]
OIS A HBlEtE T 7|20 2 ChA| Melats A

— -

gloli= Ao| ofH =t 2E 2 4HS
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Problem — 24| i3t Z4E0] &8 Obstacle - =L HLE0] 2E5] AZ5HA] ob= 31 AP
Candidate — T o2 230l 2| A}, Solution — ZAHSAFIHE HHML Future — Z4HE 7]3l9}
K55 Bl =20 Bhes|Ct

Bt O 27t 41, AL, Et2E A

=
M

PR e Tl

|9. Coalition, Geography, Polling, Data

Carville 2] 1992 & H2kE 2549] individual-level microtargeting ¢10{2 2251 AHGHA = QF =T}
2rA|0fl= precinct returns, survey crosstabs, voter lists, media-market data 7t Q|0 25 242 E5F
voter file 2} A1 A| 2} digital behavior, large-scale experiment = $IQ1ICH 12| A2 computational
architecture 7} OtL|2} decision architecture Off 7}7+LCt

QIEt SEE DIZGo| BOILS-TA| 7|92 RAISIHA FAHOR Botst B4, WOl EEZ, YO
=2 S EH2
= )

crossover 7ts&2 CHA| @ Z5H= AO|RALCE. Ross Perot 2| 2= A2t FA|=CF
Clinton Z{m|QI0| BA|Qt #i5to| ZI2fdE FAlot= O 27t4 |22 AlS3ULCt.

| 10. Media, Advertising, Negative Campaign, Crisis

Carville 2 television-dominant campaign 2 24 A|Zt cable news 7t Z2&t%|7| A|2Fst A0 A E253HCY
Clinton 2 ddatel Z10& ofL2t talk show, town hall, MTV & H|H& A0 2431, O] &3
Hetss s 20 3= ol R2|UCH War Room 2| HALE 2|0|= Bhef 2}3)|o] YHEL HFS2F0] 7
YYUSY response apparatus £ tHSP A BE RA= U= O QUCH

=]
A HTRIoIM 19| ZH2 Jt SHE =E4 TLf Y2 SH=Z T== A0

23| {Z5HA| Lethts 322 Clinton o] "AA| ¥ist" =2|5 Z3I3ict. 8oy

=
ZH0A Jim Mattox 22| Ann Richards Ofl Chet 22 327 422 2218 4 Ut B2 A54e
202},

=
S o
=3
T o
=
S

$Q
v
o
C
(93]
0
N
H
=
oX
>
=

|11. Carville CHE Campaign Case Studies

| Robert Casey - Pennsylvania Governor 1986
M| 2t F2|AF M T A240| Q= Casey 2] "Al& 2= 2" 0|0|2|E A& 2|5H0
Y242 |2t comeback narrative & 23Ut S2|= Carville 2f 2 d3AHE9|
Y2 F 1 FE AA|Q| 7|8 SHA| neqslof St

-_r

S} AT 0]E .
wHoR LAY, 7

e

| Harris Wofford - Pennsylvania Senate Special 1991

Gulf War 0|2 =2 tHEE XA £0|M RESE Richard Thornburgh & ATH3ICH Wofford Z4
care € BA|A t¥1 4G ZA2 HERML, 2 27| AXE FHERUCH TPt health care 2]
=olo| 2A|o| At &l MA|o| O] ZBFEl Z10|Z| Carville &S 2Ho = H7|= O{#LCY.

— [ R

Q2 health
EHe \Wofford

| Bill Clinton - President 1992
Bush O] Gulf War 0| &2 Q17|= 2Ly 2823} A|7¢0| 2|t QBISACH Clinton 2 222 ZH|Al,
MICHA[2| Z-EHO| UUX|TE IHRUALR} AM2|Z A7 UAUCH. 4 B|A|Z[= economy + change + health care
11, paid media-talk formats-rapid response 7} Z&SiCt. S2l= EA|-Perot- T2 A& Z T ot H 1} ZHm|Q10|
oty Sh= A1
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PART IV. Karl Rove - ¥g} O|O|E{, 2l Z7|A CieHEt

| 12. Background 2} 2| &M

Rove 2| 222 Republican youth politics 2} direct mail, Texas Z2|0l|A &AISHCt O] B A
TV 10| 41271 ofL|et AlEst ] 2R]6t1 vt M50 220 SR HEe 4 U=
Tdeo= B A|ZS ASteict

George W. Bush 22| ZtAH|= oF HO| CHE P ZHM| Q0| 2| A] EUCH Texas FA|AF M A, CHEH A, gzt
senior adviser F&t7tA| AAL|HA campaign, party strategy, governing strategy 2| BA| 7} SO Lt Bush
71 2004 # &2| & Rove £ "the architect"etl 22 A2 &2 B0 F= 1 2 AA=Z|C, 0| F S 247t
&l datE o AFZHO|A 2tA7&55HA B 22 H0[7| = ST

| 13. Strategic Philosophy

Rove & 222 Campaign = Candidate Brand x Coalition Arithmetic x Data x Organization x Message X
Money x Turnout x Long-Term Party Positioning 22 9kt 4~ QICt sl A2 2 "TIQ5I HIt H HO|H,
oo A1, of A CH2 0|0 22| HO|X|Bt EHSIZ| ¢to, Of FHAUCHE 2Iteh 4~ Q1 0™ 22|0] 1

BE A4 FH=2 HiE AR,
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NIOHE T3 K A| 3]

SERERE

GOTV / HAHL

12! 4. Rove & Campaign Operating System

| 14. Candidate Brand 2} Message
2000 @ Bush = "compassionate conservative"2} "fresh start"2t= BEMEZ B4 HMHA LS
£ 50 ZYesn Ydsets SHo| tiSste

FAISHHME ZatEe| Mzl 25X %| O|0|x|ef YAt AHe|
0| ofL|2} executive decisiveness, plain speech, moral confidence 2} Texas governor

SAIE N4 2
record & 4Z5t= ZA0|ALC.
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2004 H|ojl= 40| ©2tACH incumbent wartime president Q! Bush 2] 24 Z2| 2 steadiness 2F
security 111, Kerry € inconsistent-liberal-risk 2 #d5t= £48 T2 1 34 HIA|R|2] H240|ALCY.
SADF HeHET} 5HLEC| MEH LR E OFSQUCH= A 0| S 2510

—

| 15. Coalition Architecture 2t GOTV

2004 H Rove A A2 Republican core, reliable conservatives, white evangelical Protestants 2t
frequent churchgoers, 12|-5& &5t da 717, YERLEY XA, Y& Catholics-Hispanics & &7t 7ts
AT 2| &2 persuadable slice £ S8 E B= 2Lt £5] 2000 Hof| 25| EHSHA| LQUCHD
Mo SHA H4 RHAE 2004 Hof| RAH L2 St E A7t A F25UC

O] 2EIo] F242 "swing voter Bt H=5tH EICtH"el= Tt AAS 3= O QACH Base turnout +
selective coalition expansion + narrow persuasion O|2h= £85 REIO|QICH = turnout & 2|20 =0{2
Z A7} OfL 2t campaign 0] ¥4 £& HatAZ = U= Gl Zl=34ct.

r

it

2
=

T

>
1
fn

|16. Polling, Data, Microtargeting

Rove = polling 2t data & &0l Ar&sts YekE E0EC} Polling 2 022 2dst, data = 71 =
I £20|M 2R A|-ERSES 2H5IH, strategy = F JEE O{YH HS2 2 HFER| ZHTICL Bush
At RNC 9| voter file 2} Voter Vault, consumer/demographic data, direct mail-phone-field-niche media
7t HEL| = A2 0|5 £8F voter-data model 2] 225 HTHAH ALt

J2{L} Rove € microtargeting o] YRHAIZ R ASH= A2 IHE3ICE direct mail, commercial segmentation,
voter file, database marketing 2 O|M2Ef At 19| S242 AASS HEF- T =22 220
2HElSED field 2F media O HZ2SH G| QUCH

|17. Media, Advertising, Negative Campaign

Rove 9 OjA| M2k 5tLtC| Z=2A news narrative & A|HHSH= 42t 2 AEHGE7| O{ZCL. national
advertising 2 SA|5tHME direct mail, specialized cable, field contact, religious networks § MZ CtE
HHg ZE3ICE 2000 ol "fresh start"2t 2004 HO| "steady leadership"2 MZ CH2 SA0|M 22 T 29|

BAHEZS AT AT,

2004 & anti-Kerry 32& 25 Bush Z4H|10|Lt Rove Of| 2l F&3HME OF EICt £3] Swift Boat A Ee
272 52 9| 220] HSO|9Ct A HIQI0| Kerry O] 7|21+ A2 B8t 243t independent
;

O L g =2 O

spending 2 T*25H0F YA attribution O] A &taHRICtH
| 18. Rove CHE Campaign Case Studies
| George W. Bush - Texas Governor 1994

Ann Richards = A=A = 2242l 32| FAIAIY D Bush = FESH H2 7 .2
education, crime, tort reform, welfare/personal responsibility S A|tEl agenda & BHEstH EE2E
"Texas executive"2 S22 F23lC} Rove = poll interpretation 2+ Z 2|4 A0 A 4 22 CE

| George W. Bush - President 2000

Hat-229| 2tF 1} Clinton A|CHe| I|2ZH0| 32341} Bush & compassionate conservative, tax cuts,
education, bipartisan tone 2 Z&3HCt. 2= A= popular vote 7t OtL| 2} Electoral College 2} Florida 2|
537 B 2|0|2t= I 2Ase =2 AZL(0] "2t f"2ts MALE BAISHA BHECL.

| George W. Bush - President 2004
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9:-11 0|F 2|z9o| HEYMHZ Afghanistan-lrag-terrorism-ZA| 3| 2-F=3}7 HZICH Bush &= incumbent
commander-in-chief, Kerry = experience 2} military biography & E{3iCt. ZHH Q12 steady leadership,
security, values, early opponent definition, religious-conservative mobilization, data-field integration &
ALt S2le dAEnet RUI0tE 3ty 5 24 2018 &7 EOtoF §ic

PART V. Strategic DNA - S&& 1} 2}0|H

Carvilled HgF 1= Roved Agh 1=
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2/ 5 = LY Af2)S] 0] &Fei 3 Coalition Architecture

|19. Strategic DNA H| &

shE Carville CHE ALl Rove CHE A}zy|
=1 LSt Ho| 2Eut S o EA 24d-
Mz O |2t MEHO| MHE Zost=7t 23%5% = == ©
SH3} TH = Aot OA|R]|E L 8i5H= 4 SHE= 5HE0|2F ¢ 2 party coalition 2
e vehicle anchor
o - 1@ Al i = Sl support, turnout, persuasion,
-|-|--_|"I_-|7\|'-"_|' la—uS £ E' 7047\1' ;éll:njj'—l' gg 7|'|5°._}' ;% geographyg k"—E'E._l 2!:’9
Al g2 ZopRIZg| i simple master narrative + segment-
HIAZ] ==2 3YE3E dominantargument T vible emphasis
: . 5 H|A|R| RIS + coalition/geographic
.2|OFM .| A|Z| RICH ’ —d
Polling salience-|fd-OA|R]| 2IGH arithmetic
Data ACH7 |2 B2 A A|CH7|& SHAIZ 0|0 voter contact 2F E8F
Media earned media-TV-rapid response- & paid media + targeting + direct contact
performance + party coordination
27| A p—Ang L (A
Negative =2t4A contrast 2t counterattack &I =i opponent definition 2 risk
framing
Field 20X 2t CEA A2 Ot SBA|A Q| A
Party Organization candidate operation O] &Aoo = 4 & olZetE force multiplier £ €&
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StE Carville CHE ALzl Rove CHE A}z
Fundraising T4 242J0|Lt 2| A signature & Ofl HEQF-22.ctxzkt o Z45HH
GoTv 212 S| Wadls SR P AHE BHE 4 U kS
712y F8 ABAHIS B8 ChSY e oy | Jaroble Republican majority | BAI
o
o | 51 O

|20. 3EE M3 A

o AT MAHE HO|5t7| MOf| AL fEltt 7222 MAHE Ho|FtTt,

o S&eh YAMS StLte| 7|2 VtsS MEY LR E ZOFSITY

o SHO|MA JAD ZHO| S= M-S DA

o O] 221} MH MBS BE542| OH=C}.

e Opposition researc h HA| contrast 2f HZE W 7t 712|727t ALt

—
e Polling 2t data & TEHS 7 Mot= £510[ 2| T ZpA| 7t OfL|CY
o BE FRAUXO0|F-O0IHE S 2FstA| 1 AHHE HTj2M ez ST}
o AR =Y 7FsSt coalition 2F ¢ ZZ|0{OF SHCH
o 2|HA ZAH0| conventional wisdom 22 27| 0f CS3ic},
*  Turnout2 2tMs| DY E QHAT) OfL 2t 2|0 Y202 UL HSIA|Z 4 IO}

|21. 10 CH z}o| A

o ek ZHFA: Carville 2 dominant public problem, Rove & required electoral coalition.

o SHAI &2 Carville 2 candidate/message, Rove = voter/coalition/organization.

e signature tool: Carville 2 message discipline, Rove = integration.

o S Z|GFM: Carville O] ACTHH S 2 f Z3IC},

e data intensity: Rove 7t @A| 7|&22 ¢ &=Lt

e party integration: Rove 7|  &4!40|C},

e persuasion vs mobilization: Carville & #THE 2 Z persuasion-heavy, Rove & mobilization 2| H&FA
H|Zo0| o Act

* negative style: Carville 2 tactical rapid counterattack, Rove & systematic opponent definition.

* time horizon: Carville 2 da| 22| M7, Rove &= MH+Z7| AYCtAHEH

o R 282 Carville War Room, Rove = Political Operating System Of| 7}ZCt.

PART VI, A2k 2510} 1R A oHzt

| 22. Democratic Campaign Culture - ¥tt3to| 8tA|

QIZEE AAFH O Z yrban machines, southern conservatives, immigrants, organized labor, racial
minorities, liberal reformers, 2|22|] 115t metropolitan constituencies S O CHE ITHS &6} QUCH
et FAQl "ol MAME 02t A2 2ASHA| b=Ct. T2t 0|2 A TS StLte| 2Hl- ZA|-Ate] A
0|OF7|2 S+ brokerage &A= BH2H 22 LIELGCE,

Farley 2] New Deal 22!, Carville 2] middle-class economics, Obama A|CHS| coalition strategy = MZ L2
Altiel T2 M EZ|0F B OIS SS2| tiePA 0|0F7| 2 HASHOF Tt Carville A SHEH2
heterogeneous coalition — common economic problem — candidate who can speak across identities
— disciplined national message & Q& 4~ QIC}.
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| 23. Republican Campaign Culture - 28k5}2| 57

S3tE Al Reconstruction 0|=2| A%, McKinley-Hanna industrial Republicanism, Eisenhower
moderation, Reagan conservatism, Bush coalition, 0|Z2| #13}7t M2 37| Ct2C} Rove St Al S 2

Sotg g 29¢ 4 gith

Ct3F 20 M|I7| = Bt0j|= direct mail, business networks, evangelical organizations, conservative advocacy
groups, issue activists Z< movement infrastructures 7t &6l A0, Rove = 0| formal party
infrastructure 2t voter identification-turnout 0| 22 7|32 EE3UIC}. Ol= Carville O] 2|EHSH "EHE -
E2MG" BAH 2= CHE 24 2HO|RAUCE

PART VII. Political Psychology 2} Coalition Politics

|24, RH2 Meje| g8
Fear: Carville: ZAI1% 5t2{3t 7|3] A4, Rove: Efl2{-0H2 I8} 2| 28] E3tAly,
Hope: Carville: #1352 A|3|&-MIT 4. Rove: 2000 fresh start, 2004 QH Tt 2|44,
Anger: Carville: establishment priorities Off CHgt =2F. Rove: taxes, government, liberal elites == 28|
thst 242 =0k
Identity: Carville: middle-class/working-family Z#|4. Rove: conservative-religious-patriotic:community
identity | ECt HA|H S2.
Status: Carville: "&4! Z2 At A7t AIEICH . Rove: "G412| 2|2t SSA|I7t H2|H 2= Q1 Erotof
?_H:I_n'
Change/Stability: Bush 7} 2000 Ofl= change, 2004 Of|= stability & ZRGICH= AAS Al2| m2fQlo| &
19| E40]| ofL|2} incumbency 9+ EHA0|| T2} BIRICH= HE 2oi&Ct,

=

| 25. Coalition Architecture
T 29| 20| "Carville 2 45, Rove = £EE"0|2t= Thst 0|20 OfL|CH, & CF USu SeS
AFZEHCH 2t0]= mobilization 2t individual-level targeting O] Z420| 20| M 2}2|5H= ATHA S440] QUCt,
Carville 2 1992 22 {2 A& AEHES AMFE3t= BIS0| 2122, Rove 2 2004 22 0|0 254l
ZITkof turnout 2 MIESHE! contact & S HAH 22 CHRACE
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PART VI, A7{z2ko| Ak} Candidate-Strategist Relationship

Mruzre| ZASE: Bl ARtRe] Menmt UZ

Campaign Budget / Candidate Time

Vv

Battleground States / Media Markets

v

Target Voters

v

Advertising / Field / Digital

v

Persuasion + Mobilization

v

Ballots

T2/ 6. HAXEY thE 7=

| 26. Resource Allocation

2= AN 212 money + candidate time + staff + volunteer hours + media inventory 2t= 3| AR S
712ICH Mo 234 U 0] S #&5tH L= 40| Ot 2t 7|CH= b7t 2 FH AR -0 A|-O| 30|
HSst= Ao|Lt,

Carville & H{ W 22|= "O{™ =240 scarce attention 2 A=< ZAQI7H"FHCt Rove o] H| 1 22|= "O{H
coalition component 0f C+2 marginal dollar 2 contact £ H£& Z1QI171"%C f SICHA 2HHO| A= contact
=2 Z
E¥S

effect x turnout probability x geographic value x race closeness 0f| Cigt =AHE = 4 U2 2
122 BolxstH 2 EC}

|27. Candidate-Strategist Relationship

Carville 0] Clinton 2 EA3iCt 2 E= Z42 Z20|Ct. Clinto

Of R &6t S 20 Carville 2] H&2 235]2{ HE &2 0|
S Ol 7P7H=IC

Rove 2t Bush 2| &t7l= 4 &7|4 0|12 A=240|UCt Rove & Texas Jx|0f|A] gfetat7tz| HaHEF HBHEA|Of|

OISOt T ERL HEH0|2t= H2|A principal 2 Bush Yt ATt HEHZEE BE 22 BE= REEC}

"ot T EIL Ao HEIIE AR SICH = 2E0| FAMH2 2 O HEsiCt

2 AN HX Y2, HRUA M S0

2 4 Qe FRE B WA J|Z0|

= P
U rlo
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PART IX. A IH-StA|-Myth vs Reality

|28. Carville 2| Almjje} 5t
1984 & Lloyd Doggett 2| Texas &f¢4 7 THH}, 1990 H Mattox A4 T{tl, O|F =L{Q| Zm|Qlo| &&=
A= OA|R] AEDRFOZ candidate-coalition fit o] M S Eotst £ gleg HojZC} MEH A2
Ardd-Blald-dMH =840 R O 9F= 2= & UL

|29. Rove 2| Almjje} &HA|
2004 @ O|= "FAQl 3ot CH" AAts 22l A& & A| EQUC coalition 2 1E 0] JUA| 411 governing
choices, wars, economy, scandal, demographic change 7t Z& S HSIA|ZICH Z2USH data 7t durable

.I
[eNe)
realignment & B4t Y=Ch= A0| Rove 2&9| 2235t 5HA|C

| 30. Myth vs Reality

BA|, YIbd, d2=n At SEoL ATy

oR

[

"2l 22k M= o|7ICH =
2l M=2op7t MAHE ofZICt Myth / 2+ SH0| 20| & =5t}

HAIZlE &2 7Hs 6t coalition, 2
"E2 HAIZZ A2H o]ZIC} Myth Al2|A, money, media, organization 2}

Z O stet

C|0|E{= targeting 2 allocation 2
"O|0|E{7} MHE HASHC} Context-dependent JHSR| O R 201 H2|HAS

H|AHstA| 2Tt

[

Z 05 H= context, saturation, source,

TV 7 MHE AHAMSICH ~ =N :
TV 207t JA7E AEsEt Context-dependent / 2+d voter heterogeneity Of 2} S2t2ICH
" . . =0 = " M| d-HAY-THA-AZ 7Hsgof o2t
Negative campaign 2 &4 E3fHo[Ct"  Myth §1}7of EEPEPEET, h -
close election & persuasion,
"Swing voter 7| 2.5 MHE A sliC}H" Myth mobilization, differential turnout 2|

zglo2 2 4 Yrt.
J|2227 37| SR Aetg z2otoz

"GOTV 7t 2E g FEE & UL Myth HE c212 2 oic)
- . Polling € £ 0|2 strategy = 21}
Polling O] 22F2 2ta{=C} Myth %*ilE“ZJOIEFO
i ; = CHEE2 segment 2} allocation 9]
"Microtargeting 2 2 SIS 2t 3§ R = =
aarotergeting £ 2 REHE HEE Mostly myth HeUsjo|7) el 42l el 225t
= 7|&0| OfL|C,

22 H20| 2 2, Ly w20 22

[ P ey =1

"SelstH M2 SUCH Myth

PART X. 7| w4t} it 48

00
g0k
i
Hr
=2
o
N
=4>
H
$Q
o

|31. Strategic Genealogy
Carville o] A2 = EY AAI ot HEC A=A Ao 2 E= T0| AE5IC}: Carville/Begala 2F 1992 War

Room — continuous opposition monitoring — rapid rebuttal/message discipline — later presidential
rapid-response departments — digital monitoring/social response teams — real-time communications
command centers.

Rove O] A2 Y| tts YRHECE £60| gito 2 Hi= TO| H &SIt direct-mail/list politics — Texas
consulting/Bush organization — RNC voter-file integration/Voter Vault — 2004 field+coalition
mobilization — later unified voter files, modeling, digital targeting — modern integrated data-field-

media operations.
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|32. 2020 ACHoll= S5 5t M2ka} Al R 74
Carville 2| 23 —2[HfH 24| - & Hgd-tE TiH[-0A|Z]| &8-S U82] =2|= o H35| F=35tCt.
23|24 fragmented media 0| M= recognizable master narrative 2| 7}x|7} & 4= QT 2{L} 1992 HA{ &
F2 UEME-27| cable 7t 35 dE&E 2 AGCH= HAl= O 0| HEISHA| @f=LCt.
Rove 9| electoral math—segmentation—resource priority—repeated contact—organization—turnout
Ol2h= =2| < SiCH Zm|Qln} 2 gh=C}, Cot 27| 2000 HCHQ| targeting technology = &4 2525t voter
files, online fundraising, streaming, influencer, early/mail voting, Al-assisted production 2= CHA|SICT

| 33. Al 2} Synthetic Media

Al = campaign strategy 2| CH&|=0]| OtL|2} 7+ 2|0|Ct. content generation, translation, research
synthesis, monitoring, experimentation, donor communication, analytics £ W22 oS 4~ Q2| 52|
synthetic media 2} impersonation | /& & =QICH FEC = 2024 | Al AHX|2 B MM FA|5H7| 20 7|12
fraudulent misrepresentation #2/0| 7|£Z2XH o2 ML 4 9SS MO} ALY QI [etA
model governance, provenance, fact verification, cybersecurity & Z2F2F0| YL 2 B0} SiCt

|34. Counterfactual - & AI20| 25 W91 2| 3|3t

O FE2 24| =25 flet Hd =210| otL|2t A YHE AL EO|C} BLf Carville 2 one governing
argument, candidate positioning, rapid response, opponent contrast, issue salience & S X|5t=| War
Room & social listening, streaming, podcasts, influencers, short-form video, Al-assisted research, fact
verification, digital fundraising feedback 7t&| &5l{0F & Zi0|C},

SiCH Rove & coalition arithmetic, voter segmentation, repeated contact, state-by-state allocation,
turnout optimization 2 FAI5t=| TS base/swing O2% CHAI support probability x turnout probability
x vote-method probability x contactability x issue sensitivity x geographic value £ CIx}2IZ 22 2t2|5}O0F
St Z10|Ct. S A|Of| privacy 2F cybersecurity, model error 2| /&S 2 HECH EM 3 A 124510} st}

SUPPLEMENTARY ANALYTICAL MODULES. 45} 2M Ul =0} ZI\| 25

|Module 1. 22 Z7{ 0jEZIA - off 0] £ AL}
O 2 Carville 2t Rove & 92 MA512| QL thAl Y2jo] B 712 MYZS SYUSH AROR X3 Chor

SEILOE AL R0 H HY SRS EOELE RAF o= AHESHA| gt

—

|40, BIZE AY 2 ML - B MAT 2B

hmesAfaley  fOR1oi0wy N3 ERASEUE  NewDedcoofion  gcholcolzsiot
Joe Napolitan 1950s-1980s ;ﬁgggg%@a gﬁ_fc eEs=ATes igﬁ”ﬁ%;fﬁ%ﬂq
Tony Schwartz Johnson 1964 TV-88-dM& m2jo| g;ll%l a7l g ?E‘T:‘f‘”g%;%gz&q
David Garth 1960s-1990s B%ﬂf‘féﬁ? el 35‘”5%3‘*%; consultant ﬁﬁjﬁi'i}}%ﬂ e
James Carville 1986-1992 o o | e

Bob Shrum 1980s-2000s speech/message/media %E% GiAIA A2 ﬂg%}g&%ﬂggga
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CHE A|CH-M7 £

S5 MA}

o

Obama AICH candidate

David Axelrod 2004-2012 -authenticity-coalition narrative Plouffe/Messina S &l
expansion =910l 2
delegate = -
, 0 AR 2222101 0|T|of- 37| HYu
David Plouffe Obama 2008 math-grassroots-digital %9;'}94 x5t t ;ﬂl_.;g EHE|3?ZT ore
fundraising °
. . analytics-testing-digital  3ICH Ci|0|Ef Z4m|QIQ) AALA 27| Fak It
Jim Messina Obama 2012 integration B25 AtjHo= 22
ofiAl o1 2| HE SEHIf OfL[2t Bl At HEHS| L E A B,
5LC o Z O =1 S
|41, 331 AIE 2 A '=7r H| 3 044 *g.%;
7189 HE °43 EH%E HE ﬁA*E.JE O|d &= OjAD|C|Of- pollmg
Mark Hanna McKinley 1896/1900 55 - -I:}}_z; 5.’:'.'111|?_|9|EE%' AlCoh 2124 H| D o2
Clem Whitaker / Leone 19305-1950s Campaigns, Inc. - & FX|AHE Mo M4 L) JY GO|E-CHEH
Baxter ZHm| Q1 S| At NE 220t He 7t S
direct mail-list New Right o] £2 SH A5 9H]1|0J
Richard Viguerie 1960s-1980s building-small-donor olma} §g+EH— o LYEC 22-R2 7|
network === ZAl
. . _ v . : ., O|cjof M2t Mo
Roger Ailes Nixon 1968 0|% presentation-candidate TV £ O|0|Z|e] d&at o == <
staging e=
aggressive - 5iC i trast  f2|=20| 31
Lee Atwater Bush 1988 contrast-opposition %irllgr]eg%we/con fas ééi 5301 ﬁé
framing
campaign ) 1980s 23}c 2 _
Ed Rollins Reagan 1984 management-field-mess 223 eTle ve H|o|e E&F AlCH O|A
age ==
candidate
development-coalition  RNC voter-file 2} Ch Bl HER2] 352
Karl Rove Bush TX, 2000, 2004 ot party-data-field  tumout 220l 2 8t Jhelof 14 918
integration
A o 9 = SEHIL OL 2t H| AL MHEHe| AL A HL},
=.
|42. CHE Af2f| MEH &==: Carville CH CHOF, Rove CHf CHQF
Carville 2] L2t = Axelrod/Plouffe £ EHSHH SCH C|Z|H-grassroots A&S O &2 = 4 U1, Farley S
HSHH A S 22|11} patronage 0| A mass coalition 22 0|0 2= &7|AHE 2 & 4 QUCt 22{Lt Carville 2
professional consulting O] 2t3] Z2k5H TV A|CHO|HM = H|0|Ef Z4m|Q10| Z[BiSt7| 21 Q| 21=0|2t Rove 2F

7124 Z2l2t 20| E SA|0f| 24&sty| L

Rove Q| Tot2 2 Atwater S EHSHH negative campaigning 2t symbolic conflict &
Q1 Viguerie & EA5IH E4~
Rove = S2gt CHEZ M, ZLH|0|E], field, White House |7}
HOj| A B HR|T} ECt
C2tAf Of Aol ME2 "2| 1
comparison A A|C}.

e R P

"o RH0f OfL|et z[CHel B2 S BMSE =

[ =

mjo

o 2Hxo2 Ul

259 |ist-building 2t fundraising infrastructure £ & 20| € 4=
oMoz B2t

St

SUsp| 28E 4

CHE AL 2A2] 5t

Cg-222

& A&
UCE 2Lt
sk Atglet=

U= paired
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Module 2. 1980s-2004 2| A x|-A}3]

43, Carville 0] S¥et 2tg: AT HEZM'S 24

1980 ALY QI New Deal S1810| 2H0{ 7|UhS QAUBIPINE L0} WOl LS 242 ULO|N Z7|%
0|2 FHCH Reagan AlCHO| NS 225} 044 UIZT CHEY TL0|7 T2 LS

Carville o]  £19] 4B 0[21 BN 0| HAS HAAH IR SF MAHZ FA-42 2 Ao
MEO 2 2o|BH WAIOIA LISIC

1991-1992 H0ll= 2ZAHO| 4Bt W ZA0[2H= 512 ChEHO| 9T 20| AARITH, recession 2 1E-

2= 2¢h Bush 2] 1990 & Mg &te|ol| st &2 O SA[0f| 2A43UCE. Miller Center 2] 3| 1% 1992 A
UAHZE =U A 2412 Ol S3U et Ao}

riot

3

SN
Ol
Mo
2

|44. Rove 7} S5t 8H7: Sun Belt, E4-25 12}, Aot ME25}
Rove 2| Texas &2 =2 Q13 7t, W3, BAH7R Bt 740l St ot A d=xde==
direct mail, 20| 22 H4 AFEHF.0[C|0f, RNC QZ2t7t A E|ACH O] StEA = HY HAIRE
Sot AR E ofL 2} O[O0 Z2Afst= HA AR &2 AE-SE H=-EHA7|= 242 2240 A&
2000 @ MAHE= ™oL s3H0| 21t Clinton A|CH I|2ZH0| &4 JAA 11, Bush 2] compassionate conservative
HelE = 3910l 0|28 HA|ldS RA oI ME ECt 2H6tD 22| 756 O|0|X| 2 AlA|sted = A =RULCH.
Bush White House oral history 0| M & 0] E2HEQ| AZH- Y|4 Z240| 7} =2|EICt, 3

|45.2004 o] 72: 9/11, MM, Y38, #2ED

200432 9-11 0|F 2 CHEAM AL Afghanistan 2t Iraq, terrorism, =712, AFR| 71|, BA| 7}
SHCIRALCE T2tA] Rove A M et O|0|H S2|2 Yot Watg L=t I70tE tH0| S EH IO
S22 U, Bush = §2 tHEH 22 A commander-in-chief 0|0|Z| & &-&34Ct. SA|0]| Kerry 9]

=

o=
HH2A1 Senate record = ¥E AT Q19| CHB| L2 E TS IUCE *

2 of

Module 3. Carville 4FA|| Case Study 1 - Robert P. Casey, Pennsylvania 1986

46. Political Environment

Casey & 0| M| 2t2i| Pennsylvania FA[A} M0l A AT{st Z20[ 0| "&E 2= TE"2t= QA 2%
OFHO|ACE. Bt 0| & QUR| =t = MY HEX T, B2 A|0]f+ 2 3414 populism = 2
2|2 Z27t0] UACH 23t S William W. Scranton lll = 312! lieutenant governor 2 A= 7

TS Y2722 0|HS 21 AAC.

iy

|7t A
A O]
™ M
sl

rr o=

|47. Campaign Logic
Carville &l2| M2f M= Casey 2| BtE =l THHY A= S &7]= A 0| OtL|2t perseverance 2F =& /d2| AAIZ
Hetstn, MHE S 71019 2 O|0|X|7} OtL|2t & = 22| 7tx|- 2 THH| = 0|5 A|7|= AO|RULCE. O] Atell=
Carville Al "aFHS CHE MEHY |22 A9 "ot= 27| YEIE B0 &0

1 Miller Center, “George H. W. Bush: Campaigns and Elections.”
2 Miller Center, “Bill Clinton: Campaigns and Elections.”
3 Miller Center, “Peter Wehner Oral History.”

4 Miller Center, “George W. Bush: Campaigns and Elections.”
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| 48. Result and Attribution

Pennsylvania Manual 2| 24! 1A= Casey 1,717,484 &, Scranton 1,638,268 HZ 7|25tC} > Azf= oF
79,000 B2, Y4 S2|7t OfL| ULt O Bt HMeke| 23t Vs S B0 X0 |9 Y12, T2 HiE,
SAICH 4A, turnout 2 22|al{0f SHCE, Carville 7HQ1Q] "7| A "2 2 Cha315t7| 0212 O| KLY

Module 4. Carville 4tA| Case Study 2 - Harris Wofford, Pennsylvania 1991

49. Political Environment 2} 27| 22|&t

1991 @ EY A0 A Wofford = LE2! &12|0[UX| 2t L2 AR =E 7121 8, Dick Thornburgh &
Pennsylvania &£Z|AtO|Z} Z U.S. Attorney General 2 24 SEICH SAICH EX= 2IFH EIO| 0| MAHE
oL ZAH|-S4E A A2 E/ESE EOEn. °

J

|50. Message Architecture - "right to a doctor"

Wofford 4212 health care & S22/t 22 4147} ofLj2} ZA|2 o3t BHYo| oloj2
UZFUCL "HZIAIOIA HSALS B2 F2i7} UKD, Ysts DITQI0] SIS 22 H2|E U0{0 Bl

R[S CHH|= Problem -> unfair access, Obstacle -> status quo, Candidate -> working-family advocate,
Solution -> health reform 2| 2Lt O] HA| A= BA|A S0t | =H|E stLto| MetEA |2 ZE3ict.

|51. Field &t ‘=S 2|
SA|TH 8]0 United Steelworkers 7t Election Day Of| Pittsburgh Of|A] 2 23t GOTV & £&lTH AML S
2B} Ol= Carville 2] H32 BIAIA| StLIZEH HESiM = O ECh= S8 Bt BjA|R|= Z2[0] Y=
O|RE AlBULL, A2 HAIRE HA FE=Z Mekict.

| 52. Result and Attribution

SA! Pennsylvania 220 =23 Wofford 1,860,760 E(2F 55.0% ), Thornburgh 1,521,986 H(2f
0% )Lt ° 27(9] 2|6t AR E=E FHAHS MAHY AL recession, Bush H 20| L2 It
S5 290l19| health-care &4, Carville-Begala-Shrum El9| 25 24S D= 124510} St

5.

1,

ol J
N o~
il

Module 5. Carville 4tA| Case Study 3 - Clinton 1992

53. Political Environment

1992 Ho| SA ML= 2 EHO| Qud 451t U A 2¢Qte| 22[%Ct Bush 2| Gulf War 0|F &2
A A &2 recession 2} 45 20, MEaa2 0| = £0{M 2atsHCt Miller Center = 1992 E Z4I| Q10|
=U FAHE SAU2= MIiSHcta Ze|stct, o

5 Commonwealth of Pennsylvania, Pennsylvania Manual, official 1986 gubernatorial totals.

6 Thomas B. Edsall, “Wofford Faces Struggle in Pennsylvania Senate Race,” The Washington Post, September 1991.
7 Edsall, “Wofford Faces Struggle.”

8 The Washington Post, “The Lessons of Pennsylvania,” November 7, 1991,

9 Commonwealth of Pennsylvania, Pennsylvania Manual, official 1991 special U.S. Senate totals.

10 Miller Center, “George H. W. Bush: Campaigns and Elections.”
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|54, Candidate Strengths / Weaknesses

Clinton o] 282 324 M|20| CHSt =2 =&, 324 retail politics, MCHA|2| O[D|Z|, & FA|At2t=
A2 FHYOIUCE dH2 WAL =24, draft A, A12|2} character Of| CHSH B4 7Hs/H0|UCH M2k

S US| AAHsts AOf OfLf2t "FA|et #at 2= MEV|E0] 1 ofY 20t RaAe| SR ZH0|
SROIES s AU

| 55. Electoral Map 2} Coalition

Clinton 2 &4 0IxG TA|-50l- & 7|8LS QZ|51HA] Northeast, Midwest 2F 22 2 -border states
O Al Reagan-Democrat & uQ| SAES 3|5ot= F=2E L= ULt Perot & 58 S0t= LTI Z0) CHSt
=00t deficit |4+ SHCHGHA|F 00| Bt H&5| Ol = EO|M YOt O] 531 =A|0f| Cisi M= The=st 7+ 0]

= T
I&stet,

|56. Polling, Media, War Room

Carville 4] polling & Z|X| & AtELH O{H SH0| L 9| 4 KA E H™SH=2| I 7 .
Room & press monitoring, surrogate deployment, research, rapid rebuttal & &t 27+0{|lA] Z&HaH At
S240| 7|2t uncontested HENZ HR| A SUCtH S 28 A2 "= | BHEISHTH 2 et

ZA|-#3l2H= master frame 22 & E2CH= H0|C}

| 57. Official Result

FEC &A1 A MM Clinton 2 44,909,889 H(43.01% ), George H. W. Bush = 39,104,545 H(37.45% ),
Ross Perot = 19,742,267 #(18.91% )& YLt Clinton 2 Electoral College 0iAM 370 EE & 3HC}, 12
43% 9| plurality R CH= AME 2 "DlA[Z] StLEZL 2t8EE SHSACH &= THEAMALS ZAISHA ST

| 58. Attribution Audit

e (Candidate: Clinton 2| retail communication 2} 224 =22 Haf AMsisadg =t

e Economy: recession 2} 1-2&0H0| incumbent Of|H| 22|ct &t&S BHS]ICH

* Opponent: Bush ZHTH|QI2| =LY O|4 BiA|X| ZQtY/F0| CHEH|E L=2f3ULCt.

e Third party: Perot 7} 3} 22} &2 SZA|ZICT.

e Campaign: Carville-Begala-Stephanopoulos S £/2| message discipline 2 rapid response 7t &4 &
SHE3HCY

e Conclusion: QIS L2H ZHS OHE 20| OofL|2t 1 RAHS YtEl Meto= 2500

—

_o'ﬂ
rr

~
ie)
=
iC)

Module 6. Rove 4tA|| Case Study 1 - Texas Governor 1994

59. Candidate Construction

George W. Bush & A2 tiEE2| 0t50|2ts =2 AR =et AHF-HES T 0|F 2 7IA A8, SAHH
S2AEH0| Hetd0let= LEE URUCE Rove Of| A A 24| = "Bush family"2h= national brand 2t "Texas
executive"gl= S22 state brand € SA|0f| 2&5H= Z0|ALCH

11 Miller Center, “Bill Clinton: Campaigns and Elections.”

12 Federal Election Commission, Federal Elections 1992: Election Results for the U.S. President, U.S. Senate and U.S. House of
Representatives (June 1993).
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|60. Limited Agenda Strategy

Bush ZiM|QI2 L, juvenile crime, welfare, tort reform § 2 72| F O|#E EHEH O 2 AR5 S 27}

FAE g AQIZ| 0|5 7ttt O|0|A[E CHSRUCE Ol= Carville A SHLIC| 2|2 FA| =2 Tt O{2] A|gHE
O|#+E otLte| executive competence-conservative reform E2HEZ F&= &40 74T}

|61. Result and Attribution
1994 | Texas &A1 Z2t2 42| Q125|&= 2= Bush 2,350,994 H(53.48% ), Ann Richards 2,016,928 &
(45.88% )C}. * 0] &2[= Rove 2| candidate development & E0{F 2|8t 1994 A Z=20| Zst S35t
StA D} Texas 2| ¥7[4 YYHSIE A 102{3HOF SHCt,

Module 7. Rove 4tA|| Case Study 2 - Bush 2000

62. Political Environment 2} EgiE=

2000 H& FA|7t Zotn o1 Q=G HHEo| EYH X|X|20| &2 &F0|/R 2L, Clinton 7H2!12] scandal
O/ 29t Gore 7t 29| A2 AUOIL} H&SA|ets 244 0| QUALH Bush 2] "compassionate
conservative"= B4 200 22145t tone 8 ATSH swing voters 0| A ideological risk & S% = EER
7|s3Het

|63. Electoral Geography

0| MHEe 2= SHE8EC} Electoral College o Z27} HOILt 223522 2H O 2 BO|&C} Bush = A2
popular vote 0|A Gore ECt 22 HE 22| 0t Florida o =244 H2}2} Electoral College O|A &2|3HCt
TetM A= HIAIR]|7FE Q7| JAACH 2 B2E siAdeh o~ QiCt.

|64. Result and Florida

FEC &A1 A3l&= Gore 50,999,897 ¥, Bush 50,456,002 HE2 7|23IC} ' Florida @] 2|& 24! A= 537
B0, MAHE MZAESR Bush v. Gore 248 HZICL '° O] At3d|= campaign strategy 2| E1HE 24 [
legal institutions 2} contingency € Election Result €40 Z&t5[0f &S E O &L}

|65. Attribution Audit
2000 2 Rove of M2t S2|20t dHsH= A2 So| 45T &2 B E | Gore 2| campaign choices,
Nader, Florida ballot design 2} recount litigation, Electoral College 7+Z& S ZHTH|Ql 2|Z 2010| A2} 2|
ZTHHCEH Rove O] 2242 1994-2000 0ff Z2! Bush brand 2F Z219] H&MOA O QA o2 AHREEIC

13 Texas Secretary of State, Historical Election Results Archive, 1994 gubernatorial results.
14 Miller Center, “Peter Wehner Oral History.”
15 Federal Election Commission, Federal Elections 2000: Presidential General Election Results by State.

16 Miller Center, “Bush v. Gore,” Contested Presidential Elections.
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Module 8. Rove 4tA|| Case Study 3 - Bush 2004

66. Environment 2} Opponent Definition

Bush |92 2004 & Kerry £ the3]| "liberal"2 £2 & ¢ 12| 2| %11 national security 2} consistency &
HA QS st HEtO| T2 2 o512 Tt Miller Center &= Bush 0| Kerry 2| Senate voting record 2} $87
billion Irag/Afghanistan funding vote £ A= &A31Ct0 Aa|stct, 7

|67. Data: Voter Vault 2} Microtargeting

2004 H 242 national voter files 2} statistical modeling & 2442 2 &-&31Ct RNC 2] Voter Vault =
S2EHO|HI} 27 HHBE 2 HROHAS HUSIH T, Brookings 7= 2004 & 2312H0| voter
database 2} microtargeting OflA] 2|2 7Lt BWIISHCH '8 0|2 Rove 7HQIQ) o2 B 212
F4&stA| 2 Bush-RNC & @32 ko] a4l Atg|Ct,

i

Rove AHA19| oral history & Missouri S0 A issue-response & 0| &3l SHAIS 2325t 27| microtargeting

Y2S 2L} Ol VIO X789 110[22 =7 At=2} 8| S10{0F BHL. |

[ |

|68. Coalition 2} Religion - Z2fa} & S &2

Bush ElO] religious conservatives & 22t mobilization target 22 £ Z42 2 2r24x QICt 2Lt
=232 At turnout share 7t 37 S7I34CH = 42 & 4S0| E2SICE Pew = 2004 HOl Bush 7t
_I

]

white evangelicals Of| Hl/M O =2 2| R & 2QtX|8F D1E0| A electorate 0| A 2}X|5H= B|=0] 2000 £Ct
HHCh= 2H= Qictn 2M3ICE 2° 2 strategy intent 2F observed composition 2 T+£5H{0F SHCH.

|69. Field / GOTV

RNC 2} Bush Zim|Q12 voter identification, volunteer contact, 72-hour style GOTV, targeted
mail/phone/field & Z2&UCt. O] 12| 42 OFZ|9f 72 A[7HRHO| OfL|2} 7§ &7t S 4 E voter
identification 2 M7{ 214 ZZ0| HA3H= 240|2Ct. 0| SA[2] field experiment BT BE & YHAIO|
SYUSHA 224A Q1 Z40] OtL O] CHHY Z2| 2oVt 55| 22¢ 4+~ JUSS EOiECt

| 70. Official Result

FEC 34! Z1t0i|A Bush & 62,040,610 #(50.73% ), Kerry = 59,028,444 H(48.27% )& ULt %2 2000
HECH @EHSH popular-vote victory L A|2FQF 3 5 million vote margin & =7t A7t ¢ gisto =
AHHEHCH= O|0| 7} OfL|CE, 7| realignment A2 &4 MH7WHR| &QI5HOF Sict

17 Miller Center, “George W. Bush: Campaigns and Elections.”

18 David B. Magleby and Anthony Corrado, eds., Financing the 2008 Election: Assessing Reform (Washington, DC: Brookings
Institution Press, 2011).

19 Miller Center, “Karl Rove Oral History, Part |.”
20 Pew Research Center, “Religion and the Presidential Vote,” December 6, 2004,

21 Alan S. Gerber and Donald P. Green, “The Effects of Canvassing, Telephone Calls, and Direct Mail on Voter Turnout: A Field
Experiment,” American Political Science Review 94, no. 3 (2000): 653-663, doi:10.2307/2585837.

22 Federal Election Commission, Federal Elections 2004.
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H2|YD A "
turnout &l MZ CH2 Z1HE :r"-E-%.J"-_—f. oIdsteln J-f Ridout 2| review = TV 21 112 245 ¥t e XA 7t
O{ECt 2| A5t2, Jacobson 2 I Q10| S 25| 0F SHAl A2 AX|-O{C|A-F7L0|AH-O{E A &S
0|x|=7t2t Ha[stet, 2024

Z2ns Target Voter i i PC:sri]t?:)?\?:Z Call to Action

: ZAHeZ S0tstn - . Clinton ~ =
Clinton 1992 - ZA = A=l SA=- = A2 Q2| Al HF
o2 B Saol sl mer+wstyy SHES e e IS R
e = SUE BSt S22 i3 =
Bush 2000 I=n2=

us - - - = -

R e SEOL S o1 4 g 334 0[0j2|9| BaH0(2|0t HH A 2Est2| g2
conservative a3 | 21EE T el . . HYUER dat o7 A8l 22JA dHnA
ST ozt
L
Bush 2004 - Kerry  2-M¥S S2op4 o o|7| AlcH 2/cjAle]  Bush=steady, 32| 2| &S ot 5t
consistency/leaders == persuadable  E2EH4 + 2E3|T| NESNYY Kerry=inconsistent E;uog_';ﬂﬁ o
hip contrast voter Trlee 2t= O] =

1 702 &9 exact creative & Living Room Candidate OF7}0| 20| Al A=Y 2 &0l Jhs3ict, »

| 72. Negative Campaigning - A}, CHH|, 2|5 =R 2l

FHEUE M T2 SClolof STt A, SA A QIS| 7| =42 tis]. M, character-motive Off 25t 4.

= O

MR, =222 CH|e] Z2Z0|C} 2004 A Swift Boat &3 258 Bush 2AI Q10| 2ot SAUA|ISHH

—_ =2o2

attribution 0] E0{ZIC} FEC 7|2 & 23 E2ICHy|2 Y 9| enforcement matter 2 CHEC} 26

A Z2% negative campaigning o| SIS SILEZE Q95| HE Lt AR A2 EA A0 M turnout
OEE L& £ 28 BEOFZ|0H T& 232 tone, source credibility, campaign competition, voter
predisposition Off et 247t PetdS ZZE S0 T2tA "negative = St Bt /et g at ets Y%
CHYo| 25 2Yststrt, 2728

oll

Module 10. Polling, Data, Field 2| St=2 4=

73. Polling 2 Z&k0| ofL|2} 2r=ZHX|C}

Poll 2 electorate 2| A HEHE 222 ZHSTICt OfH O|FE LR XA|, O B3IVt causal effect & HXA|
Asoz LA F2| =Lt £95| subgroup crosstab & 22 B20|A SHEE 4~ U1, likely voter model 2

turnout assumptions Off RIZtSHCE M2E7t9| HAE2 poll result & A x|2HE 1 HZsH sHASH= Z40|C,

23 Kenneth M. Goldstein and Travis N. Ridout, “Measuring the Effects of Televised Political Advertising in the United States,” Annual
Review of Political Science 7 (2004).

24 Gary C. Jacobson, “How Do Campaigns Matter?,” Annual Review of Political Science 18 (2015).

25 Museum of the Moving Image, The Living Room Candidate: Presidential Campaign Commercials 1952-2012.
26 Federal Election Commission, MUR 5525, Swift Boat Vets and POWs for Truth.

27 Jacobson, “How Do Campaigns Matter?”

28 Stephen Ansolabehere et al., “Does Attack Advertising Demobilize the Electorate?,” American Political Science Review 88, no. 4
(1994): 829-838, doi:10.2307/2082710.
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| 74. Data 2| 4| THA|

CHA|

Voter File E2.2AEH0Y S #A gg O|g e SIEWIE

Enhancement SH-AY-AmQ =2 HE

Modeling support, turnout, persuasion S & &4

N ising © 2 Al

ST Qaiﬂ, phone, digital, canvass, volunteer, fundraising 2.2 AXA|
Data A7} persuasion 2 &H4A|7|= Z40| OFL|2} contact efficiency & =QICH ZEI0| E2| Lt OA| 2|7}
REM HUS EP|SE HRE YES O B0 23T 4 YL

| 75. Field ¥717} 2= 1%

Gerber 2} Green 2| 014 A randomized field experiment = 2F 30,000 He| SERHAIE A2
canvassing, direct mail, 43t & H| w3, CHHHZ0| turnout & AE3| =H 20 mail 2
Ao Mat= 200t AT ENEHCEH 22 0] 2ik= "GOTV'E otHe] 7|=2 B ¥ =
ez LE50F &2 B ECt.

Module 11. Election Result & Z2F7}0|A| B A7 | = 24

76. Causal Attribution Framework

291 e Bl
Candidate S24.0|0| |- 7HQIA}-51 2] 434
Economy “é* HY-AS-SIHA|E A}
Party ID 7] @14 2 coalition baseline
Incumbency OIR| - A }-2H ZHOI 2+
National Environment ﬁ%"?lﬂ'@ﬂﬂiﬂ 24
Opponent S 59| ZFory-ae-Het
Campaign DA Z]-Z 022G 0| &- At A&
Turnout SZ&, mobilization, vote method
Institutions Electoral College, ballot, election law
Contingency Of|Af2| 25 AHZ4, timing, third party

Close election Of|Al= 22 campaign effect 7t Z3}E HiE 4= QT 12{Lt close margin O] 2 Z 2719
g0l 2SS %%‘ f |= =0} counterfactual 2 &5t H CHE 2018 SA|IotAHLE 2|48 competing
explanations & Z &350} StC}.

| Module 12. Myth vs Reality - 312312 UH 5t H40
T 7| Q0F
M2t 225170 S8 2 YTy
_ :{Zl AFAD ALS 2E2 5} Vi O|
"H2l MekoL M E o)zich Context-dependent attnk:uﬁonréqégliilﬂ e ;ALPOHH
WHEE7] Eo,
HIAIZl= HET|2 S 225122t credible
"Z2 HA||0F Q28 o|zZICH Partly true candidate, medla reach, 24|, A4,

at20| LasiC)

C|0|E{= targeting efficiency € &=0|4|
"Olo|E{7} MAHE ZH s} Context-dependent political judgment Lt message quality 2
CHA|5H2| QL.

I3
=
ol
oF

enda-Y& persuasion Of

T B
s-LT 995'ag
"TV 207t MHE A s} Partly true g = s YLt effect size 2F
persistence, exposure 242 2&5}C
) ) o i E.Z22 AFAM - ZA2ALSL| T2} 2}
"Negative Campaign 2 &4+ E3140[CH" | Context-dependent Hfﬁ*c)' fﬁeeoqooo off et 2ot
— o —_—

29 Gerber and Green, “Effects of Canvassing,” 653-663.
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e
mobilization 2} low-propensity
"Swing Voter 7| 2.& MHE AAsliCt" False as universal claim supporters 7t 24U Q0 AL
A 7{= persuasion 2Lt turnout Z410|C},

GOTV = AA| turnout € 821 4= AR|t
"GOTV 7| BE HE gy =) Context-dependent 2 H= WAL T 22} baseline margin
of aict,

Module 13. 2026 1 SiCH{ ZHI|Ql 2FA - Al, Streaming, Early Vote

77. 0|C|O] A|AHIQ| S}

TV broadcast 2410 =& A|ZH 2} 2= streaming, social feeds, podcasts, newsletters, creators,
connected TV 2 45U} Carville @ War Room 2 O|A| press clipping 20| OtL|2} real-time social
monitoring, short-form video, podcast booking, creator ecosystem, search trends, fundraising response
£ SA0f| Ze|aHof ottt 2Lt 2= SSHES 2= A0| ™22 OfLICt master argument & RA[Ste &2
2352 o SR

| 78. Early Voting 2} Mail Voting

&L turnout operation 2 Election Day 0| Z& T climax 7t OfL| Tt Z82 FO|M FBI} = M0
A|Z=[22 persuasion 2t mobilization 0] A|7Hd 22 HZICt 0[0] EHst FHAIE contact universe Of|A{
H A5, Y2 SHAO| vote method 2F ballot-return status £ EtE5t= 20| Z23H%Ct Ol= Rove &
voter identification logic 2 S dA|ZHSA 22 OHELL

| 79. Al 2} Synthetic Media - 2026 H-A|= YH|0|E

FEC= 2024 3 B Al &0 2 A ™S AZSHA| 411, 52 U.S.C. §30124 9| fraudulent misrepresentation
40| Al-assisted media O|= 7|23 A2 2 XA EEICt= interpretive rule 2 AHEHHCE ° 0| 25
deceptive deepfake & 22422 1A|ot= HYHO| YA CH= =2 OFL|C}.

= 212l0f| M= HEF O W20 NCSL2 2026 W 6 2 7|2 31 7 271 A| O|A| 2|2 deepfake £ T#A|5H=
HS A|H3UCtn H2|5tH, prohibition 1t disclosure & H20| 2 AL EICt D MHBICE 3T Wh2kA SiCh
ZH| Q12| Al governance = A% campaign-finance law, state election law, SSiZ324,
defamation/privacy, cybersecurity & 74| &Ql5H{0F ST},

|80. AI 7} HH-E= 243} HIRZ] Qb= 2

o HRE Zi:research £, transcript-translation, creative variation, monitoring, data coding,
experimentation 2| H| £

e HPRZ| Ok= Zd: ZEO| AR record, coalition constraints, Electoral College, credibility, turnout
mechanics.

e A 2™ synthetic impersonation, hallucinated opposition research, model bias, data leakage,
vendor security, provenance.

e SHA 2121 Al = operating leverage O|0{ campaign theory & CHAIGHR| Y=Lt

30 Federal Election Commission, “Interpretive Rule on Artificial Intelligence in Campaign Ads,” September 27, 2024.

31 National Conference of State Legislatures, “Artificial Intelligence (Al) in Elections and Campaigns,” updated June 23, 2026.
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Module 14. 5 Campaign Operating System 2| SiCH{Z tHst

81. Carville OS 2.0 - Argument Discipline in Fragmented Media

SICHY Carville 2212 Environment -> Dominant Voter Concern -> Credible Candidate Contrast -> One
Governing Argument -> Platform-specific expression -> Rapid verification/response -> Persuasion +
Mobilization feedback 2| &A 2 {24 = ULt A2 SHBE A7} Hete ZE2[A 2|0[= 5tLo{of
otCt= &OolCt,

|82. Rove OS 2.0 - Coalition Delivery under Multi-Method Voting

SICH™ Rove 282 Electoral Math -> Coalition cells -> support/turnout/contact probabilities -> vote
method -> message/creative -> channel allocation -> volunteer/paid contact -> ballot status -> residual
universe optimization .2 &HEICH A2 G|O|E{7t BEOLA CH= AMAIECE 2E C|O|E{ 7t QALE A THA|9t
A %|0{Of otCt= HO|LCt,

Module 15. A& M 23} - ABIS1o| sHA|7FA| &St

83. Democratic Campaign Culture - HH2 | = ZSkD} 0| Q]
20M17| 28t 0|7 QIREH2 QIS VUS- 5- {2 -ZA|- 0ol -Mf S 0|24l HetE H A5l 0f St= ZR7t
orok7| W 20]| coalition narrative, policy bundling, candidate identity 2| £2440| BH=E|0f 2tCH 2Lt
Ol QIO 24 "message party"2t= 0| OFL|C. Obama A|CH O|= QI=H L voter file, analytics,
distributed organizing lA 1 =2 X 25t ULt

| 84. Republican Campaign Culture - BF2&|= ZA5ED} 0|2

g2 E4259] direct-mail, religious networks, business associations, talk radio, party voter files
=g -JY olmetE 7|72t =A3i 0 A2 A|7|0f|l= base mobilization 2t ideological networks 7+ 25t
| Ct. D2t BstE Al £ B3 = persuasion, mass media Off 34| 2| &35 220 Rove Gt

| AEFYS MA| o] H724 DNA 2 Yetstst 4~ Qict

| Module 16. Political Psychology 2| H| !

FEEES Carville CHEA}| Rove CHEAL|
Fear Carville: ZA|A 5tat-512] 2oi29| 28 Rove: QHEQ|7|-2|Cl4 S3HAdo| 2|
Hope SAE 3|2 AT A oHY & IHE-712(9] A&
. . QP E-AM2-OHE 2[QkMO|| 5 20+
Anger ZHA £3% Washington disconnect ;Eia J%QE Forgo tiet =2+
=2o= T MEI S .
Identity working/middle-class change coalition Eggﬁteig/r?tlve/rel|g|ous/reg|onalIy rooted
Status FAA 73] A2 upward mobility 712 AM-= 714 Zelgt
- QUE HA AT 2{E.0t2 a0l
Nostalgia ATHROR oFt - Ofef Hist 22 S =T uoM TS0y mAE
==
.pe ; E .. E
Change / Stability Carville 22 #3}0f AThA 23 2?\’4 otz rOZO@C}hange, 2004 stability
\_ o —

Module 17. Strategic Legacy Genealogy
85. Carville A&

Carville -> 1992 War Room -> rapid response / daily message discipline -> 1996 Clinton reelection 2}
& presidential communications -> cable-news war rooms -> digital rapid response -> social-media
listening/clip teams. 0] Z|2+= direct mentorship BHS 2|0|5tZ| 9411 2FFAIO| SHAS E6IC
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|86. Rove A&

Rove / Bush-RNC -> national voter-file integration / microtargeting / 72-hour GOTV -> ¥%&2| national
voter files 2t analytics expansion -» 2008-2012 digital-data integration -> modern probabilistic
targeting and multi-channel field. 2008 & O|= ZI=E2| VoteBuilder/Catalist &2 Rove Al A|AEIO|
ol FH7|=2 YA etUSE BEH=ECt

o

| Module 18. CJ|O|E{ E - 6 7H CHE M7

William W.

1986 PA Governor Robert P. Casey (D) 1,717,484 Scranton Il (R) 1,638,268 PA Manual
1991 PASenate . i wofford (D) | 1,860,760 DickThomburgh 14 551 9g6 PA Manual
Special (R)

1992 President Bl Clinton () 44909889/ Georoe HW.Bush 39104505/ e

2,350,994 / : 2,016,928/ TX result

1994 TX Governor George W. Bush (R) 53 48% Ann Richards (D) 45 88% conpiGion
2000 President George W. Bush (R) 50,456,002 Al Gore (D) 50,999,897 FEC

2004 President George W. Bush (R) 25'9‘3‘9/;610/ John Kerry (D) 4513'%%/;444/ FEC

T M2 THE U1 E SES U2 BlWSHH Qlh-turnout- M HEF 210 W20l 2|0[7t QiCt. O B= 2 AR2| 4] 21t &QIg0|Ct

N

| Module 19. 4] @Glo] HE= ZFA} - Carville=Argument, Rove=Coalition 2 O{C|7}A| §&357}

Ol En Mol 2AM H|W2HEE Carville 2 "= (argument)2| 2/A3}", Rove E "HEH(coalition)2| 2|&gH'=2
QOFstCt 2Lt Ol= HAFES 2I8 heuristic O|A| & H2t71e| & WSS Edot= 22 E0| OfL|C} BHS

Jtstt HEHZ 2AZS CHA| HAHHOF St

2L 225t A

1992 War Room &

A0S HHEES 235}

Carville 2 message-first

AR M S ATy
22 0|2| 22 Hjx| 20|

Ade7h DUz glE2|= 4 Z23C} Carville & 2218 orict
HS3UCt S AISHA] SFQULE :
Rove = 2004 A Bush 2| compassionate
= = X " M"2 message £
e o R ety G0 microtargeting, &%, turnout | conservative E8HEQ} 2004 A Zig e B
Rove £ coalition-first E=7}? DHE ofLio| ZA|H 2 P SEeZ diARicks Kol

Kerry consistency S22 Z¢t of

HHUC} message architecture HLt.
= Obama AlCH BI=E2 5 5
2t 0|20| = J|= A2 Cl2 .t Al o oI z+ AR He| ZEto 2
£0US YU ATDNA 24 o oie oA (© O anayticsfield 2, Bicf aige T A NAECE] 28
017k Z2-0|C[0f-7|= etgat . o am siiddst Fol g4 222
01717 Zstaic) digital persuasion = 4= ol or=c}
=28 M . =2 LS

STRATEGIST CLAIM 2} HISTORIAN ASSESSMENT £ =24l 0F StC}. Carville 2| PBS 3|
Center oral history &= A&7t AH412| At11Z Oslist= 1 2t A= 0| A| 2t H52| Qlntd 3

Zata|E gpct B

32 Magleby and Corrado, Financing the 2008 Election.
33 PBS FRONTLINE, “Interview with James Carville.”

34 Miller Center, “Rove Oral History, Part 1.”

2E3C

2} Rove 2| Miller

=
g syxoz
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| Module 20. Campaign Effects 3 C|0|E - ME S}= H0OlL} 27}
S H2|sh2 Am Q0] "E27t =21/t 2t O 2 - EL, O RAOM S0 A OfH 2247t

LIEILI=7}2 2=C}. Kalla 2F Broockman 2| 2 8EM A field-experiment HEHE A S T persuasion 2
et 0 HHHY o~ S22 E0FRUL, Ol 24T H=0| S BE HHECH= S92 FAISH Sict

UEO! Hewitt S 2018-2020 & 02 ZT|Q10] AA|Z 4345+ 146 7§ B2 A& 617 7 21, 50 2 & 0| Ate
SR 0f710[EE B A G| 20 ASEB0| 24X 9 o|0] e HO[7t USD], B0l OfE £A40| OLWORIE

= ™™ ML= = L=

At0f | S5t sH2 Alet2{0| 1 AetojZ 2ol Basitt A2 FA0| 2FsteA| shaotA shAlgh

o T A

0|22 £t AZS 71 ALIQI0] ChFRE WM 1f of A 4 et

ek campaign contact " tI| persuasion & "HE2x=HE5"S 71Y5tA
2= [S 1L — =27 =2 o
Kalla & Broockman field experiments HstHd 4~ AS mobilization 1 2|
el Hmlo] A4 FUAY 1467 &L Zh =1} H0|= SASHR|2E  F1 creative 2F exposure,
: 21061774 ex ante 0|22 o{HS Y, 12E 22l
canvassing-phone-mail H& gAof w2t turnout GOTV & &Lt & 7|22
Gerber & Green turnout experiment h=anl ) = HeotAl g

2kt attribution 2 2 A

Jacobson review A &t A ZF AA|- O T M- 5201l 2| 7 344 baseline 2t &4 B}
| Module 21. Campaign Finance 2} Resource Allocation - =2 O{ Y| H2ko 2 HBIE[=7}
1992, 2000, 2004 £ &2 2| RAI2 Che Bl w5t A= #3tet Q1S5[0 8 S| ot 328 A2

A2 A =of Zm|olo] MERZZHO|CE 1992 HOjl= CHEY SAA2 A7t %4‘:.'31 Aefe = =3t 2000 A
Bush & primary matching funds € AH&afl & 2 At 23S MEH3H, 2004 H0f= Bush 2f Kerry 25
primary matching funds & AHE34Ct. FEC = Bush 2| 2004 & convention 0| 222 2f 269.6 million

dollars, Kerry & 2F 234.6 million dollars 2 &} AlstC}, 3738

35 Joshua L. Kalla and David E. Broockman, “The Minimal Persuasive Effects of Campaign Contact in General Elections: Evidence from
49 Field Experiments,” American Political Science Review 112, no. 1 (2018).

36 Luke Hewitt et al., “How Experiments Help Campaigns Persuade Voters: Evidence from a Large Archive of Campaigns’ Own
Experiments,” American Political Science Review 118, no. 4 (2024): 2021-2039.

37 Federal Election Commission, “2004 Presidential Campaign Finance Activity Summarized,” February 3, 2005.

38 Federal Election Commission, “Public Funds in Presidential Campaigns.”
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(3
A
]
o
n
o
>
T

20049 GhEAAHO| 22 12 38 23

269.6
250 A
200 A
m
=
S
E 150
7
o
o
o
3 100 T
50 A
O -l
Bush primary Kerry primary Bush general Kerry general Independent
receipts receipts public grant public grant expenditures

FEC 2A. £2% primary receipts?} general-election public grant, 214 independent expenditures= M2 CH2 30|22 21 §HAF B 0f| O[5t}

32/ 8. 2004 H LS A3 7E - FEC A2 ME C}E H7E 725 HAf

A7 -2 et 2fd ofo| HE F29
g]uakj)(ljig-?jrr]‘%r?ger(m)(rrSaHlAell.chon 2582 pnmary compliance
: otz o maqia | 1V-travelstaff-state allocation  committee S8 Z 522
1992 Clinton-Bush F52 XS o yoko| AfTyz o2 2y general-election 2|21}
BJE OfEH general election = - - - EOI |-Z| o|.o
=g -
Bush = primary matching primary SHAO|M fundraising  popular vote 2} Electoral
2000 funds & 5. general election | ceiling 2 HO{Lt Z7|22-Z1  College 9| 2}0|& EPC 2
2 3AAZA 74 =3 =l e £~ S
Bush-Kerry 25 primary
matching funds & A&, 2t Suolols| 7|2
h . _ _ S 25| 2|7t E2l.4Ct
2004 major-party ticket 2 general  $E2, ¥4, S22 2 'Z"é;' é%,%lf;;;a‘%no ©
i 1 AH H2sHz| =2 oc=2C
election O M $74.62m public | A4EHAH 7} S25H control 2 ZF2 513 ot &

grant &4, independent
expenditures 22

* Budget -> States/Media Markets: Z&=2| 11711} electoral value Of T2} SHA|IE 22| 71| 7t
ChajzIct

* Budget -> Research/Polling: 28443 20|= L0 FA5t=| polling AH4| 7} strategy & 25|
Or=C}.

. Budget -> Field/Data: voter file 2f 22! QIZ2t= A3|d N2} &7| XHAHO] = 4~ QUCt

e (Candidate Time: 29| 52 = =202 2445| ChA|& 4 9= 5|A20|0{ fundraising, media, retail
events AtO[Of| BYEEICY.

| Module 22. Candidate-Strategist Decision Rights - 22¥7}= S ©H & EX|5l=7}

_|

AT|olo| 2|Z HFHS SWO|H YRIP M| decision rights = EOMER SAEICE Habte] e "SA=C)
F27} 8RO R M2lshs TTIY L YRS Z0IM LI2CE Carville 2t Rove B 28t S804 27|12t £

24
IZE2 PP | W20l 2 Ao Y2 2s B He2 EOtof i Ct.

|_

)
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Carville-Clinton CHEA}Z| Rove-Bush CHEA}|

CarviIIe-Stephanopoulos-Gree

nberg S EIO| frame §|o + brand-coalition logic

A 22Ol Bush = XEPP} $EE "BIEC L

sHal oA|R] Eo*°”ZI‘3P Clinton 2| Z =5 -
Sa SE o ton =i SHQ(Z Had 0 SH-Elo| Al52t2 02 H[
A=A 1} retail instinct 7+ ;i|ﬁl-|lo|r;(‘r|-exas 4 TH-Eo 45 AE f.
AlSHO| BHAI ol oTl
=2o— m|mo
War Room 2 tih2 2 &2
WIE=X=YCT=} i_:l_-r%ﬁy zh;a Rove 2= ¢I7|S master HHAC Ol SHO| ATl S
_?_I7IEH2 Ho\:H_E -”o"l—_ I-lei framell__%2|74|§_|0“ i—?—él'h o - |'—|— —'I'I_oo—|E
e QIR R-¢id=2 Zojg o &t 25t e IR ==
HFAH ek}
=2 o
24l message/earned media B|Z0|  party-data-field £E& 2} state  =-A|ZHRZRS L0122
LIE o =
= AH 4H arithmetic H|SO0| &TiA Zd  SAF=2| AtallE &0l He
) Carville 2 1992 0|% &% Rove = White House senior = y_zyaty atzjof 25
A7|14z| 2203 k2| o 9|E RARLE  adviser/deputy chief of staff E,]owrc_ﬁam}_
=SS JtA| 0o sTioh =M

| Module 23. Political Advertising Microcases - A 2| 211 § MO| ;LR 52

CHS microcases = 12| EA-HA|X] L2 & E415t= A0[0, 7HE F7t WAZLE "2E3UH" 1 T34
=)
=2

=Lt Museum of the Moving Image 2| Living Room Candidate Ot7t0|E2} FEC 7=
42,43, 44

~ 3 Candidate
o2k S 2=
(=t 3] Y| Target Voter Emotional Trigger | Problem Definition Positioning / CTA
] L A2 717 B35}
" HHEOoF ZAL=. I AMLRLA. 12
L?ng:ricszu'ld Clinton/Gore SﬁjiJ SHE R Siaizt ol lﬁ{lf}ﬂ'— °Ee 28y rebUI|d
me economy
=Y character & = !
1992 “Journey" | Clinton oML 2 BEs B2 e S e
oz} =4 SN2 ¢
2515t 25 "For people, fora
1992 "Morning" Clinton/Gore g?ﬂ? < h-fresh start SiAb Q2| o2 change"9| &=
e IRMHY
. jonate
2000 "Successful Egemiel Washington Tj2g}  OmPassiona
| eader" Bush ndecided ot A2 2|CIA] Ae conservative / fresh
= start
N e domestic-issue Al Ad MZ-15-Social 251 2ef 7tsdt
2000 "Priorities Bush persuadables =83 Security 2A4122) N 58

39 Living Room Candidate archive.

40 Museum of the Moving Image, The Living Room Candidate, 1992 campaign-commercial archive.
41 Museum of the Moving Image, The Living Room Candidate, 2000 campaign-commercial archive.
42 Museum of the Moving Image, The Living Room Candidate, “Windsurfing” (2004).

43 Museum of the Moving Image, The Living Room Candidate, “Whatever It Takes” (2004).

44 Museum of the Moving Image, The Living Room Candidate, “Wolves” (2004).
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=3 GRS

fo

Candidate
of n
of il | Target Voter Emotional Trigger | Problem Definition Positioning / CTA
O

ol 4

r E
mlo

" . . I_ ‘2 o)

%004 Windsurfing Bl C ey EVT SO{+EEAIY Kerry 2| consistency /B\th =steadiness /
=A AtCi=flip-flop
persuadables

2004 "Whatever It ] OHEBIZ 214 o sworobng UBAPIthSBe  commander-in-
Takes" Bush-Cheney Bt A2} slg-Hg- ol He chief steadiness

" . ; security-sensitive S HE g0 ofslo| | LS oot oI
2004 "Wolves Bush-Cheney voters fear-vigilance o3 5|11| ek
2004 A Swift Boat Veterans for Truth 2] 2 0= 34! Bush campaign 2102} Hx= 2 2=5}0f StCt, FEC
MUR 7|Z0] 205X 2|F 220 S5t 22|89 A communication & S WRIAZ F2H

attribution @F 71 A47ZICt 4

Fa2ete] AltiE

23j= 1HE 40| ofLizt &

—

of ol Actelg Fe HHol 47

Period - B 5}

| Module 24. Party Strategic Culture by

=ot"et "Sote |
I. C}2 periodization 2 £ @I

(o]
C
o]

=)

- T

E}\l S HEOIZ.0[ 01

71 0e|-SME/A|H 7|}

2AY, dAHY, DIE[07]s, A|H720
A EM

de 2 dtelste fIYS

New Deal-1960s o5t EH%E coalition T " YR L ZRETV
management anti-New Deal opposition
coalition fragmentation, civil | Sun Belt- 242 = direct

1968-1988 rights O|% 2|2 ™ SHZA mail-religious right-Reagan =2 2™ TV, primary system
media politics coalition
centrist repositioning + candidate brand + suburban cable. polling. voter files

1992-2004 diverse urban base + expansion + RNC/data/faith BCRA' Eﬁ} 9 '
message/war-room 23} networks ==

2008-2016 ?Lij?wié?'gising-analytics-field party data-digital-grassroots 2}  social media, smartphone,
T P media ecosystem 2| 27 early voting
fragmented media, =S U5HA fragmented

} influencer/podcast media-digital platforms, streaming, Al,

2016-2026
ecosystems, online mobilization-alternative media multi-method voting
fundraising, high polarization &

¢ Be= 7= 22| S MEdthe A0|0 7t oL IYE RS XoHA| =Lt

|Modu|e 25. Electoral Geography - =241 A1IE A|Zt5)5H= g
M2k HARO|M "M =2 o2} "Electoral College B2"E &55tH QF EIC}H 1992 = Clinton 0| M= SH2}

Electoral College 20| A 244 Z|2F Perot 2] 18.91% 7t 3 A= E
SHO|AM AL A2 Bush 7t Electoral College 271 EE EHE3HCE. 2
College ETO."A-I ?j!-ﬁl:l_ 46, 47, 48, 49

45 FEC, MUR 5525.
46 FEC, Federal Elections 1992.

47 National Archives and Records Administration, “1992 Electoral College Results.”

QLS RICt 2000 2 Gore 7t =
04 = Bush 7} A= SH2} Electoral
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A= SHE1 Electoral College Zut= 22 7H'E0] OfL|Ch

5 4
s
X
— 4
X
ar
ol
rH- +2.46
bl
~ 2
||o|-
{0
00 |
of !
A
0
T —U.I:) I T
1992 2000 2004
1992+ Clinton-Bush Z2}0|0{ Perot 18.91% S ¥ T2 1250k SCt. 20002 Bush7t 7= SHO|A % 2|2t Electoral College0i| Al S2|3iLC}.
2 9, 1992-2000-2004 217 SHE F3f - Z 29 88t Flectoral College £ £2/5(A1 87/
1992-2000-2004 Electoral College
L E ({H A FE
350 1 EE 2o M S
300 A
250 A
4]
o
>
= 200
I
ks
=150 1
100 A
50

1992 Clinton/Bush 2000 Bush/Gore 2004 Bush/Kerry

121 10. 1992-2000-2004 Electoral College ZZf - 270 F L}~ H A/

1992 | Z|= FEC Federal Elections 92 H+= Clinton 44,909,889 #(43.01% ), Bush 39,104,545 H(37.
45% ), Perot 19,742,267 HE(18.91% )2 AIGHICE 0= 27| FEC press release Lt CHE OF710|E & A2t

4.8 National Archives and Records Administration, 2000 Electoral College Results.”

49 National Archives and Records Administration, “2004 Electoral College Results.”



ALH A0[7L Y £ o802 2 HAME June 1993 FEC consolidated publication € 7|22 S3HCY

| Module 26. Al-Synthetic Media 2| ZFA} - 2026-09-19 7| &

HE 220 M FEC = 2024 A o LZH Al 0213 A ZstR| &0 7|& fraudulent misrepresentation
80| 7|=2HACE HEE & YIS fM2le= HHICH = 2HA0|M= NCSLO| 2026 'H 6 & 23 &
71& 31 70 F7F x| 0f|A| 2|2 deepfake & & SHCt] A RU2H, 28 7 &= disclosure 41, 370 F=
prohibition &4 RE 2 QOfst 4~ QIC} 5152

2|4 Deepfake A 2% - NCSL 2026-06-23 &A|
28

251

20 4

<|- 15_
Kk

Disclosure 34! Prohibition 241

& 3170 . 0% YY-250| wat Y2 Yot 2 A2EZ 2026-09-19 A=7|2LS EE2 HAIBCE

32 11, O/ L9 F2/Z deepfake 7 2L - 2026-06-23 NCSL &7

fraudulent misrepresentation, Al 28 T ZF 20| Z243HCHD ISR
Federal/FEC A . ! o
disclaimer, campaign-finance rules ot

010

disclosure vs prohibition, 227|7t £&.

State deepfake statutes QAU 9| IS AFAF 27|

NCSL 3171 = HAHE 7| 222 AIE

Louisiana-Maryland S M &1} 2t = NCSL 2026 enactments 2| 2026-08-31

2026 enactments o1t OIE|0|E oIC0|E BHY

H2|H B FA= First Amendment

Montana SB25 Y& 2sHof| Cist 2026-
5 t
challenge Of o2&l £ 9IS |

=
09-17 HEHHL] preliminary injunction
AtIE B4 2840 0|2 HA|

Constitutional litigation

50 FEC, Federal Elections 1992.
57 FEC, “Al in Campaign Ads” interpretive rule.

52 NCSL, “Al in Elections and Campaigns.”
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labeling, watermark, content o
credentials, ad-library policies =

AR 7|ZYL 2026-09-19 0|C, 44 BHE YL W2 3 4 QOO 0| B2 Y72 HEAL0)
OfLizt 23t A 20| &1 ARAOIC

Platform / provenance

| Module 27. Reproducibility & Publication Audit Checklist

e DBE EH4LE JH5SHSHFEC-National Archives-state election authority § 34l/33& 71822
J_|_7\|-g|-OloHE_f

o 2719l oral history = 2R Z17|0|HE B0 F= 1 AR Z AFESIE| QtEe| S8 SHZ AFESHA|
L%tEr.

e ZN=sponsor, air date, message structure & 7|25t "S}'= He AH-AHT Q0| = TSR] =L},

e campaign finance = candidate committee, party, independent expenditure, public funding &
Tt

o SiCH Al B14|= 2026-09-19 cutoff & A0 @A|5tLL OIT HE 7tsdE 1A[SlC

e Carville/Rove 220 = 22| St gtS-E&e SHE &M A|AISHC

o WY E3t H|E periodization & Aot & 71019 AEIYU S Go| A 222 UBSSHR| QH=Ct.

PART XI. 20 7H aHi4] H|w &2

1. 57 =8 4 A2 ¢ SAME71? CHE At H|20iM= Carville Z0] & ZstCt,
2. 571 ALR2I2 o ZSAIBE71? Rove 7t E HA|ZH O 2 party infrastructure & 2k 2pAt0 2 CHCH
3. HIA|R|E O{YHA| 9rSU=71? Carville 2 election-defining problem 0f|A, Rove & candidate brand 2}
coalition requirement 0| A SE34CtH
4. $HAl QAUALS OfLH| Ho|=7}? Carville 2 S ZA|-2

AT 2| 2T Rove & 2Lt A 2E
support/turnout/targeting & &2 AFZ3HCY

0_._

5. Swing Voter? Carville 1992 = persuasion 8| H|Z0]| %111 Rove & persuasion 2} mobilization 2
H’IoHoHl:l».

6. Turnout? = Ct S23%Z|2F Rove 2EO|M § HA|AH MeHHLRCE
7. Polling? Carville & message diagnosis, Rove &= message+coalition/geographic arithmetic.
8. Data? Carville 2 &A|2| conventional polling/precinct targeting, Rove = voter-file integration 0|
ZAIA
o .
9. Media? Carville 2 national narrative-rapid response, Rove = narrative+segmented targeting.
10. Negative campaign? Carville 2 24 contrast, Rove = systematic opponent definition.
11. 25 2k 212|? Carville 2 Clinton 2 empathy/change 2, Rove & Bush & character/leadership 2=
7t
12. Al k™ ZA7? Carville 2 Bush 2| domestic disconnect, Rove = Gore/Kerry 2|
trust-ideology-consistency & ZZ3HC}
d

ys 823
13. 2|7|&2|? Carville & =2+ HtEl Rove &= master frame Of] 1718 &4:5t= HAI0| ACjA o2
SRt

14. AF2HIE? Carville € message/media attention, Rove & states/segments/contact/turnout & £8H0|
o FE A
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15. Electoral Geography? Carville 2 52 national Democratic map £, Rove & granular battleground

arithmetic.
16. 22 247 Carville 2] 28= War Room, Rove & party-data-field integration.
17. 35 2?7 Carville-Clinton 2 &2 Z4H|Ql partnership, Rove-Bush = C3|x}-ZE27tZ| 0|01 2+
18. 7} &3 &41? Carville: rapid-response message architecture. Rove: integrated coalition-data-

o
-
Q
Q
=3
N
Q
=
o
>
3
o
Q
®

19. 71 223t 3tA|? Carville: message 7t candidate/coalition mismatch £ A2 4 ¢12. Rove: data 7t

durable realignment & 22517| %42,
20. 712 2H3sE 54F? Carville: permanent communications war room. Rove: permanent integrated
voter-data/turnout operation.
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PART XII. |

ON
ORN

e - & 7li2] Campaign Operating System

Carville Campaign OS - "=242 2|2 3}"

2] i|

\/

SAzfe| | ot

riat

8

StLtel A|8f-2 Chy|
v
AR 72
\4

A=-TV-Z

72/ 7A. Carville OS: =29 Z/Z/5f
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GOTV / dAHY

12! 7B, Rove OS: A} gtol Z/Zs}
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>
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2|
1 Hatg M

23} 520 O T MU ALRBIC
2o

MEHoR CiaaiBict
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>
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[l
==

Polling I} data € =+ 2 AtE5tE| 7|AHL 2 22| Qb=Ct,
D= FHAF-0|5-04A|0f| EZ0| AHHS A2 =Lt
Bl A2t coalition 2 A ZSHCY

B2 33 FREAL A [ 21 YsI,

KOREABEST | The American Newspaper | 0]= A2 |0 | B2t

42



o BFED} timing O] Aj2& O}0|C|0{Q] BIZ BCt =R 5}C},
o OF2|9} A= S support € ballot 22 M atst= 22]0|C},

|36. 2|Z M| 20| C5t S

—_

Carville 2 MHE "H2|o| FH"2= O|ai3iCt H2 0|72t 2L & 0l stLZF RAHA0A 71 S26t
MEHY|20| E=5 O, B 252 A 7|82 &&= A0l

argument ACt.

Rove = MHE "coalition construction and delivery"Q| 2o 2 O|si3iCt. Z 5t
O TS 20 S5 HAEQL AR E 221 2|0 H0|H2 d=5tn, H%
SHAIO|RUCH 2] 7|2 Th2|= coalition O UALCE.

|@ M2 CI2 Mo M= 35t Sa|x2ke| 2l2ls 2AU0|Y=71?

5 At 25 RAHALL| AletE attention 2t | Q12| A[SHEl resources & A2 SiCH =29 I d, Thadt
CiB|, opponent definition, /=, BtE, timing, research 8] =74 AFE, turnout & Z2AH HAS
7|2 ot "eE 2 0l5i5tal - RE5 0[5fi5tal - electorate £ 0|55t - decisive conflict & 221 -
BH=5tH - support € vote & MBS = 22l= 3820 AC

4m
FH
HU b
rx M
fob
Q'E
rr
s
=)

|® 2t0l= 7HQ! AEHUQITZE, Weto| HALet HFHRZQUTL?

= Ct 2252|022 MYHO| H|Z0| G AC}. Carville 2] verbal-combative-news-sensitive 4 A1} Rove 2|
systematic-organizational A2 @3t 7012t Ct T2{Lt Carville 2 1980 HCH CHE 2 M 2{Of| M ksl 2l
IR BAEE M2 2 T2} FA|A 0|0F7|2 2| HZSHOF 5t= coalition-positioning 24(0f| 2|23 11 Rove
= B425 202 2| direct mail-Sun Belt-& QIZ2}7t 22l A3t0f| A coalition-mobilization 0| 7|32
st2sHC}

O AN

r

utol

=

A RIS =0AZ|, 32tH=0|0|&{"2} &2 P74 ditot= AX0|CH O Z&st HHI2 Carville O] £4
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|37. Source Hierarchy
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APPENDIX E. Polling, Data, Field - Methodological Audit
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