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Abstract Even though the importance of reading voters' share of mind increases in political campaign, there is
no research which analyzes engagement in perspective of political campaign. Therefore, the purpose of this
research is to calculate political engagement index which is qualitative indicator about political campaign's
immersion in candidate in perspective of engagement and provide scientific data for political advertisement and
publicity strategy. For this purpose, A and B candidates who ran for 18th president in December 19th, 2012 are
selected for subjects of the research. The young people whose voter participations are low in this presidential
election are selected as subjects for responding questionnaire and are surveyed. This research is qualitative
evaluation which tires to supplement a limit of qualitative analysis of content by surpassing quantitative
evaluation including advertisement, promotion, public opinion on politics, ratings, etc.

Evaluation attribute is designed to distribute 8 PEI into 0~100 score. If PEI is more than 50, then the score
indicates immersion above average. If PEI is lower than 50, then the score indicates immersion below average.
The model of the research will contribute to development of methodological research of political campaign
strategy. Also, in the future, this model can be used as micro-targeting in each political campaign's election
strategy.
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immersion for

Candidates (n= 110 Persons)

A'.B A candidate | B candidate
candidate | 55| (n-50)
Sources (Total)
Immersion | Immersion | Immersion
Degree Degree Degree
(persons) (persons) | (persons)
Observe Candidate 27%(51) 26%(22) 29%(29)
Observe ads & PR 1 a10,07) | 3305008) | 20%(29)
Publications
Observe X616 | 766 | 109(10)
Campaign speech
Friends
acquaintances
_parents 6%(12) 10%6(9) 3%(3)
recommend
Candidate
Observe Party 6%(11) 5%(4) 7%(7)
Observe Issue and
Commitment etc for | 16%(29) 15%(13) 1626(16)
the Future
listen to anyone 3%(6) 3%(3) 3%(3)
Others, Just good 2%(4) 1%(1) 3%(3)
Total 100% 100% 100%
(186) (86) (100)
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[Table 2] the effect of media upon the immersion
for Candidates(Multiple responses)

A B
Media candidate A candidate | B candidate
(Total) (n=55) (n=55)
(n=110)
TV 60%6(5578) 609(2879) 61%(279%)
Election
Ads & PR 18%(169) 19%(91) 16%(79)
Publications
Newspapers 3%(31) 4%(2%8) 2%(1)
Blection | *15014m) | 13066) | 18%6%)
Posters
Election
Drop
S 3%(3) 4%(2v8) 2%(1%)
Curtain,
Others
Total 100%(918) 100%6(479) 100%6(4478)
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[Table 31 D One is excited and happy when one
watches advertising and promotional
material, and election campaign about
a candidate or listens a story (X, )

Evaluation attribute A B
/Tpoint scale candidate |A candidate|B candidate
/average (Total)
. 4 or more
h1ghly average 55% 50% 60%
excited variance
and -
happy | Weighted | 5 55 340 370
average
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[Table 4] @ When one watches advertising and
promotional material, and election
campaign or listens a story, one does
not do any other work. (X, )

Evaluation attribute A B
/Tpoint scale candidate |A candidate |B candidate
/average (Total)
4 or more
not do average 40% 42% 47%
any variance
other
work Weighted 304 343 398
average
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[Table 5] @ When one watches advertising and
promotional material, and election
campaign or listens a story, one does
not leave the place where one
watches and listens. (X, )

Evaluation attribute A B A
/Tpoint scale candidate candidate B candidate
/average (Total)
4 or more
average 40% 34% 46%
not leave .
the place val.'lance
Weighted | 5 1 2% 327
average

[Table 6] @When one watches advertising and
promotional material, and election
campaign or listens a story, one is
not interested in anything else(X. )

Evaluation attribute A B A B
/Tpoint scale candidate | " o
Javerage (Total) candidate | candidate
. not 4 or more
Leres | verage 39% 35% 43%
ted in variance
anythi
ng | Weighted | 5 298 316
else average
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[Table 71 ® When one watches Ads and PR
publication, and election campaign
or listens a story, one is unaware of
the passing of time(Xs ).

Evaluation attribute A B
/Tpoint scale candidate |A candidate |B candidate
/average (Total)
. 4 or more
UNAWATE | verage 34% 30% 38%
of the .
Dassing variance
of time | veighted |y 7 2,64 290
average
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[Table 81 ® When one watches Ads and PR
publication, and election campaign
or listens a story, one does not want
to be disturbed(Xe)

Evaluation attribute A B A B
/Tpoint scale candidate | candida | candida
/average (Total) te te

ot 4 or more

want to average 40% 33% 47%
be variance

disturbe :
d Weighted | 51, 2,89 335

average
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c}.

[Table 91 @ When one watches advertising and
promotional material, and election
campaign or listens a story, one
keeps stepping forward(X7 ).

Evaluation attribute A B B
/Tpoint scale candidate |A candidate] candidate
/average (Total)
4 or more
keeps average 42% 38% 46%
stepping | variance
forward. i
Weighted |5 ) 290 314
average
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[Table 10] ® When one watches advertising and
promotional material, and election
campaign or listens a story, one
entirely focuses and listens carefully

(Xs )
Evaluation attribute A B A B
/Tpoint scale candidate | candida | candida
/average (Total) te te

entirely 4 or more
focuses average 41% 40% 42%

and variance

listens Weighted 206 289 303
carefully average
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[Table 11] Political Engagement Index(PEl) on
Political campaigns immersion for
A, B Candidates in The 18th The
18th presidential election

A %;&rﬁ;date A candidate B candidate

Evaluation | 4or 4 or 4 or

attribute | more . more . more .
/average | aver Yiﬁhz aver Zi//eerl%hatgs aver gz%hatgeg

-ege -age -age

(%) (%) (%)
X1 55 3.56 50 3.40 60 3.70
X2 40 3.04 42 343 47 3.28
X3 40 311 34 2.95 46 3.27
X4 39 3.07 35 2.98 43 3.16
X5 34 217 30 2.64 38 2.90

X6 40 312 33 2.89 47 3.35
X7 42 3.02 338 2.90 46 3.14
X8 41 2.96 40 2.89 42 3.03
Total 4138 | 2465 | 37775 | 2408 | 4613 | 2583
Y - 3.08 - 3.01 - 3.23
Y-1 - 2.08 - 2.01 - 2.23
PEI - 3467 - 33.50 - 3717
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