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Analysis of the Impact of votes on Political involvement,
Candidates attitude, Policy support and Voters variables in the
Engagement attributes Focus on the campaign of 18th Presidential

Election in 2012
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Abstract  This study carried out a survey targeting sample of 609 audience panel voters of 15 regions
including Seoul during the campaign period of Korean presidential election on December 19, 2012. It was
analyzed that how the attitude to the candidate, the support to the policy and the voters’variables affected the
vote-getting in the engagement attributes. The analysis shows that high participation of the engagement
attributes does not always mean that the political candidate is satisfactory at the political campaign. The fact
that high engagement attribute does not always affect the other attributes is interpreted that engagement
attributes do not have correlation at the political campaign. And the candidate should approach the voters more
carefully as there are differences among the engagement attributes in the attitude to the candidate and the
support to the policy. In the engagement attributes, voters show little difference according to gender, region,
income and marriage but show much difference according to age and education level. So it will be a principal
index in the future political campaign.
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(Table 1) Background of Voters

Item Classification Frequency Ratio

male 306 50.2
Gender femele 303 49.8
total 609 100
Age 20's 114 187
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30's 129 21.2
40's 156 256
50’s 138 22.7
over 60's 72 11.8
total 609 100.0
Seoul 150 24.6
Incheon 69 11.3
Busan 60 9.9
Daejeon 42 6.9
Daegu 33 5.4
Gwangju 18 30
Region Ulsan 9 15
Gyeonggi 102 16.7
Gangwon 15 25
Gyeongsang 30 49
Jeolla 24 39
Chungcheong 45 74
Jeju 12 20
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(Table 2) Difference of Engagement Attributes
(Interest, Immersion, Correlation, Satisfaction,
Participation) according to the level
of Political Involvement (One—way Analysis of

Variance)
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(Table 5) Difference of Support to Policy according
to the Engagement (high/low)
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