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Slinging mud: the impact of attack ads in this year's local elections
CAMPAIGN RHETORIC POLARIZES 

POLITICAL CANDIDATES AND RESULTS
IN VOTER APATHY

By Omar Hamad 
Staff Writer

"You've lost me/' said Ty Buckner, Guilford's associate 
vice president for communications and marketing, as he 
hung up the phone after being called by a solicitor for a local 
campaign.

"I just wasn't going to allow myself to respond to this type 
of negative behavior," Buckner said in response to what he 
felt were campaigns driven by negative attacks.

As candidates scrambled to attract voter support leading 
up to this Tuesday's midterm elections, the airwaves were 
inundated with often inflammatory campaign ads. North 
Carolina was no exception.

The high stakes atmosphere of this year's elections, 
fueled by a 24-hour news media placing candidates under 
a microscope, led to a competitive political atmosphere. This 
intense environment meant that candidates would often do 
or say almost anything to get elected.

"It's gotten to a point where candidates can't escape the 
constant barrage of media coverage, and feel that they have 
no other way to win but to resort to negative campaigning," 
Buckner said.

Polarizing rhetoric is a dominant theme in campaigning.
A prominent example was the Senate race between 

Republican incumbent Richard Burr and Democrat Elaine 
Marshall. Richard Burr's ad "Marshall Tales," featured on 
his campaign website, shows Elaine Marshall sitting atop 
an "ivory tower in Raleigh" from which the ad states "she 
dreams of joining Harry Reid and Nancy Pelosi to solve 
America's Problems".

The ad then cuts to a scene showing Elaine Marshall 
saying, "Now is not the time to be cutting back (on federal
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spending)," which the ad uses to imply that Marshall will 
raise taxes.

Some of the dominant themes of this year's campaign 
ads were federal spending, the national health care bill, and 
the effectiveness of the president's economic stimulus plan. 
However, according to the National Journal, candidates often 
use "attack ads targeting some aspect of their opponents' 
personal life as a means of gaining the upper hand (in a race)."

"Candidates run these kinds of (attack) ads when they are 
behind in the polls and want to change the media narrative of 
their campaign," said Associate Professor of Political Science 
Kyle Dell.

Even low-level races such as those for the state legislature 
were fraught with mudslinging.

One report in the Greensboro News and Record discusses 
a mailer — a newsletter sent to voters in specific areas — 
sent out statewide by the North Carolina Republican Party 
attacking a bill called the Racial Justice Act. The mailer 
claimed the bill allowed some death-row inmates to walk 
out clean if they could prove that race played a role of their 
conviction.

A Democrat targeted by one of these ads. State 
Representative Hugh Holliman of Lexington, cried foul play 
when discovering one of these mailers that referred to him as 
a "criminal coddler."

"I can't stand here and let the state Republican Party say I 
am soft on crime, because it just isn't true," said Holliman in 
a statement to the News and Record.

This type of derogatory campaigning demonstrates just 
how far candidates will to go’to provoke voters' emotions 
and persuade them to get votes.

Simplification and reduction of issues also played a role in 
this year's campaign ads.

"If you believe 21 billion dollars (in national debt) is where 
we need to be ... vote for the incumbent (Alma Adams)," said 
Republican State House candidate Darin Thomas in one of 
his television ads.

These local ads appeared to be reflective of the national 
political climate which was influenced on the right by the Tea

Party's demands for smaller government and perception of 
democrats as de-railing the country.

According to the Washington Post in a recent analysis of 
the 2010 elections, "half of all voters describe the nation's 
economy as 'poor' and many feel out of sync with President 
Obama when it comes to the proper size of government."

Focusing on hot-button topics, such as religion or race was 
a strategy also used in some campaigns.

A commercial for Renee Ellmers, a Republican running 
against incumbent Bob Etheridge in Eastern North Carolina's 
2nd Congressional District, paints her opponent as "un- 
American" for not taking a stand on the construction of a 
mosque at Ground Zero.

The ad goes as far as comparing the mosque's construction 
to the construction of "victory mosques" constructed in 
lands conquered by Muslims. Although the issue of mosque
building is of low relevance to Eastern North Carolina, the 
leverage of such an emotional issue to provoke voter reaction 
is apparent.

Undoubtedly, these ads can sometimes be effective and 
sway voters towards one candidate or another in an election. 
The sweeping Republican victories in both Houses of 
Congress indicate the national mood of dissatisfaction of with 
incumbents, which Republican challengers took advantage of 
in their attacks on Democratic opponents.

However many more are apt to be turned off or become 
apathetic due to this type of campaigning.

"Time and time again, it is revealed that these ads typically 
don't succeed in getting candidates elected, but the long-shot 
that they may work is enough for candidates to use them 
anyways," Dell said.

Others were not as optimistic about the potential for 
the election cycle to break free from the reign of negative 
advertising.

"It would take a commitment from both parties to end 
the influence of negative campaigning on elections," said 
Buckner. "It has just evolved to a point where as long as this 
type of negative advertising is effective in winning elections 
politicians will continue to use it."

Guilford celebrates green 
intiatives with local vendors
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accomplishment."
Guilford's solar hot water initiative began in 

2007 when a 12-panel system was installed on 
Shore Hall. The college now has 200 solar pan
els on buildings across campus.

Research conducted by ELS Energy indicates 
that the project may be the nation's largest col
lege solar hot water installation to date, accord
ing to Frank Marshall, director of sales and mar
keting of ELS Energy.

"We usually have to convince institutions to 
adopt solar energy," said Daniel Steelman, sales 
and marketing assistant at ELS Energy during 
the event. "Guilford knew exactly what they 
wanted and the direction they were headed in."

Guilford is adopting other initiatives as well, 
such as an electronic waste disposal program 
and live energy metering where energy data 
can be displayed in real time.

"We're always excited to see colleges that are 
as excited about sustainability as we are," said 
President of TS Designs Erik Henry. "The fact 
that Guilford's president spoke lets me know 
that these events are important to the college."

An onslaught of heavy rain moved the event 
from Guilford's Community Park to the Alumni 
Gym; however musical performers and "green" 
vendors were still able to showcase their talents.

Performers included Southern Exposure 
Sustainable Stringband — an old time and

Americana four-piece that plays using a solar- 
powered sound system; The Tremors — a local 
rockabilly trio; and Upright and Breathin' — a 
bluegrass band from Boone, N.C.

FLS Energy, the company that managed the 
solar installations, had one of their staff mem
bers, Bobby the Plumber, performing at Solar- 
palooza as well.

Vendors from the Greensboro area included 
TS Designs, a sustainable t-shirt company that 
printed the shirts for Solarpalooza, and the 
Goat Lady Dairy, a family farm that specializes 
in Community-Supported Agriculture.

"Solarpalooza had a great festive atmosphere 
... punctuated by bits of thunder," said Daniel 
Woodham, farm manager of Goat Lady Dairy. 
"We didn't sell many vegetables, but that's be
side the point. In the coming years, I could see 
this sort of thing building a lot of momentum in 
the local sustainable economy."

According to Dees, "keeping it local" is key 
in maintaining a truly sustainable operation.

"Many of the vendors at Solarpalooza are 
the same farmers that supply our cafeteria with 
food," said Dees. "In order for an institution 
to be truly sustainable, it must support and in
teract with local businesses. Guilford is doing 
that."

"Solarpalooza was awesome," said senior 
Sasha Lipton Galbraith. "It was a special occa
sion to come together and celebrate the steps 
Guilford is taking towards sustainability."

What's Your 
Pleasure?

Join a conversation about creating 
sustainable community with diverse 

bodies, desires and sexual expression.

We invite the Guilford community to
fill out a card

as It relates to sexuality, shame, desires, 
and body image.

There are 5 boxes around campus for your cards: 
in Founders Lobby, The Greenleaf, Binford, Milner, 

and King Hall.

Cards will be on display 
in the Greenleaf from Nov 15-19th.

Join us on November 19th at 7pm 
In the Greenleaf

as Heather Hayton leads a discussion about 
Sexual Shame.

Coffee and refreshments provided.
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