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CRIME/DRUGS: This week the House passed a Juvenile Justice bill. The legislation falls far 
short of the bill the President introduced in Boston. We released a Presidential statement 
criticizing the legislation for failing to address major parts of the juvenile crime problem. The 
radio address for this Saturday sends a strong message concerning kids and guns and where we 
believe the House bill came up short. I think the radio address will help us as the Senate begins to 
focus on this legislation. 

I also prepared a letter with Handgun Control to the President from Sarah and Jim Brady and 25 
parents who lost their children to accidental shootings. They will release the letter on Saturday 
immediately following the President's radio address. I have attached a copy of the letter. 

I worked this week on the Law Enforcement Memorial event the President will attend on 
Thursday. The speech will follow through on the President's request to announce the new Brady 
forms as well as outline the Administration's position on juvenile justice. 

The Justice and Treasury Department are preparing a number of reports for the President to 
release over the next two months. Among the reports will be:" Meth", Community Policing; 
Mandatory Drug Testing for Inmates, and the Youth Gun Tracking Report. 

TEGY: In our weekly Hill meeting I mentioned the need to develop an agenda for 1998 in 
coordination with the Senate and House Democrats. I think one of our bigger problems on selling 
the Budget to the Democrats is their inability to see an issue agenda for the 1998 elections. We 
owe our Democrats and this President a full agenda that draws clear lines between the parties. 

Bruce and I have talked about the tobacco tax and using it for the five million children and the six 
month unemployed insurance initiative. Regardless of the specific issues we develop, we must 
engage the Hill Democrats in a process that determines their future and shows our desire to help 
them. 

CAMPAIGN FINANCE: It is now clear that neither the Senate nor the House will pass any 
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This week the GOP began to face questions concerning their fundraising practices. Both ABC and 
CBS ran stories on the GOP foreign connection. The New York Tinies is planning on running an 
editorial on Monday or Sunday criticizing the GOP and calling on the Thompson Committee to 
subpoena Haley Barbor and the Policy Forum records. In short, we made a little progress.

BUDGET: Gene and I met with the Budget roll out working group on Thursday. We will meet 
twice a week to review our interagency coordination and communication strategy. This group will 
be the point group to implement the Budget groups communications efforts.

campaign finance reform legislation prior to July 4th. Therefore, I recommend the following steps 
be taken leading up to July 4th. 1) File the FEC petition on soft money in early June. 2) Announce 
the Free TV Commission members at a White House event. 3) Submit our new FEC 
commissioners.
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HANDGUN CONTROL

May 10, 1997

Dear Mr. President:

Sincerely,

Enclosure

*

Sarah Brady
Chair

The President
The White House
Washington, D. C. 20500

During its deliberations earlier this week on H.R. 3, the Juvenile Crime Control 
Act of 1997, the House leadership blocked a floor vote on your proposed child safety lock 
legislation. Like most Americans, I am deeply concerned about the failure of the House 
of Representatives to act on this vital public safety measure. Every day in America, five 
children and teenagers are shot to death in suicides and accidents. Many of these deaths 

are easily preventable.

Handgun Control, Inc., 1225 Eye Street, NW, Suite 1100, Washington, DC 20005 • (202)898-0792 • FAX (202) 371-9615
114 Sansome Street, Room 802, San Francisco, CA 94104 • (415) 433-3535 • FAX (415) 433-3357

10951 W. Pico Blvd., Suite 100, Los Angeles, CA 90064 • (310)446-0056 • FAX (310) 475-3147

No one knows this better than the parents who have already experienced a family 
tragedy. I am forwarding to you today a letter signed by 23 parents who have lost a child 
because a firearm was not properly stored. Like them, I strongly urge you to continue 
your efforts to pass this life-saving legislation.

ONE MILLION STRONG . . . working to 
keep handguns out of the wrong hands.



May 10, 1997

Dear Mr. President:

Very truly yours,

A loaded gun and an unsupervised child is a deadly combination. Every day in America, 
five children and teenagers are shot to death in suicides and accidents. Many of these deaths 
could be prevented by the responsible storage of firearms. But too many parents keep a loaded 
gun in the home or, even worse, a gun that is loaded and unlocked.

As parents who have lost children because of an improperly stored firearm, we are 
pleading with you to continue fighting for legislation which would require the sale of a child 

safety lock with every handgun sold in America.

Protecting our children from gun violence is everyone’s job. Parents who own a gun 
should keep it unloaded and locked with the ammunition stored separately. But gun dealers and 
manufacturers also have a responsibility. Every handgun sold in America should be sold with a 
safety lock or a lock box designed to prevent children and other unauthorized users from using 
the gun. Ten dollars is a small price to pay for saving a life or for stopping a child from carrying 

a gun to school.

The President
The White House
Washington, D. C. 20500

We know from personal experience that losing a child is an enormous personal tragedy, 
but failing to take action against the deadly epidemic of gun violence would be an even greater 
tragedy. Please, on behalf of families everywhere, don’t give up the fight for child safety lock 

legislation.

Sandra Stasenka
Fairfield, California

Karen Sullivan
Rochester, New Hampshire
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The President
The White House

Sally Welch
Baltimore, Maryland

Kay Anderson
Darlington, Indiana

David Whitt
Springfield, Virginia

Patty May
Fairfax, Virginia

Karen Papen
Toledo, Ohio

Gene Kaiser
Clarksville, Tennessee



The President 

The White House 

� 
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Finksburg, Maryland 
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Liverpool, New York 

Jim and Lynda Tarr 

Houston, Texas 
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Mr. and Mrs. Edward Tolzman, Jr. U 
Baltimore, Maryland 
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Deltona, Florida 
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The President
The White House

Tim and Patricia Williams 
Muncie, Indiana

Griffin Dix
Berkeley, California

Dianne G. Clements
Houston, Texas
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THE WHITE HOUSE 

WASHINGTON 

NOVEMBER 14, 1997 

INFORMATION 
\ I 

MEMORANDUM FOR THE PRE� 

'97Nov14 PH4:�

CC: Maria Echaveste, Assistant to the President and Director, Office .of Public Liaison 

FROM: Sylvia Matth�eputy Chief of Staff 
�Audrey Tayse Haynes, Deputy Assistant to the President and Director, Office for 

Women's Initiatives and Outreach 

SUBJECT: RESEARCH AND POLL RESULTS OF "NEW WOMEN VOTERS IN 1996 
AND BEYOND" 

I. SUMMARY
Attached are research and poll results conducted for the Women's Vote Project (a 
nonpartisan vote initiative of the Council of Presidents--a coalition of 110 national 
women's organizations) by Celinda Lake and Linda Divall. The results included focus 
groups in Denver and Atlanta and a survey of new women voters who voted in 1996, but 
not in 1992 or 1994, in five targeted states: Colorado, Georgia, Massachusetts, Missouri, 
and North Carolina. Also included in this infonnation is a report on the size of the gender 
gap by state based on CNN exit polling. 

IL DISCUSSION 
The infonnation is divided into sections: Research/Methodology/Summary; Messages; and 
CNN Gender Gap. Celinda Lake believes this is the first poll ever conducted of new

women voters, looking specifically at the process and messages to determine what 
triggered their participation. Ms. Lake and Ms. Irene Natividad, Chainnan of the 
Women's Vote Project, are available to answer further questions. 

ATTACHMENTS: 
as stated 



New Women Voters in 

1996 and Beyond

Presentation of findings from focus groups 
and a national survey 

Prepared for the Won,en's Vote Project 

Irene Natividad, Chair 

by 

Lake Sosin Snell Perry & Associates 

A·merican Tliewpoint 

September l 9 9 7 
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Research Methodology: Focus Groups
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incentive for their

Anieriean Vii’wpointIjike Sosin Stull Perry & Asfivijirs

Four focus groups were conducted on June 30 and July l} 1997. Participants were women 

who public records indicated had voted in 1996, but had not voted in either 1992 or 1994.

Focus groups are a form oj qualitative research that help us to understatid the "why" behind people's opinions. They are open-ended discussions 

which permit us to explore people’s thoughts and opinions at a much deeper level than srtrvey research allows. They are idea-generators, helping 

us to understand the language that people use to describe their own opinions. By making groups demographically homogeneous, we maximize 

respondents' willingness to be as candid as possible in discussing their views and perceptions.

Group I: Denver^ white women

Groups 2: Denver, Latina, women

Group 3: Atlanta, white women

Group 4: Atlanta, African American women

Each group included 8^ 10 participants, recruited at random and offered an 

participation, and was led by a professional moderator.



Research Methodology: Survey

coalition partners: Colorado, Georgia, Massachusetts, Missouri and North Carolina. An

Lakt Sos in Snell Perry &■ Assoiiifs
Anieriu.n Vinopoint

additional 50 interviews were conducted among African American women in the five states, and 

an additional 10 interviews were conducted among Latina women in Colorado and

Massachusetts.

620 interviews were conducted among women who did not vote in either 1992 or 1994, but 

who were registered to vote by October 1996. This sample included a base sample of 500 

divided in 100 interviews from each of five states in which the Women's Vote Project had 

The survey was conducted August 20 to August 28, 199 7. The margin f error for the full 

sample is +/'5.9 percent.
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I he goal of this project was to better understand both the obstacles and 
motivations facing new women voters in 1996.

With both focus groups and a national survey, we interviewed women in 
states who had not voted in either 1992 or 1994, but who ioined for 
rejoined) the electorate in 1996.

We found that three things were critical in bringing these women to the 
voting booth:

® Information — about the issues, about the candidates, and about the 

process.

® Relevance — a personal link between the elections and their own lives

• l ime — a process that made voting easy, requiring a minimum amount of 

time.
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Providing information is one of the most effective mnk -in 

more women to register and vote.
® Information on the candidates and issues: The bi^esr nrnkl 

said they faced in voting were getting enough information
the issues on the ballots, and about the candidates. Two-thirds said that 

getting a non-partisan voter guide in the mail, before election
make a difference in whether or not thev voted.

® Information on the process: One m five said that knowing how tn nep o 

voting machine was a problem in voting. inclnJina onp in thrpp wnmon 
who registered at a DMV

Because of the role of basic information about the oroce^. mohilivinrr 
women to vote the first time is different than mobilizing them to vote onre 
they have voted before. Voters worry about not having a sav: non-voterc 

worry about making a mistake.
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Messages that draw a connection between the political process and 
women’s lives — that is, their day to day concerns — are most effective in 
motivating these women to vote.

Issues that are close to home: References to children, to education, and 
to immediate economic issues, such as pay and health care, elicit the 

strongest response.
A personal link: Women in our focus groups described being motivated 
to vote when a change in their own lives - having a child, hnvina □ 
house, facing retirement — prompted them to make a link to the 
political process.

• Voting for others: Women respond more to messages asking them to 
vote for their children, families, and community than for themselves.
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Time
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In an environment where voters are cynical about the orobabilitv of 
election results changing anything, where they lack infnrmntmn ar»J 
where their lives are already busy and hectic, time is a significant 
obstacle to voting. Moreover, surveys show that women feel even 
shorter of time than men. Thus, many of the election dav reforms 
with the highest support from the women surveyed diminish the 
amount of time required to vote.

® Hours in the day: When time is scarce, the prospect of lontr lines 
at the polls is daunting. Extending election dav hours is one aood 
remedy to this.

® Voting by mail: The option to vote through the mail makes a Hr 
of sense to many women.
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Messages that Mobilize

UW" itUViWAWxWAlWilWtW.

Li'k/ Sosin Snrll Perry & 4.-;c. w‘« Aweriiiin I'lewpoint

Messages that draw on concerns about children are 
strongest -- particularly with younger women, women with 
children, and women of color.

Women respond to the issues of education and economic 
security. Explicit references to equal pay also boost 

responses.

Older women in particular respond to messages of 
personal responsibility.
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"Vote for children and economic security."
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Many women were motivated to vote by a personal 
life change that got them interested in politics.

11 didn’t vote before] because I was single and I didn’t have kids. And I was able to nav mv
rent, do my job. And I didn’t think the issues outside of my own world really affected me. 
But now that I am a mom and have all the other concerns and jobs and so, between being 
single and becoming a parent, I think, made a big difference to me. ("Denver, white] 

v' I hat was never a big impact on me — and especially being in the military where things are 
taken care of for you. And then you get out and you see there’s a whole new world out there 
as far as being able to be covered [by health insurance]... Its a big shock. ("Denver, white] 

What motivated you to vote?] My grandma... Well, she was just concerned about
Medicare... I wanted to put my vote in so that they would continue to get that. [Denver, 
white)

1 had absolutely no interest in it until I was 40 years old... When you are younger and vou are 
working, and you are between 20 and 35, you don’t think about retirement. As soon as it 

gets to you, you start to think about retirement. Then you become affected more bv nolitics. 
(Atlanta, white)
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Ill be 38 in a couple of months and I had never voted until this last presidential election. It 

was only because I just didn’t care. I didn’t have any interest in politics. I didn’t think anv of 
them were good, so why help put one in office? Then when I had my daughter, mv values 
changed. Different things became important to me. I wanted to contribute in some wav. 
That’s why I choose to vote. (Atlanta, white)

In four years I had a lot of major life changes - between a career change, getting married, 
having family. Those three alone prompted me to get off mv rear end and go do something. 
(Atlanta, white)

'Z I didnt in the past, but this year I was forced to because my son is in third grade, and... he did 
a project on how to become President of the United States, so I was forced to get involved. 
So I think it is good because the children are our future, so I think I haven’t in the past but 
now I will. (Atlanta, African American)

I didn’t take the time to do it. I just didn’t care. I didn’t pay attention. Things changed for 
me a lot after I had my daughter. I feel like that I have to do things for her. (Atlanta, African 
American)
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I. already felt like 1 had to vote because of my kids. (Denver, white )

v' I think it is important that you vote if you have children. (Denver. Latina)

t

I felt like I was doing something for myself and for my children. I wish I would 
have voted in the previous election. (Denver, Latina)

Get the women together and teach them the power of the vote. If you talk about 
issues that are very close to them like their children and the things that are going to 
happen to the children... it might motivate them to go out and vote more. (Atlanta, 
white)

v' I feel like I am empowered more just to vote for mv child... I look more toward mv 
daughter's future and what is best for her. That makes me feel good and I feel like I 
have all the power in the world. (Atlanta, African American)

Voting for their children was a frequent 
theme in the focus groups.

; v,..,. v... ,»
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’ Each message was asked of half the sample. The other half heard 

messages with slightly different language.

It is important for women to vote to make sure their 

issues are heard. For example, it is important for 

women to vote so that things important to our 
economic security, like equal pay, education, jobs and 

health care are priorities for elected officials*

The most important investment we can make in the 

future is in our children. We all need to vote to make 

sure our children are put first as we head into the 21st 

century.*

^■90%

O

W

Our children have a lot at stake in the outcome of 

elections. Elections affect the future of our schools, our 
job opportunities, and the availability of health care and 

child care. Women need to vote to stand up for 

children.*

In the survey, messages about children and economic 
issues are the most convincing reasons to vote.

Now, I am ^oin^ to read you some reasons people have given jor voting. Please tell me how convincing each is as a reason 

to vote — is it VERY convincing, SOMEWHAT convincing, NOT too convincing, or not AT AU. convincing'*

■. . ■ Somewhat
convincing L:.;.J convincing



to vote so that things important to our economic security, like equal pay, education, jobs and health care are priorities for elected officials?

No kids

50-64 year olds

Union household t 98%

Older married

-

Independents

I I I

Very
convincing

Liii’ Sosin Snell Firry &■ Aw.i. iis Ameriinn Viewpoint

* Split sample - half the sample heard the version of the 
message that includes "equal pay" as an example of an 
economic security issue and half heard a message that 
mentions only equal pay.

Somewhat
convincing L_

■?
I 
u
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Now, I am going to read you some reasons people haw given for voting. Please tell me bow convincing each is as a reason to vote - is it VERY convincing, SOMEWHAT convincing, 

NOE too convincing, or not AT ALL convincing': It is important for women to vote to make sure their issues are heard. For example, it is important for women

1

%

I

Equal pay gets a particularly strong response from women 

who live in union households, women without kids, and 

women nearing retirement age, as well as from Latinas.

Clinton voters t

Latina 1 ■ ■ >4%

^■1194%
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In the focus groups as well, economic security 

issues were prominent.

v' In terms of what government can do, I think they need to promote social policies 
that bring about education and economic welfare of everybody in this country. We 
ought to be able to achieve that. (Denver, white")

When you are younger and you are working, and vou are between 20 and 35 von 
don't think about retirement. As soon as it gets to you, you start to think about 

retirement. Then you become affected more by politics. (Atlanta, white)

v*’ hou ve got to think about what are you going to do when it comes time for vou to 
leave (your job-]. How are you going to save for vour retirement? How are 
going to exist if it is not there for you now? In order for people to make monev for 
your Social Security, you've got to have a decent salary. (Atlanta, African American')

/tniffiuwj tirupoin?



Percent who say this message is "very convincing"

All women a 61%

With children H 64%

52%

White 8 59%

71%
'erstons.

MM
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Without children |

Messages about children have the most power for women with 
children — and thus younger women — and for women of colon

jVow, I am going to read you some reasons people have given for voting. Please tell me how convincing each is as a reason 

to vote — is it I'l^l’ convincing; SOMEWHAT convincing, NOT too convincing, or not AT ALL convincing^

The most important 

investment we can make in 

the future is in our 

children. We all need to 

vote to make sure our 

children are put first as we 

head into the 21 st 

century?

_____________________________________

68%
’Halt rhe s.vnpk ht-ard a message saying; 

"we rtiJ" need to vote; hnif heard a 

message saying ’hvwnen" need to vote. 
I hese results combine tesyronscs to both

African American i~'y 
f™

Latina ~



children - and thus younger women - and for women of color.
MK

is as a reason

Percent who say this message is "very convincing"

61%All women -I

64%

52%

59%White

African American

message saying ’'women" need to vote.
71%Latina ~

American Viewpoint
IjtKe Sosin Snell Perry Cr Assodatis

These results combine responses to both 

versions.

“Halt rhe s.vnpic heard a message saying 
"we need to vote; half heard a

The most important 

investment we can make in 

the future is in our 

children. We all need to 

vote to make sure our 

children are put first as we 

head into the 21st 

century.*

■

______________________

_______________________________________________

jVow, I am going to read you some reasons 

to vote —

people have given for voting. Please tell me how convincing each

- ttil VERY convincing, SOMEWHAT convincing, NOT too convincing, or no! AT ALL convincing?

With children is

Without children

Messages about children have the most power for women with
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“I Somewhat
convincing convincing

Mentioning equal pay adds 10 points to those who find 

messape very convincing.

’ Split sample - half the sample heard 
the version of the message that 
includes "equal pay", as an example of 
an economic security issue and half 
heard a message that mentions only 
equal pay.

It. is important for women to vote to make sure 

their issues are heard. For example, it is 

important for women to vote so that things 

important to our economic security, like equal 

pay, education, jobs and health care arc 

priorities for elected officials.

It is important for women to vote to make sure 

their issues are heard. For example, it is 

important for women to vote so that things 

important to our economic security, like 

education, jobs and health care are priorities for 

elected officials.

security message even stronger.

1

Ably I am going to read you some reasons people have given for voting. Please tell me how convincing each is as a reason 

to vote — is it VERY convincing, SOMEWHATconviiving, NOT too convincing, or not A l ATI. convincing?*

Mentioning equal pay makes an economic

M | 88%
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I felt proud... I felt like I accomplished something. I took

towards making more decisions for myself and taking resnonsibili
for me. (Denver, white)

I was very proud of myself. (Atlanta, white')

I just felt my vote would make a difference... It was insr nerconJ

W«0>NWMH

Amerium Viewpoint

Voting made women in the focus groups feel 
proud and responsible.

a steo
irv

thing with me. I felt like I needed to go vote and so I did. (Atlanta. 
African American)

Lt>ke Sosin Snell Perry & Asswulrs

I felt I was taking some type of responsibility for whats Qoinc- nn. 
(Denver, Latina)



89%
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””(Very Somewhat
convincing L®3 convincing

Taking PERSONAL responsibility is more convincing than teachino

CHILDREN responsibility.

Amerium Viewpoint

* Split sample - half the sample 
heard the personal responsibility 

message and the other half heard 
the message about teaching children 
right from wrong.

We want our children to know right from 

wrong, to have confidence in their opinions, 

and to take responsibility for their actions. It 

is important for women to vote so that we set 
the right example for our children and teach 

then t responsibi 1 i ty.*

ii

These are values-oriented voters and a message about 

taking personal responsibility is also convincing.

nrteh

Voting is an important part of being an 

American citizen. It is important for women 

to vote because voting is a way to take 

personal responsibility for the direction of 

our lives and our country."

I

iVow, I am going to read yon some reasons people have given for voting. Please tell me how convincing each is as a reason 

to vote — is it convincing, SOMEWHAT convincing, NOT too convincing, or not AT ALL convincing^

Lake Sosin Snell Perry (r zlm intis

1



were

Percent very convincing:

58%

Take personal responsibility 79%

72%

55%

Teaeh children responsibility 57%

61%

I

M Under 50  50 to 64 H 65+

Lakf Sosin Snell Perry &• /Isr.-.. ’.•/.•i

* Split sample ■• half the sample 
heard the personal responsibility 
message and the other half heard 
the message about teaching children 
right from wrong.

Arneriiitn Viewpoint

Messages about "personal responsibility" 
particularly convincing to older women?



Messages that emphasize the role of women per se are also 
less powerful, but half fmd them "very convincing." 

Now, 1 11111 going to read you some rt11so1is people have givm fa-r voti11g. Please tell me l»w co11vi11d11.g e,uh is as a reason 
to votr -- is ii (1I:RY ronvi11ci11g, SOMEWHAT convincing, NOT too co11vi11cing, or 11ot AT AIL convil1(ing? 

11,erc is power in the vote. A number of elections 
are decided by fewer than 25 votes. In 1996, ten 
million mo1:e wc:,mcn than men voted, anJ it was 

women who dercrmi.nrd che our.come of the 
elections for president :ind Congre..,s. By voting, 

womm can imp:KL how elections are decided and 
the poli6es we have as a result."' 

\\!omen bring a uniquf perspective. \Ve kJ1ow 
first hand what marrcrs for children, families, and 

our comrnunit y, anJ voting is an imporurnt w3y to 
make sure elrcted officials pay :.itttntion LO our 

pcrspect ive. * 

0Each messag(' was ht•;:ir.d by half the s;irnpk. 

--
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Very 
convincing 

·. Somewhat
. convincing

85% 

Amtri,,m Vitwpoint
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budget and taxes are less powertul, 1acK111g u1L\.-J..10 ... '"' 
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though appealing overall. 

Now, l 11111 gt>11� It' rrad )'tlll s£t11u r,aso11.S peopk• &111t t_iwn for IJ()/11t1g. Pl.,as, u/1 me how ronvi11ci11g carh is ,is II rt,1s011 
to''"" -- is it J "FRi' {011\/illring, SOMEWHAT ((!11\llllfing, .vor /00 {Oll\/i11ri1�e. (If 1101 AT AlL (Olllli11ri11;!?

American f..1milies and society are 
dLstnregracing. V:ilues h::ive declined, vi1)lrnce 

LS 011 che ris,, and tht:re's no enJ in sight. 
\Vomm know this :md it's imporu1nt for 

rhem to vote so that reduong violence and 
incr�ing Siltetr for our children are 

priorities for our elected officials.# 

h is import:inc for womm t0 v0ce c0 make 
sme 1heir is.w€"s ..1re heard. For example, tt Le; 

1111portanc for women to vote so ch::1c 
balancing the budget ..1nd keeping 1axes ::ind 

government in check are pnorirics for elected 
ofiic,:ib. 0 

0 H:tlf oft.he sample lw:trd t.h.: values messag1' 
and h:ilf heard rhe messag,· rclat.ing rn fiscal i.ssu,·s. 

� Very_ . t.<i: Som�w�at 
� convmong ,\tf".@._., convmang 
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87% 
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Mentioning etjual pay adds 10 points to those who find

’ Split sample •• half xhe sample heard 
the version of the message that 
includes "equal pay" as an example of 
an economic security issue and half 
heard a message that mentions only 

equal pay.

It. is important for women to vote to make sure 

their issues are heard. For example, it is 

important for women to vote so that things 

important to our economic security, like equal 

pay, education, jobs and health care arc 

priorities for elected officials.

It is important for women to vote to make sure 

their issues are heard. For example, it is 

important for women to vote so that things 

important to our economic security, like 

education, jobs and health care are priorities for 

elected officials.

American Viewpoint
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Now, I am going to read you some reasons people have given for voting. Phase tell me how convincing each is as a reason 

to vote — is it VERY convincing, SOMEWHAT convincing, NOT too convincing, or not A l ALL convincing?*

Lake Sosin Snell Perry Lr As: ' tr>

Somewhat
convincing Mfia convincing

security message even stronger.
Mentioning equal pay makes an economic
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I was very proud of myself (Atlanta, white')

ww

Voting made women in the focus groups feel 
proud and responsible.

a steo 
in?

I felt proud... I felt like I accomplished something. I took 
towards making more decisions for myself and takina resnonsihili 
for me. (Denver, white')

I felt I was taking some type of responsibility for whats uoinu on. 
(Denver, Latina)

/j?fe A'osin Snell Ptrry & Asswules Ameriian Viewpoint

I just felt my vote would make a difference... It was msr nersnnJ 
thing with me. I felt like I needed to go vote and so I did. (Atlanta. 
African American)
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Voting is an important part of being an 

American citizen. It is important for women 

to vote because voting is a way to take 

personal responsibility for the direction of 

our lives and our country.’’

Taking PERSONAL responsibility is more convincing than teachino 

CHILDREN responsibility.

We want our children to know right from 

wrong, to have confidence in their opinions, 

and to take responsibility for their actions. It 

is important for women to vote so that we set 
the right example for our children and teach 

them responsibility.”

1
f
V

Ameriian Viewpoint
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These are values-oriented. voters and a message about 

taking personal responsibility is also convincing.

Now, I am ^oing to read you some reasons people have given for voting. Please tell me how convincing each is as a reason 

to vole — is it VERY convincing SOMEWHAT convincing, NOT too convincing, or not AT ALL convincing!3

I
I

* Split sample - half the sample 
heard the personal responsibility 
message and the other half heard 
the message about teaching children 

right from wrong.
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Percent very convincing:

58%

Take personal responsibility 79%

72%

55%

Teach children responsibility 57%

61%

H Under 50 O 50 to 64 H 65+

Aviericart VirwpointLah Sosirt Snell Peery &■ zlsr.«

* Split sample - half the sample 
heard the personal responsibility 
message and the other half heard 
the message about teaching children 

right from wrong.

Messages about "personal responsibility" 
particularly convincing to older women?



Messages about values and violence generally or about the 
budget and taxes are less powerful, lacking intensity, 
though appealing overall. 
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Now, I m11 gomg to rend you SIJ1llf -r,aso11s peop!t havr tiwn fur voting. Pl,as, trll me how co11vi11ci11g ,·ach is ,u n rt11so11 
to \10/f-- is it VER>' ronvi11ri11g, SOMfl.1-'l-lAT (()11\lincin.i:, .vor loo (OIIVi11d11,�. or 110/ AT ALL (OIIVi11(i11g? 

American families and !-ociery are 
chstn1egn1cing. V1lu� h::ive dcclineq, vi1)knce 

L'- on the ris,, and cht:re's no enJ in �aghc. 
\-Vomt>n know (his ::ind 1L's imp0nant for 

them co vole so that reducing violence and 
incrc;ising !-afety for our children ,m 

priorities frir our decrcd otfirials.,:r 

It i!- imporc:mc for womm co v0Ce t0 make 
sure their is!-UC-$ ;:ire heard. For example, 1t LS

import3nt for women tO vote so ch:n 
balancing che budget and kerping raxe$ and 

govcrnmcrn in check are pri0rirics for dec1ed 
offic1:1ls.-1> 

0 Half of the sample !ward th.: values messa&'<' 
and half he:ird the messagl' rclatini to fiscal issm·s. 

Very 
convincing 

Somewhat 
"'4 convincing 

87% 

87% 
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For Republican-leaning women, messages about children were 
somewhat more convincing than the taxes and budget message.* 

\Ve want our children co know nght from 
wrong. to h:1ve confidence m their opini()n.s. 

and co L,1ke responsibi1it}' for tiicir acriortc;. le is 
impoctam for women to vo1e so 1hat ,.,.e ser the 
eight ex,1mple for our children ,rnd reach them 

responsibility. 

The most important i11vcstmenr wr i.::m make in 
the fumre is in our children. \Ve al! need co 

vo1 e to make sure our children are put fo�t as 
we head into r.he 2 J st centurv. 

It is impori am for women tO vote t0 make SUIT 
their issues are heJrd. For example. it i.,; 

impor1;m1 for women to vote so tMt balancing 
the budget and keeping caxes and government 

in check are priorities for clecccJ officials. 

94% 

Amrrii:.n VitwpDi111 



Messages that emphasize the role of women per se are also 
less powerful, but half firld them "very convincing." 

Now, I am going lo rend yo11 some reasons ptCtple have givmjor wti11g. Pl,asr tell me l10w convinci,,g e,1ch is as a reason 
to vote -- is it r.✓1:Rl' ro11vinri11g, SOMEl-t'HAT r!l11\'i1ici11,t NOT too co11vinci11g, or not AI AIL convi11ri11g? 

There is power in the vote. A nurnber of electi.ons 
,U'€' decided bv fewer ch:m 2.5 votes. ln 1996, Len 
million mor:e women than men voted, and it was 

women wh<) detc.rminrd the out(omc of the 
elections for president :md Congress. By voting, 

womrn c-.:in imp:Kl how elt>ctions are decided ::ind 
the policies we have :is a result." 

\Vomcn bring a unique perspective. \Ve biow 
first hand what m:i11e.cs for children, families, a11d 

our community, and voting is an imporrnnt w:iy m 85% 
make sure cltt.:ted offu:i:ils pay :.mrncion to our 

pc.rspecrive. * 

0Earh message was hrard by h:ilf the sampk 

Very · Somewhat
convincing - convincing

1.11kt Sosin Snell Prrry (.?· ks,.•. i,,;,-s A111eri.-,m Vitwpoint 



In the focus groups, both Latina and African American women were 
comfortable talking about the importance of women voting. 

-

v If more women voted, n1.ore farnilv issues will be n1ore rPcncm1'lPrl. T 111 �r- ,-1,; nlr 

wornen bring out more feelings toward fanulv issue:.,. (DPnvPr l ,:,r�n'l\

v Women don't really get recognized as much a, mP.n ... Tl,p-rp\: nr. m'"'�"'""' � ..... ,...cc_­
Everybody is always men and there's women around f':VPrvt-h1nn rn.,.nno.- T ..... ;�� \ 

v [Talk to women and if you could touch them 1ust to show how 11-nnnrt:lnt i r- 1� rr.

vote for the future for your children. I t.hink if v011 ... r:m aPr th-rf\11crh tr. th Prn 'lhrn,r­

their children, you can get them to do that. (Atlanta.African American 1 

✓ Knowing that I. .. am empowered in this wav to 1nake a cl1ff PrPnrP ;n rnn l�+.., ,.. .... --l ----·· 

children's life. It's important and I think we need ro hf� rPrnan;'7Pii (f)pm,.,.� T "t-� "' " \

v [-fhere l was a time when women could not vote at aJJ. I .Pr rh Pm s.PP th�t now r'h::1r

th�y can do it, just get out there and be eaual with rhP mPn nr wh :ltPuo� f 6. .-1 ,.. ...... ,.. 
African American) 

L1kt Sosir; Snell I'crry [,,- kt<• .,;1.-1 

A.mcrii,m Vitwpoint
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Percent who say this message is "very convincing"

49%

49%

African American 54%

45%Latina

American ViewpointLake Sosin Snell ftrrv Or As::\ iat: •■
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jVoxv, I. am going to read you some reasons people have given for voting. Please tell me how convincing each is as a reason 

to vote -- is it I'.PRY convincing, SOMEIAT-IAT convincing, NOT too convincing, or not AT ALT convincing?

There is power in the vote. A number 

of elections are decided by fewer than 

25 votes. In 1996, ten million more 

women than men voted, and it was 

women who determined the outcome 

of the elections for president and 

Congress. By voting, women can 

impact how elections are decided and 

the policies we have as a result.

A majority of African American women say the 
message about women's power is very convincing.

•sc-.

AH

White

r
ii>c sample heard thu; message: halt 

heard a version wirhcnst the middle 
sentence. These resedts combine 

responses to both vasicw.
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American Viewpoint

rerhaps if the individuals who have very broken English sneak mosrlv 
Spanish, if they're drawn in to politics and voting, it might actuallv 
give them more incentive to learn English.

Latina women responded positively to 
materials in Spanish. 

I here are different populations that are more receptive to the Spanish 
and they would be regardless of how much rEndishl thev undersrand
1 hey’re just more receptive to the Spanish.

Ij/ke Sosin Snell Perry & A ■ ?r.i

My husband is from Mexico and we speak both languages in our 
house, and... my family all speaks English, but...thev feel more 
comfortable speaking Spanish.
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GIVE US THE FACTS AND WE’LL GIVE YOU OUR VOTES: 
AMERICAN WOMEN SAY LACK OF INFORMATION 

KEEPS THEM AWAY FROM THE POLLS

Washington, DC -- What if we called an election and no women came? Millions of American 

women are not turning out to vote, and many say it is because they lack time, information, and 

the belief that elections arc relevant to their lives. That is a key finding of New Women Voters,

1996 and Beyond, a report on new public opinion research that explores what motivated women 

to vote in 1996, the obstacles that prevent women from voting, and the specific issues that arc 

likely to motivate women to vote in the future.

“Women want more reliable, nonpartisan information about issues, candidates and the 

process,” Women’s Vote Project Chair Irene Natividad said. “Lack of information about 

candidates, referenda and ballot initiatives is the biggest obstacle to women’s voting. Women 

are more likely to vote on behalf of others than themselves; they respond most strongly to 

messages about their children, families and communities. Messages about kids, education and 

the economy resonate most strongly. And women need voting to fit more easily into their time­

strapped lives. Extending election day voting hours and allowing voting by mail would be 

powerful incentives for more women to vote.”

The research was conducted for the Women’s Vote Project by Cclinda Lake of Lake,

Sosin, Snell, Perry & Associates and Linda Divall of American Viewpoint. It included focus 

groups in Denver and Atlanta and a survey of new women voters — women who registered to 

vote in 1996 but not in 1992 or 1994 - in Colorado, Georgia, Massachusetts, Missouri and North 

Carolina. Among the findings:

New women voters are somewhat younger and less educated than women voters overall. 
Nearly two-thirds (61 percent) of new women voters are married, three in four (75 
percent) have children, 30 percent are college graduates, and 59 percent work outside the 
home.

CONTACT: Lisa Lederer
Gretchen Wright
Nancy Thompson 
202/371-1999

NEWS RELEASE
October 14,11997

1211 Connecticut Avenue, N.W. Suite 504 • Washington, D.C. 20036 
202/835-3875 • 202/466-6195 FAX

| THE DECIDING VOTE |
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Two in three women (63 percent) get most of their information on government and 
politics from television news, and 21 percent get most of their information from 
newspapers. Local television news is the source of most women’s information.

Nearly one in three women (29 percent) say they registered to vote at a town hall or 
courthouse, 18 percent at a school, and 16 percent at a Department of Motor Vehicles 
(DMV). Twenty-eight percent of Latina women, 16 percent of white women and 12 
percent of African American women registered at a DMV. More than half of women 
respondents (57 percent) made a special trip to register to vote.

Messages with direct relevance to women’s lives - such as those about children and 
economic issues - continue to have the most powerful resonance among women voters. 
Mentioning equal pay makes economic messages resonate even more with women. 
Messages about taking personal responsibility are also convincing, particularly to older 
women and women of color.

Non-voters are more pessimistic about the country’s direction than voters. Just one in 
four yvomen (24 percent) who say the country is going in the right direction did not vote 
in 1996, compared to half of women who say the country is on the wrong track (50 
percent).

Sixty-two percent of women who voted in 1996 remember receiving mail or a flyer on 
the importance of voting, and 43 percent remember receiving a phone call encouraging 
them to vote. In general, white women were more likely to be contacted than women of 
color, although African American women were more likely to discuss voting at church.

Sixty-nine percent of women surveyed said that getting a nonpartisan voter guide in the 
mail before election day would encourage people to vote. Fifty-three percent favor being 
able to vote by mail, and 48 percent want more information on when and where to vote.

Two in five women surveyed (39 percent) have difficulty getting enough information on 
ballot initiatives and referenda to know how to vote. One-third (33 percent) have trouble 
getting information on candidates. Twenty-four percent are deterred by long lines at the 
polish 22 percent have trouble finding time to vote; and 21 percent aren’t sure how to use 
a voting machine. For older women, knowing how to use a voting machine is nearly as 
big a problem as getting information. Women of color are more likely than white women 
to be concerned about long lines, lack of child care, and knowing where to go to vote.
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NOTE:

TOTAL F.04

Copies of A'ew Women Voters, 1996 and Beyond are available to media from 
Lisa Lederer, Gretchen Wright or Nancy Thompson at 202/371-1999.

The survey consisted of 620 interviews conducted August 20 to August 28, 1997. The 

base sample was 500 women — 100 each in Colorado, Georgia, Massachusetts, Missouri and 

North Carolina. Fifty additional interviews were conducted among African American women in 

the five states, and 70 additional interviews were conducted among Latina women in Colorado 

and Massachusetts. The margin of error is plus or minus 3.9 percent.

The nonpartisan Women’s Vote Project of the Council of Presidents is a coalition of 110 

national women’s organizations. In collaboration with corporate and media partners, the 

Women’s Vote Project conducted voter registration drives, voter outreach and get-out-the-vote 

efforts around the country in 1996. The Project targeted Arkansas, Colorado, Georgia, 

Kentucky, Massachusetts, Minnesota, Missouri, North Carolina, Pennsylvania, Tennessee and 

Texas for extensive outreach last year.

“We found that what motivates women to vote for the first time is different from what 

motivates women to return to the polls,” Natividad added. “Women voters worry about not 

having a say,: while non-voters worry about making a mistake. We have to address both sets of 

concerns in order to increase the women’s vote in the future.”

The Women’s Vote Project plans to share this information with its colleagues in the 

states, Natividad said, to support even more effective voter registration, outreach and turn-out in 

1998.



WHAT IS THE GENDER GAP?

Women Men

Clinton/Gore 54% 44%

Dole/Kemp 37% 44%

Point Difference 17 0

Total Point Spread Between Men and Women: 17 points 

National Gender Gap: 17 Points

The Gender Gap is defined as the point spread between how women voted for the major 
candidates versus how men voted.

NATIONAL GENDER GAP
1996 PRESIDENTIAL ELECTION

Dole/Kemp
Men
0

Clinton/Gore
Women

+ 17

ll omen’s Vote Project '96 is a nonpartisan voter outreach coalition of 110 national 
women's organizations. The Project is Chaired by Irene Natividad who also Chairs the 
National Commission on Working Women.



WOMEN'S VOTE PROJECT 1996

Gender Gap State %Women for Clinton %Women for Dole %Men for Clinton %Men for Dole

37 Massachusetts 67 23 49 42

35 53 37 37

34 56 34 38

33 Kentucky 57 40 37

32 Colorado 55 36 39

29 58 33 42

27 59 25 44
■ -

Michigan24 58 34 44

Oklahoma24 46 44 32

Washington24 59 32 44
1

South Dakota23 49 42 36 52

Wisconsin22 55 35 42 44

21 Arkansas 59 35 47 44

Source: Exit Poll Data as Posted on CNN All PoIitics/TTme Website page 1 of 3

Georgia

Missouri

New Hampshire

Maine

PRESIDENTIAL GENDER GAP - 1996 ELECTION
States ranked highest to lowest by
gender gap point spread

w

54

41
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50 A-

52 ■-M 
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WOMEN'S VOTE PROJECT 1996

%Men for Dole%Men for ClintonGender Gan State %Women for Clinton %Women for Dole

41 46Florida21 54 38

51 36Hawaii21 63 27

483821 Nevada 50 39

325421 Rhode Island 66 23

41 52North Carolina 4419 52

52Virginia 3919 49 43

444618 Louisiana 57 37

38 53Mississippi 4618 49

5151 2718 Utah 39

49Vermont 2718 58

California 4516 55 36

28Idaho 5016 39

315116 Kansas 40

53 3416 New York 2964

424316 Oregon 51 34

Alabama 37 5346 4814

50 40Illinois 3414 58

4841 3714 Montana 44

page 2 of3Source: Exit Poll Data as Posted on CNN All Politics/Tbne Website

I
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55

58

36

- 42



WOMEN'S VOTE PROJECT 1996

%Men for Dole -%Men for Clinton%Women for DoleynWomen for ClintonGwtderGttD

45453953New Mexico14
4150365813
4246385412
39493658Minnesota12
47314641AlaskaII
10807District of Columbia 8811
42463853II
5339484511
3846365511
3947385610
46464151Ohio10
49364642North Dakota9

414846South Carolina9

5035558
- 563050397

48394743Indiana5
47484551Tennessee5
404840Connecticut4 ’ 52

43444448Arizona3

50384935Wyoming2

page 3 of 3Source: Exit Poll Data as Posted on CNN AU Politics/Time Website

Pennsylvania

Texas

West Virginia

Delaware

New Jersey 

Nebraska
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