	The dissertation focuses on candidates' advertising strategies, specifically television ads, for low-information and high-information voters. I also examine the effects of television ads on vote choice. Because I am comparing high-information and low-information voters, the campaign strategies used to target Latinos versus non-Latinos in the U.S. present an ideal case study. Since Latinos have lower socioeconomic status than Anglos, candidates are able to target Latinos in a distinct manner by using Spanish-language television ads. This combination makes it possible to compare Spanish-language ads aimed toward low-information voters (Latinos) with English-language ads targeting high-information voters (Anglos). In the first part of the dissertation, I conducted a comparative analysis on the content of all Spanish-language and English-language ads that were broadcasted in the 2000 Presidential, Senate and House elections. I find that a larger proportion of English-language ads contain policy information than Spanish-language ads. I next examine candidates' advertising strategies by determining what factors a candidate uses in his decision to advertise to voters. I argue that a candidate's decision to advertise to Latinos and non-Latinos is a function of the political knowledge of voters. I find that House candidates are more likely to advertise non-policy ads to Latinos than policy ads, since candidates have little incentive to advertise policy-related ads. I then turn to the implications of these differing campaign strategies on Latino political behavior for the 2000 Presidential election. I hypothesize that Latinos with low education levels should be more susceptible to campaign ads than are more-educated Latinos, as a result of their low levels of political knowledge. I find that less educated Latinos are more influenced in their Presidential vote choice by the amount of ads they are exposed to than are Latinos with higher education levels. I find that non-policy ads have a greater effect on the vote choice of less-educated Latinos than do policy ads. I show that, consistent with the findings above, less educated Latinos do not behave as issue voters. A number of normative implications thus arise. Most notably, low-information Latinos are prevented from selecting candidates based on issues that affect their lives. 
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