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Republic of the Philippines

Presidential Ascendancy Analysis Phase V

Period Ending April 5, 2010

National Sample Spread: 2,550 Respondents/2,550 Questionnaires

Services: 1.382 (54.2%); Industrial 787 (30.9%); Agriculture: 380 (14.9%)

Geographical Location: Luzon (57%); Mindanao (25%); Visayas (18%)

Economic Sectors: Services (54.2%); Industrial (30.9%); Agriculture (14.9%)

This National/Regional Tracking Poll on the leading contenders to the presidency in the Philippines is meant to 1) examine the top issues affecting the nation’s 51 million voters and 2) show who are leading the campaign in the run up to the May 10, 2010 elections. 

No part herein shall be construed as an endorsement for any candidate or political party. The annotations are based on field data, as gathered via questionnaire administered person-to-person (P2P) or home-to-home (H2H) by duly qualified enumerators of the Campaigns & Image Group.

All information and analysis herein are proprietary property of the Campaigns & Image Group and its research arm Tools & Strategy Philippines.

Objective

(Study whether top issues serve as decision motivation factors in presidential preference

(Measure the impact of TV and other campaign media in influencing who to vote for

(Explore how campaign machinery actions affect vote conversion across geographical locations, age brackets, and economic sector of electors

	Base – Registered Voters 100% 
(51-M nationwide)



	Candidate
	Media-Based
(Conventional)3 
Approaches
	Party Machinery 
(Non-Conventional)4
Activities
	Total

	
	TV Ads5
	Print
	Radio
	P2P*
	P2G*
	P2O*
	P2C*
	

	AQUINO
	25%
	20%
	15%
	3%
	3%
	4%
	3%
	73%

	ESTRADA
	20%
	10%
	10%
	2%
	–
	1%
	–
	43%

	GORDON
	15%
	10%
	10%
	2%
	2%
	1%
	1%
	41%

	TEODORO
	22%
	15%
	20%
	9%
	9%
	9%
	8%
	92%

	VILLANUEVA
	10%
	8%
	10%
	3%
	4%
	4%
	3%
	42%

	VILLAR
	25%
	20%
	15%
	7%
	7%
	7%
	7%
	88%

	Total
	
	
	
	
	
	
	
	


See Part 6 & 7 for details
Explanations

*P2P– person-to-person; P2G – person-to-group; P2C – person-to-communities;  

 P2O – person-to-organizations; 
 All decimals rounded off to nearest whole number

3All-item percentile score = 60%

4All-item percentile score = 40%

5AC Nielsen MGB (2009) Year-end Report

Among the presidential candidates, VILLAR placed the most number of TV ads between Nov. 1, 2009 and Jan. 31, 2010—buying 2,565 spots for $21.13 million (P950.86 million) in gross value. Discounts could not be independently confirmed.

Ruling party (administration) candidate GILBERT TEODORO JR. was a far second with $8.2 million (P368.77 million) for 1,153 spots.
BENIGNO AQUINO III came third with over $5.65 million (P254.14 million) for 520 spots, including half of the political ads placed by the AQUINO-ROXAS tandem.  

AQUINO arguably had more of the expensive primetime ad spots than Sen. RICHARD GORDON, who had twice AQUINO’S number of placements (1,136), but which were valued at $5.32 million (P238.67 million). 

Fifth placer in terms of TV ad value was Brother EDUARDO VILLANUEVA, with 464 spots valued at $1.98 million (worth P88.29 million). 
Former President JOSEPH ESTRADA was sixth place, with 281 ad placements valued at $1.87 million (P83.1 million).

Front-runner VILLAR maintains intensive TV advertising targeting audiences in the services, industrial, and agriculture sectors of the Philippine’s political economy. His campaign reflects the results of logistics (staff, transportation, communications, facilities, and operations management) on top of the $44.45 million (P2 billion) he has had spent so far to convey his messages, keep top-of-mind shares in the Filipino psyche, and explain his platform of government to people.
TEODORO has shifted his focus on the work of volunteer staff and is touching base with the campaign machinery of the pro-administration party. He has spent $6.11 million (P275 million) in February on TV advertising.
Compensating for his lack of volunteer staff and party-line support nationwide, AQUINO spent $16.5 million (P742 million) in TV advertising in February to deepen his penetration of voter segments following a dismal slip in his acceptability rating. .
ESTRADA has fielded a new series of TV ads for which he had spent $7.25 million (P326 million) and barnstorms vote-rich cities in the country.
Evangelist VILLANUEVA taps affiliate churches of the Jesus Is Lord evangelical movement to reach out to voters and explain his platform. 

GORDON uses his access to media as head of the Philippine Red Cross and campaigns selectively in vote-rich cities.
ANALYSIS

VILLAR posts 88% in CER for his effort and reach [across all sectors, age brackets and geographical locations]. This indicates the depth into which campaigning had penetrated or reach since February 9.
Although he’s not survey leader, TEODORO at 92% is rated high in campaign efficiency, but his mind share arising from media-based advertising runs very low. He had also low TV airtime presence in the last three weeks.  But his initiatives in the P2P, P2G, P2O, and P2C sections of the campaign had worked in recompense in addition to 12, 891 candidates indorsing him in 81 provinces nationwide.

Third place in campaign efficiency rating went to AQUINO, with a CER of 73%.

Conclusions

The differences between the results of this survey and that of Social Weather Stations and Pulse Asia stemmed from statistical samples that are obtained in the National Capital Region and used as a random base for nationwide analysis.

This national tracking poll has become the most reliable tool outsiders (foreign observers) use in understanding the sentiments, thoughts, and aspirations of the Filipino people as regards their choices of national and local officials. This tells exactly where a candidate posts gains or losses and describes the reason(s) for each rise or fall in preference ratings.

From the governance capability ratings (GCR), general acceptability ratings (GAR), and campaign efficiency ratings (CER) of the candidates our subscribers will see who are likely to win in the elections and comprise the country’s executive and legislative leadership after Mrs. Arroyo steps down in June 2010.

Hereunder are the rest of our findings:

(Voters hold issues around poverty alleviation, graft and corruption in government, balanced national growth, and domestic peace important to their lives. They indeed serve as decision motivation factors in voters’ presidential preference
(Voters fed up with promises are looking for candidates that could embody their aspirations and deliver reforms. No negative comments were raised against the pre-determined parameters on first-choice presidential preference
(Impact of TV and radio remains high; in fact, they’re highly effective but costly perception-shaping tools

(Other non-conventional campaign methods (including those that TEODORO used in colleges and universities) are effective but slow in getting results

1) Communication strategy, messaging, and choice of media (TV and radio) win heart and minds. This observation means that:

(Voter response is tied to issues they hold important in their lives

(Audiences relate themselves to the life and experience of candidates

(Candidate who presents a better platform gets higher preference

(The more ads aired, the deeper messages sink in

2) Organization (logistics) wins campaigns:

(Preferences change over time in the run up to balloting

(Creating and sustaining perceptions of being “winnable” are inadequate

(Vote conversion drivers hold the key to victory 

By far perceived to be popular and well-prepared presidential candidates in the nine-person field, the most likely winner could be anyone in VILLAR, AQUINO and TEODORO.
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