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INTRODUCTION 

The San Diego Stadium Referendum: The History ana 
Background of the San Diego Padres and Their S~adiu::i 

A great deal of controversy surrounded San Diego's 

downtown renovation plans. The Mayor of San Diego, Susan 

Golding, was indicted by a grand jury for alleged misconduct 

regarding the city's involvement in Proposition C. The 

particulars of Proposition C (Prop C, ''C") will cause 26 

downtown blocks of the East Village to be renovated into new 

hotels, restaurants, shops, and a baseball-only stadium for 

the National League (N.L.) West San Diego Padres. The 

estimated cost for this project is $411 million, and the 

cost will be distributed between the city and other sources. 

The City will sell $225 million in bonds; the Padres 

guarantee $115 million in private sector funding; $50 

million will be generated through redevelopment funds; and 

the remaining $21 million will come from the San Diego 

Unified Port District (Special, 1998; LaVelle, 1998d, 1999). 

The Padres will solicit an additional $300-$400 million in 

private-sector funds to complete the redevelopment project. 

In total, this project will generate nearly three quarters 

of a billion dollars in redevelopment. 
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This paper explores the rhetorical use of fear acceals 

and Eurkean ideniiification in Tine campaign ro -'/in cuolic 

funding for the new stadium. Throughout this paper, I v/ili 

develop the argument that supporters of Proposition C 

attempted to have the citizens of San Diego identify the 

Padres as a integral piece of the puzzle that makes San 

Diego what it is. Further, the proponents of Prop C used 

fear appeals to urge the voting population to vote yes on 

Prop C. I will further argue that the fear argument, that 

the Padres would leave San Diego unless Prop C passed, 

depended on the citizens identifying with the Padres and the 

redevelopment of downtown. Specifically, how was Burke's 

notion of identification combined with fear appeals to 

influence the vote on Prop C, and what role in general does 

identification have in such fear appeals? I will later 

argue that identification was a necessary element in the 

fear appeal made by the proponents of Proposition C. 

Chapter I provides the background of the Padres' 

organization, the current owners, and the stadium. Chapter 

I also previews the argument that there is a theoretical 

link between identification and fear appeals. Chapter II 

details the arguments for and against the passing of ''C" 

based upon newspaper articles and a mailer sent with sample 

ballots (the Appendix) to each registered voter in San 
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Diego. Specifically, Cnaprer II ca^eiroricaily 

positions of both the friends ana foes of " C ' Tne me^nDO 

for this paper is generated through zvic theories: fear 

appeals and identification. Chapter III addresses tne 

relevant literature on identification and identifies an 

appropriate theory of fear appeals. This chapter also 

reviews the applicable literature on the chosen fear theory 

Finally, in this third chapter, I argue that in order for a 

fear appeal to be effective, identification between the 

rhetor and auditor must be established. 

Background 

Franchise History 

The history of the Padres organization is most easily 

traced through the 1998 ''San Diego's Padres" media guide 

(Geffner & Dever, 1998). At the owner's mieeting in Chicago 

May 27, 1968, San Diego was awarded a National League 

professional baseball team, the Padres. The owner at that 

time was C. Arnholt Smith. The Padres were slated to start 

play in the National League West on April 8, 1969. 

The Padres have demonstrated an ebb and flow of fan 

support over the last 10 years, as evidenced by their season 

ticket sales during this period. The sales peaked in 1990 

as the Padres sold more than 10,000 season tickets, and 
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bottomed OUT: an just aoove 5,000 in l-fu (Geffner s 

1998). Despite comparatively lev- season nioien holaer 

numbers for 1997, ranked 20 out of 30 teams, une fan suppor-

did sv;ell to over 2 mdllion for only the fourth time in tne 

organization's history. The year 1997 marked the first time 

in their history that the Padres drew more than 2 million 

spectators in back-to-back seasons (Geffner & Dever, 1998). 

From 1969-1997, the Padres attendance totaled 40,176,862. 

Although the greater San Diego area stretches from the 

border of Mexico north to Orange County and fromi the Pacific 

Ocean east to Julian, a substantial portion of the 

population are not native San Diegans. This m.ay explain the 

lack of solid fan support. 

Organizational Structure and Employees 

According to the 1998 media guide, there are 16 

different divisions within the Padres' organization and over 

145 employees within these divisions (see Geffner & Dever, 

1998). These numbers do not reflect on the field personnel 

such as the manager, the players, the coaches, the scouts, 

and the grounds-people. 



Owners 

Multi-millionaire and McDonald's founder, Ray Kroc, 

purchased the Padres fromi C. Arnholt Sm.i-h in 1974. Smitn 

owned the Padres from 1969-1974. Kroc's purchase kept the 

Padres in San Diego as a move of the franchise from San 

Diego to Washington, D.C, was imminent under Smith's 

ownership (Geffner & Dever, 1998). In 1984, Ray Kroc died 

just before the Padres competed in their first World Series, 

and his wife, Joan Kroc, stepped in as the owner and 

chairperson of the organization (Geffner & Dever, 1998). 

The Kroc family owned the Padres from 1974-1990. 

In April of 1992, Tom Werner and 14 other prominent 

business people signed a letter of intent to purchase the 

Padres from Joan Kroc. The Werner group owned the Padres 

from 1990-1994, selling the team in late December, 1994. 

The current owners, John Moores and Larry Lucchino, serve as 

the Chairperson of the board and President/CEO and board 

member respectively (Geffner & Dever, 1998; Hoover's, 2000). 

Current Owners 

John Moores and Larry Lucchino, current Padres owners, 

have very different pasts; however, both have played an 

instrumental role in increasing support for the baseball 

team. 



Moores made his fortune in computer softv/are (Eraun, 

19981) . Moving ''his heart and soul, not no mention nis 

entire family" to San Diego over a decade ago, Moores has 

established himself as a concerned citizen and 

philanthropist (Geffen & Dever, 1998, p. 14). Moores has 

enjoyed political success in San Diego with huge turnouts 

for fund-raisers (Braun, 19981). 

Moores has donated over $10 million for athletic 

improvements at San Diego Sate University. This money was 

used to build the Tony Gwynn baseball stadium, and he has 

promised money to help the San Diego State tennis team build 

new facilities (Diamos, 1998; Geffen & Dever, 1998). Moores 

gave 1.5 million dollars to the "San Diego Hall of Champions 

Sports Museum in Balboa Park," and has donated computers to 

a local high school (Geffen & Dever, 1998, p. 12). Moores 

is also credited with breathing life back into the symphony 

in San Diego with generous contributions (Scher, 1998). 

Larry Lucchino has a long history in baseball, 18 years 

(Geffen & Dever, 1998, p. 13) . He is credited v̂ ith 

generating the necessary support to build the new ballpark 

for the Baltimore Orioles-Oriole Park at Camden Yards-

during his tenure as the Orioles president and CEO from 

1988-1993 (Geffen & Dever, 1998). Lucchino has shepherded a 

new era in baseball with his commitment to "a traditional 



old-fashioned dov/nnown caseball par>: -rî n mcaern ameninies," 

and cinies v;hich have adopoea this moael nave seen success 

in brining more fans to the games (Geffen & Dever, 1998, p. 

13). Lucchino fulfilled three goals he established shortly 

after arriving v/ith the Padres: (1) punting a team, on nhe 

field worthy of fan support; (2) an aggressive m.arKeting 

plan which included plans to play gamies in Hawaii, Mexico 

and Japan. Further toward this goal, Lucchino miade 

improvements at Qualcomm stadium, including: (a) a warm 

friendly environment at the stadium; (b) displaying the 

pitch speed of every pitch on the scoreboard; (c) installing 

a "new JumboTron video board and rightfield scoreboard"; 

(d) "irregular dimensions" to the filed itself; (e) palm. 

trees were added to the stadium; (f) dugout seats were 

installed behind home plate and Coaches Boxes were added 

down the first and third baselines; and (g) "the ring of 

concrete which surrounds the stadium-'Padres Street'" was 

decorated and offered live entertainm.ent and eateries 

(Geffen & Dever, 1998, pp. 5, 6 & 13). 

Lucchino's third goal was a commitment to the 

community. With Moores, Lucchino has played an intricate 

role in boosting the im̂ age of the Padres. 

Moores, Lucchino and the Padres created several 

charitable organizations. The Padres Foundation is 
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responsible for funding nhe Paares Scnolars, a cr"'rr5-T. 'tni 

funds college scholarships for underrrii"i_eaea San Diegc 

young people. The group donated m.oney to tuild and/or 

revamp 60 baseball fields for little-leaguers in San Dieg 

and Mexico. In 1997, through the efforts of Moores, 

Lucchino, and the Padres, the "Cindy Matters Fund" was 

created to help fight children's cancer (Geffen & Dever, 

1998, p. 14). 

According to Geffen and Dever (1998), these civic 

minded acts translated into improved fan support. In 1996, 

attendance doubled and set club records for most crowds of 

40,000+ and 50,000+ as well as drawing more than 2 million 

fans in 1996 and 1997, the first time in team history 

(Geffen & Dever, 1998, p. 14). 

'1 

Stadium History 

Groundbreaking for the San Diego Stadium began on 

December 24, 1966, and the dedication ceremony commenced on 

August 30, 1967 (Geffen & Dever, 1998). The first game was 

played in the stadium on April 5, 1968-a exhibition game 

between the Cleveland Indians and San Francisco Giants 

(Geffen & Dever, 1998). 



The stadium was namea afcer scores writer Jac-. M'jrpny, 

May 27, 1997, a deaicanion ceremony v;. 

rename Jack Murphy Snadium no Qualcomm Snaai-

infusion of cash for renovanions (Geffen i Dever, 19ryd). 

The renovations made the stadium less conducive for 

baseball, bun a better venue for the NFL's San Diego 

Chargers. 

The Team 

The team has been a virtual roller coaster on the 

field. Since entering the league in 1969, nhe Padres have 

won three divisional titles (1984, 1996, and 1998) and tv/o 

National League titles (1984 and 1998). 

Despite a history of poor on field performances, the 

Padres have set several significant records. In 1995, the 

Padres tied the 1929 Chicago Cubs for most grand slams in a 

season (N.L. record), bashing 9 in one year. The increased 

run production may have been a contributing factor in the 

Padres winning the 1995 most improved team in the National 

League. The year 1996 saw the Padres and the New York Mets 

play a season series in Monterrey, Mexico. These were the 

first regular season games ever played outside the Unined 

States and Canada. Also in 1996, the Florida Marlins teamed 

against the Padres to play the longest 9-inning night game: 



four hours and ten minuzes. Fi.-.̂ liy, in l'.-'97, tne ?a::re.f 

set a "20^^ Century N.L. record for runs sccreo in an innl 

on Opening Day" v/ith 11 in tne bo^ncm of ehe sixnh inning 

(Geffen & Dever, 1998, p. 20). 

Setting the Stage 

The San Diego Padres have made great snrides in their 

30 year history (1969-1999). With uniform changes and the 

aforementioned changes in marketing strategies implemented 

by Lucchino, the Padres attempted to move from a franchise 

operating in the red, to a financially fit organization. 

However, the team continued to loose money, close to $50 

million from 1994-1997, despite the efforts by Lucchino and 

Moores (Staff, 1998; Freeman, 1999; LaVelle, 1998f). 

The market in San Diego is considered small relative to 

the other Major League Baseball (MLB) cities-ranked 26̂ "̂ ' out 

of 30 in television market size (Braun, 1998a; Freem.an, 

1999). Due to a lack of television revenue, other measures 

were needed to assure the Padres could financially afford to 

stay in a small market. Noted earlier, the fan support may 

be limited due to the influx of people from other cities and 

states. Many fans have stayed true to their own home team. 

In other words, people moving to San Diego from Chicago have 

maintained their loyalty to the Cubs-not coveting the local 
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Learn. Based upon a-iaiuauic increcises m '̂ -O-eL sales _:.̂  Ln-

Seatnle Mariners, Baltimore Orioles, ana :_eve-ana Inaians, 

the ansv/er seem.ed to be a new tasecail park nhan '.-roûd arav; 

m.ore fan support: (see Ferry, 1996). 

Professional sports franchises liavi^ been de-'j.andiny new 

stadiums over the last 10 years. New baseball only 

snadiums have been constructed in Cleveland, Baltimore, 

Arlington, Houston, Detroit and Seattle. Other cities v/irh 

plans Lo consLrucL new sLadiunis across the nation include 

Cincinnati, Pittsburgh, and Boston. ESFN noted nhat 26 of 

the 30 MLB teams are playing or will play in new or 

renovated stadiums (ESPN, 2000). 

These clLles have decided Lo spend counLless millions 

of dollars to appease the owners of their basebaj-1 

franchises. This massive flow of municipal funds is not an 

act of goodness from the respective and collective city 

hearts. ClLles in need of serious InfrasLrucLure 

renovations are spending tax dollars on lavish arenas for 

sports franchises. 

As scholars, we must ask how were the champions of such 

city expendlLures able Lo persuade Lheir consLlLuenLs Lo 

pass legislation costing the city millions of dollars? The 

research question driving this study is: Does 

identification between a rhetor and her intended audience 

-1 1 
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necessarily have to be present in crder for an acreai zo 

fear to be influential? Tnrough an analysis of tne 

Proposition "C" campaign as a case study, this question can 

be answered. 

A preliminary reading of the Proposition C newspaper 

coverage suggests an attempt to threaten the voters of San 

Diego with the departure of the Padres if a new stadium was 

not constructed. A deeper reading further suggests an 

attempt to identify the renovation project as a necessary 

evolutionary step in San Diego history. 

This essay argues that there is a necessary link 

between the use of fear appeals by the supporters of Prop C, 

as a mode of persuasion, and the Burkean notion of 

identification. Specifically, an examination of the public 

arguments (rhetoric) employed by the proponents of San 

Diego's Proposition C (e.g., the city of San Diego, the San 

Diego Padres, and other concerned parties) will provide a 

case study in the theoretical argument that there is a 

necessary link between the fear appeals used by this group 

and identification. This essay demonstrates that those 

supporting Prop "C" used two tactics to urge the voters of 

San Diego to pass Proposition C-fear appeals and 

identification. 

12 
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Through a case study of tne put lie argumen 

passing the San Diego referendum., I argue that 

reliance on identification by these specific appeals to fear 

(or threats). The literature on identification appears vol a 

of any theoretical arguments for the presence of 

identification as a precursor for effective fear appeals. 

Burke's (1969) contention that identification is 

essential for effective persuasion necessitates this study 

as it adds to the body of knowledge on persuasion. More 

importantly however, through this investigation we also add 

a new rhetorical use for Burkean identification. In other 

words, this case study will add to our knowledge and 

understanding of identification. 

Additionally, this study potentially adds to rhetorical 

theory. The research seems void of the argument that the 

fear appeals used by the supporters will only work in as 

much as the audience identifies with the rhetor. 

Conversely, the literature on fear appeals seems void with 

respects to identification. 

There are a few additional reasons this study is 

significant. First, this study may reveal a model for 

future sports franchises in search of public support. Next, 

through a tracing of the public arguments for Proposition C, 

political crusaders may find new devices or methods of 
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gaining support for various political enaeavors. Fina^xy, 

additional research on fear appeals and iaentification Is 

called for based on this analysis. 

I have personal interests vested with this project. I 

lived in the San Diego area for 17 years, and I consider San 

Diego my hometown. The redevelopment of the downtown area 

(Horton Plaza, the Convention Center, and the Gaslamp 

District) occurred when I lived in Southern California. The 

continued resurrection of this area is important to me as I 

think San Diego is the World's Finest City (as many San 

Diegans boast), and this project increases the appeal of an 

already magnificent city. Personally more imiportant than 

the revitalization of the downtown area, I am a win or lose 

Padres' fan, and my experience with the latter is 

significant! 
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CHAPTER II 

VOTE YES ON NOVEMBER THIRD VERS • — I <^'i 

Pubic Arqumients 

In a study of this nature, it is important to 

understand both sides of the debate. In order that we may 

better understand the issues surrounding "C," the follov/ing 

chapter will detail the various arguments offered by those 

in favor of and those opposed to the passage of Prop C. 

Reading the San Diego local newspaper articles from 

approximately May of 1998 through December of 1998, one can 

find significant insight into the cogent argumients generated 

by both supporters and detractors of the stadium referendum. 

It should be noted that the official position of The San 

Diego Union Tribune is a yes vote on Proposition C (Election 

1998a, 1998b, 1998c). It should further be noted that 

despite a vigorous search, no exit poll information could be 

found regarding Prop C. 

This chapter examines both sides of the issue as 

presented in the media-primariiy the print media; however, 

it is a logical assumption that these arguments also 

appeared on local news broadcasts and television 

advertisements. The various rationales offered by patrons 

of "C" are differentiated first. Following the affirmative 
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position, a categorizea revievj 

provided. 

Yes on November 3̂ ^ 

In the sample ballot (see the Appendix) maiiea to 

potential voters, the proponents of the downtown 

redevelopment/ballpark campaign also enclosed the arguments 

for an affirmative vote. There are four mtain argumients 

addressed in this mailer: (1) "Over $400 million in private 

investment can transform the Ballpark District from a tax 

drain into a tax gain for San Diego neighborhoods" (the 

Appendix); (2) "No new or increased taxes, no impact on 

existing city services or facilities" (the Appendix); (3) 

"Guarantees shift major risk from taxpayer to private 

investors" (the Appendix); and (4) "Affordable family 

entertainment, improved access, and a downtown of which we 

can be proud" (the Appendix). These arguments supplement 

the assertion that the current venue for baseball, Qualcomm 

Stadium, just does not work for the Padres for a variety of 

reasons, and the argument that this type of project has 

worked in other cities-why not here? 
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$4 00 Million Investment 

The supporters of "C" point to the financial gain 

reaped by the development of the Gaslamc District, Hortcn 

Plaza, and the Convention Center. Backers of "C" also 

suggest that the Ballpark District is the "final step" in 

the downtown facelift (the Appendix). Mark Rosentraub, 

associate dean of the Indiana University's School of Public 

and Environmental Affairs, comments that the Ballpark 

District "will help slow San Diego's suburban sprawl" with 

an infusion of cash badly needed in the Easy Village and 

downtown area (LaVelle, 1998g). Finally, supporters argue 

that the redevelopment of the East Village will create over 

6,000 jobs and produce "$1 million per year in new sales 

revenue" (the Appendix). 

As noted in Chapter I, the city will issue bonds in the 

amount of $225 million while the Padres will guarantee a 

$115 million investment. The City of San Diego will own 70% 

of the development while the Padres will own the remaining 

30% (Perry, 1998). This may provide additional revenue for 

the City for attractions in the stadium other than baseball. 

Additional funds will come from the Port District ($25 

million) and $50 million coming from redevelopment funding 

(Special, 1998; LaVelle, 1998b, 1998g; LaVelle, 1999). 
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Read my lips: No new taxes 

The proposal for redevelopment claim.s tnat no new taxes 

will be assessed to San Diegans in order to pay for the 

project. There is no mention in the print media of the 

possible tax increase to San Diegans if bonds were not the 

mode for generating the necessary money. Throughout the 

campaign, the City' s financial burden was to be paid mostly 

through taxes generated on hotel use. The San Diego County 

Taxpayers Association supports the city's contribution of 

$225 million for the project (Bauder, 1998a) , and Deloitte & 

Touche, a large accounting firm, claims that the project 

will "pump up the San Diego economy" through the multiplier 

effect (Bauder, 1998a). Proposition C clearly states that 

there will be no tax increase to fund the project (Braun, 

1998J). Instead, the revenue generated from the 

redevelopment project itself and tourist taxes, which will 

be garnered from the new hotels built in the Baseball 

District, will be used to help fund the city's portion of 

this project (the Appendix). In 1994, the city passed a 

one-half cent tourist tax which will also be used to offset 

the cost to the city. 
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Finally, the supporters claim tnat a 

projection of grov/th im.plies that there 1; 

available for central construction and eicisting ser-.̂ ice5 an̂  

facilities funded by taxes assessed to tourists. 

Limited city exposure 

In addition to no new city-wide taxes for San Diego 

residents. Proposition C guarantees major contributions from 

the Padres and private investors. The Padres are publicly 

committed to $115 million for the initial development of the 

area, nearly double the $68 million average by other Major 

League franchises (the Appendix; LaVelle, 1998g, 1998a; 

Braun, 1998a; Cushman, 1998). In addition, $300 million 

will come from private investors for development of hotels, 

shops and restaurants in the area (the Appendix; Special, 

1998; www.Padre5.com, 1999; LaVelle, 1999).' 

In conjunction with the pledged $115 million, the 

Padres are also responsible for any cost overruns in 

constructing the Ballpark (the Appendix). The amount of 

city investment for infrastructure and operating expenses is 

capped and limited, reducing further financial exposure by 

San Diego (the Appendix). 

Finally, "C" assures the Padres will remain in San 

Diego at least until the year 2024 (Perry, 1998; Canepa, 
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1998; Fish, 1996; Moran, Ir^^o} Diamos, 199o; Hermtso, -;̂;̂':; 

Cushman, 1998; LaVelle, 199bf, 1998h; Freeman, lr'9o). Inls 

guaranty provides the city witn further assurance tnat the 

initial capital investment by the City of San Diego v/iil be 

paid in full due to another 20+ years of income generated 

directly and indirectly by the Padres. The Padres' 

organization publicly commented that they are losing money, 

and without a new stadium, leaving San Diego seemed 

inevitable. Padres' owner Lucchino stated: "'the bottom line 

is, we can't make ends meet'" (Stetz, 1998, p. D-4). "The 

Padres contend they cannot survive economically at Qualcomm, 

under any conditions" (Braun, 1998k, p. B-1). The Padres 

reportedly have lost $50 million in a three year span, and 

"can't make a go of baseball in the football-friendly" 

Qualcomm stadium (Story, 1998, p. C-1). The "football-

friendly" argument will be fleshed out below in the section 

titled Bad Qualcomm, Bad. 

Convenience, entertainment, and civic pride 

To offset the fear of outrageous prices, the Padres 

have pledged to keep prices affordable (Braun, 1998f) . The 

Padres claim that comparable seats to those found at 

Qualcomm Stadium will be equally priced. Due to the 

construction of a baseball only arena-designed with an 
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eî cellent view from any seat-tne Paares claim tnat some 

seats will be more expensive; hovrever, the nev; sight-lines 

will allow for everyone to have a great view 

(www.Padres.com, 1999). 

Access is also a selling point of the new park. With 

close proximity to several major freeways and trolley lines, 

entering and exiting the new district will be easier than at 

the existing Qualcomm stadium (the Appendix). In addition 

to easier access, 14,000 parking places near the ballpark 

will further insure timely entry and exit from the area (the 

Appendix). 

The revitalized downtown area promises to eictend San 

Diego's beauty. New housing, office space, and restaurants-

approximately 1.2 million square feet-are planned for the 

area. The new construction extends the projects already 

completed in an attempt to beautify downtown (namely the 

Convention Center, Horton Plaza, and the Gaslamp District). 

Former city Councilperson, Scott Harvey, notes that the 

people of San Diego see the ballpark district as the final 

piece of the puzzle (Perry, 1998; LaVelle 1998h; Braun, 

1998k). 

The area will be resurrected from the dingy and 

disgusting area into something the citizenry of San Diego 

can be proud of (LaVelle, 1998g; Perry, 1998). Perry (1998) 
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notes that "by linking tne callpark to a reaevelopnent plan, 

officials have wedded it to one of San Diego's sources oi 

civic pride: the Lazarus-like return of downtown" (p. 3). 

Finally, Canepa (1998), long time sports writer for the San 

Diego Union Tribune^ suggests that the new callpark will be 

something to brag about bedsides "sunshine and the beaches 

and how lovely it is here" (p. D-1). A "tree lined avenue" 

will be constructed which will link famous Balboa Park to 

the San Diego Bay-making "the Ballpark District a catalyst 

for a great new downtown" (see the Appendix). Finally, the 

Ballpark District should reduce the amount of crime and drug 

trafficking as more productive people will flood the area 

(Braun, 1998f). Less crime and fewer drugs in the area are 

issues which surely will make San Diegans proud. 

Finally, the new Ballpark commits to be fan and family 

friendly. Charles Steinberg, the vice president of 

community relations for the Padres, states that because of 

the small corporate base in San Diego, they must rely on 

families for fan support (Braun, 1998c). 

It was estimated that by 2000, seating for major league 

baseball games league-wide, would be in the mid-40,000s in 

27 of the 30 major league stadiums (Stetz, 1998). These 

teams are playing in "new or renovated cozier ballparks" 

(Stetz, 1998, D-4). 
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A "Park at the Park" will be established for families 

to picnic during the game (Scher, 1996; Braun, 199oc; 

wwv/. Padres.com, 1999) , and fans v/ill be allowed to bring in 

their own food for the games-helping reduce the cost of a 

family outing to the game (Braun, 1998c). Approximately 

3,000 tickets will be sold at each game for open seating to 

take place in atop grassy knoll at the Ballpark. Further, 

several restaurants will be open to fans. This will provide 

a veritable cuisine for those fans not wanting to partake of 

the classic hot-dogs, peanuts, and crackerjacks typically 

offered (Braun, 1998c). Prices for concessions are also 

said to be affordable-and include accommodations for 

children and vegetarians (Braun, 1998c). 

Finally, Moores and the Summer Pops, San Diego 

Symphony, are to arrange for the Pops to play at the 3.5 

acre "Park at the Park" which expands their current venue at 

the Navy Pier (Scher, 1998). 

Bad Qualcomm, bad 

Qualcomm Stadium underwent a $78 million facelift a few 

years ago (LaVelle, 1998b; Perry, 1998). The changes were 

made in accordance with the aforementioned agreement between 

the city and the San Diego Chargers. These changes make 

Qualcomm a less favorable venue for baseball (Story, 1998; 
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Diamos, 1998; Hermoso, 199d; LaVelle, I'-n̂ cf). Tne expansion 

of the stadium has pushed tne fans rack away from, the fieia. 

This is important for football as players and coacnes on the 

sidelines often obstruct the view. Interestingly, only 

Minnesota Twins, Philadelphia Phillies, and San Diego Padres 

share a stadium with NFL teams (Stetz, 1998). 

Further, changes in the contract between the Padres and 

Qualcomm Stadium made it financially impossible for the 

Padres to survive at Qualcomm (Cushman, 1998). Michael 

Aguirre, a strong supporter of Prop C and foe of the 

Qualcomm expansion project, suggests that Qualcomm is 

overused as it hosts the San Diego State University Aztec 

football games. Charger games and the Padres (Braun, 1998g). 

Sharing the facilities between the San Diego State 

University (SDSU) Aztecs, the San Diego Chargers and the 

Padres has had financial consequences. Rick Bay, SDSU 

Athletic Director, notes that over a three year span, SDSU 

lost $850,000 and a televised football game due to schedule 

changes made to accommodate Padres' games (Bay, 1998). The 

Pares lost two scheduled home games due to Chargers' 

football games played on a Saturday. This cost the Padres 

over a million in revenue (Day, 1998). 

Lastly, an added sources of revenue for both the Padres 

and more importantly the City of San Diego, is the hosting 
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of the MLB Al^-Star game. San Diego was aaviseo- tnat 

v/ithout a new baseball only stadium, San Diego "stanas no 

chance" of hosting another mid-summer classic (LaVelle, 

1998f). 

If they can do it, why can't we 

Vfith new or renovated ballparks recently opening in 

Seattle, Detroit, Denver, Phoenix, Arlington, and Baltimore, 

the citizens have somewhere to look for potential costs and 

benefits. Phoenix boasts several economic benefits 

attributed to its new ballpark. A study completed for the 

Downtown Phoenix Partnership indicates that $319 million 

will be generated directly and indirectly by businesses and 

the ballpark in Phoenix (Schmidt, 1998). 

The economic benefit also reaches outside businesses in 

the area. By the hundreds-"sometimes thousands"-people 

flock to a nightclub near the ballpark on Friday and 

Saturday nights (Schmidt, 1998). Supporters draw 

comparisons to Phoenix because the Bank One Ballpark (BOB) 

in Arizona was built in the middle of downtown Phoenix and 

has similar attractions to the Gaslamp District of San Diego 

(Schmidt, 1998). 
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strike Three on C: The Opposition 

Althougn the no en "C" assemc_age was limitea on funiis 

and manpower, this group provided ample conflict agains" the 

supporters of Proposition C. This stance can be groupe:: 

into four general categories: (1) economic reasons; (2) 

personal/historical reasons; (3) no real threat reasons; (4) 

and other miscellaneous reasons. Most prolific in the 

reviewed newspaper articles is the economic ramifications of 

this project, but each category of argument has its merit. 

Economic 

The economic issues surrounding the proposed project 

seem to be the crux of the no position, and the economic 

reasons for a no vote can be further sub-grouped. 

First, ticket prices are sure to increase due to the capital 

e::penditures by the Padres organization as they have at 

other newly built parks (Braun, 1998c). Detractors then 

contend that the city can not afford to risk millions of 

dollars on projected new taxes generated from this project. 

The next economic issue raised by this group is the 

increased risk to the city's general fund and financial 

impact to the city's credit rating. Finally, necessary 

projects and services will be shelved or cut due to monies 

diverted into the Ballpark project. 
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Tickets. First, the group known as "Strih:e Tnree on J' 

(Eraun & LaVelle, 1998), those supportma a no vote on " C" , 

contend that the deal is simLilar to that made b'/ NFL San 

Diego Chargers, a $7 8 million expansion of Oualccrrat Staaium" 

(LaVelle, 19-*8g) . As a negotiating point for tne money, the 

Chargers were to keep ticket prices stable and keep tne team. 

from leaving San Diego; however, only two years following 

the renovations, ticket prices soared (Braun, 1998c). 

The Strike Three group suggest that Padres' tickets too 

will become high, rising as much as 30% with premium seating 

costing much more (Braun, 1998c). The typical Padre fan 

will not be able to afford the increase in ticket prices. 

The Padres have been criticized for guaranteeing prices 

for only the inaugural season in the new ballpark (Braun, 

1998c). Diane Dixon, co-chair of the Stop C coalition says 

"'this is a marketing tool you would expect to find in any 

business B heavy discounts up front to get the people to 

come in, with higher prices to follow'" (Braun, 1^98c, p. B-

1) . 

Projected tax revenue. The supporters of "C" have 

suggested that $700 million in tax revenue-over a 30 year 

span-will be gleaned from this project; however, detractors 

suggest that the city can not count on projected tax revenue 
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from hotel rooms not yet built (tne Appen'::i:t; Scecial, -̂v-:'b; 

LaVelle, 1998h). Further, the Strike group notes that tne 

city is already under a heavy debt burden, and the ruilaing 

of this project v/ould place it in furtner financial jeopardy 

(Bauder, 1998c). 

The "NO" assembly also believes that there is not an 

increase in tourist traffic due to a professional baseball 

team: "'A professional baseball team provides a debatable 

economic benefit to a community, and probably provides no 

net fiscal benefit'" (San Diego Taxpayers Association, 1998, 

as cited in the A.ppendix; Special, 1998, p. 23). 

Increased risk and future financial consequences. A 

report by the New York based Standard and Poor's Ratings 

Services (S&P) suggests that the newly incurred debt burden 

if "C" passes could raise San Diego's risk potential for 

future borrowing; it could lower the city's financial grade 

from an AA to an AA- (LaVelle, 1998a, 1998h). This drop 

could result in higher interest rates paid by the City for 

borrowed money. The August 28, 1998 report by S&P, a 

preliminary report, moved the financial stability from 

"'stable to negative'" (LaVelle, 1998a). Further, the 

General Fund will be placed at serious risk due to the $17+ 

million which will need to be generated from the TOT 

(Transient Occupancy Tax-a.k.a. hotel tax). The $17 million 
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will neeci to come from TOT on the nev/ nttels m tne Ta±loark 

District (LaVelle, 1998a, 19::̂ 8c) . 

Cutting of necessary funding. Program cuts are anotner 

concern for those opposing "C." University of San Diego 

Professor, Robert Simmons, suggests that there will be 

"'severe cuts in 180 programs'" (Bauier, 1998b). Don 

Bauder, sports writer for the San Diego Union Tribune 

suggests that cuts in "public safety, parks, open space, 

arts support and infrastructure" are possible with the 

passage of "C" (1998b). 

Further, supporters of a no vote suggest that tax money 

should be spent on "libraries, police, infrastructure and 

cultural activities" (the Appendix; Special, 1998). 

Personal/historical reasons: 
displaced village people 

Several business owners and residents of the East 

Village area, complained about being forced to move, and the 

Strike group is concerned about displaced homeless people in 

the area (Powell, 1998). This subgroup suggests that the 

massive redevelopment of this area may damage or destroy 

this increasingly positive environment (Powell, 1998). 

Further, residents and business owners in the East Village 

note that there is a positive feel to the area. 

29 



The proposed location for this ĉroject rests i: 

heart of an historic district of San Dieg' This grouo 

suggests that the building of tne ballparx will "gobble up 

valuable and historic dov/ntown" real-estate, ana it will 

create a traffic nightmare (the Appendix; Special, 19 98). 

Hell no they won't go 

The "NO" position contends that the Padres v/ill not 

leave San Diego as no Major League Baseball team has moved 

since 1972, and "they have nowhere to go" (the Appendix; 

Special, 1998). Also, this group contends that the Padres 

will not remain a competitive team unless player salaries 

can be contained. A new ballpark will not afford the Padres 

the ability to stay contenders. The "smart voters" of San 

Francisco, Birmingham, Toledo, Milwaukee, Pittsburgh, 

Minnesota, and North Carolina all voted no on city funded 

stadiums, suggesting that San Diego would be dumb for voting 

yes. 

Miscellaneous 

Finally, those contending this is a poor decision for 

San Diego suggest that since the San Francisco Giants 

privately funded their stadium-why can't the Padres, and why 

should taxpayers "be forced to subsidize multimillionaire 
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athletes an-a those sitting in tax deduct rat 

'luxury suites?'" (the Appendix; Special, irt-̂ o) 
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CHAir'Tt-K 1 1 1 

THE METHOD: COMBINING FEAR APPEALS 

ArlD BURKEAN I DENT IFI CAT I On 

Generative Analysis 

The research question posed above necessitates an 

examination of the artifacts from a theoretical perspective 

(e.g., the perspective of threats and identification). Foss 

(1996) suggests that rhetorical criticism grounded in theory 

is generative in nature. A method grounded in theory is 

different from other methods as other methods may use a 

critical technique already established (e.g. Cluster 

Criticism, Burke's Pentad, etc.). The method for this study 

is derived from two different theories which will be 

combined to create, or generate, a new method of critique. 

This generative approach to rhetorical criticism is adopted 

here. 

Rationale 

There seems to be a logical and intrinsic connection 

between fear appeals and Burke's identification. If a 

public does not identify with the rhetor's threatened 

consequences, it would seem the threat would inevitably 

fail. Identification has been studied as a rhetorical or 
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cersuas ive device; howevei, atritne L t n fc: 1 fc; .t) e d. r'. -. i i C'! i 

identifIcaLlon nor fear appeals nas linried zti^s^ ZZQ 

constructs together to demionstrate an effective rhetorical 

message. This paper v/ili establish that fear appeals depend 

on identification. 

Justifying a Burkean Analysis 

Nichols (1952) dubbed Burke "the miost profoun.i student 

of rhetoric now writing in America" (p.144). Burke's works 

have had profound impacts in anthropology, sociology, 

political science (Gusfield, 1989), rhetorical theory, 

psychology, and literary criticism (Blankenship, Murphy, & 

Rosenwasser, 1974). Foss (1996) argues that a " comibination 

of Burkean tools will produce the greatest insight into a 

rhetorical artifact," but the use of one Burkean "notion or 

method produces useful knowledge about an artifact" (p. 63) 

Identification 

Burke (1969) suggests that a new rhetoric is emerging, 

and the key concept in this new rhetoric is identification. 

Several authors argue that identification is the foundation 

of all Burkean rhetorical theory (Condit, 1992; Heath, 1984; 

Cheney, 1983a). Blankenship et al. (1974) define 

identification as the strategy to accomplish social union bv 
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subjugating divisivent:S.i m order to functio; ^ L: t: L ci L -

Key to this study is Burke's ideas on the use ci r. •^L ^'^ . 

Burke (1969) argues that rhetoric is Aristotei m 'ZZ^ m f 

persuasion), and that it is the use of language by a rhetor 

to change attitudes or behaviors of the auditors. 

It is important to note here that BurKe aistinguisned 

three dimensions of identification (1973). Burke (1973) 

suggests the first level of identification is that which 

"establishes rapport" between the rhetor an the audience (p-

268). Burke considers this type of identification "closest 

to downright persuasion" (1973, p. 268). The second level 

Burke (1973) discusses is "identification by antithesis" (p. 

268). Here Burke (1973) contends that identification can be 

made between rhetor and audience by a joining of forces 

against a common foe. Burke (1973) cites "temporary 

alliances" during war as an example. Finally, Burke (1973) 

suggests that identification can occur through "inaccuracy" 

(p. 269). Burke (1973) argues that people often make 

identifications based upon faulty assumptions that A and B 

are consubstantial based upon the use of "we" (P. 272). 

Burke (1973) suggests that there is not necessarily a union 

between a nation and a citizen of that nation, but often we 

mistake there to be a union based upon the term we. 
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For the purposes of this study, Burte's (1'~'73) iirst 

division of identiiication is most appiopriate. The 

supporters of Prop C used Burkean identification in order to 

develop rapport with the voters of San Dieao. This form of 

1 -• _ 1 

iQenLi-Licauion is Liie esLdoJ-isnmient of corroTion ground. 

Burke (1969) notes that rhetoric persuades through 

linking a rhetor's cause with the need's of the audience. 

Attitudes, beliefs and behaviors can be changed by an 

audience identifying with the causes and the interests of a 

speaker (Byyrave, 1993). Wright (1994) contends that 

identification works by finding common ground with the 

audience. 

1 I 1 r\ z' r> \ 
BULKit: ^x9o9j presUppOaes t h d t s o c i e t y i.^ i id tu rc i r ry 

-. - -J --

esLfangeu, ana rueLoric is Lne means oy wnrcn we orruye unis 

fissure. As noted above, rhetoric is the tool for 

identifying the needs of the audience through speech, but 

Burke (1969) also believes that rhetoric functions as the 

implantation of hierarchical social forms. Therefore, 

rhetoric acts as the mechanism to develop the persuasive 

device. In other words, Burke contends that identification 

is a necessary precursor to somie other rhetorical device. 

Burke (1969) seems to imply that rhetoric helps create 

social reality. 
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Smith (1998) argues thdt nuike e::pa;:aed or eX' 

j _ _ j _ n _ / 

firiSLOLie' s concept, oi eunos witn laenLlilCaCiOn. criii-LLn 

implies that Burke's theory of identification (and division) 

are based on Sigmund Freud'' s suggestions about egos-the self 

and ego are one in the samie. Burke recognizes that 

_i _' .' _n , . ._ 1 „, 

inaiviauais externalize uneir ego-iaeais by laenLiiying wiun 

the ego of others. In other words, people project an image 

onto others whomi they admire. Burke asserts that 

"identification is based on these psychological ties" 

(Smith, 1998, p. 322) . 

Identification also serves as the basis of human 

interaction. Carter (1996), Cheney (1983b), and Holland 

(1959) note that identification develops one's concept of 

society. The use of symbols in order to cause action on the 

part of an audience is identification (Burke, 1969). "You 

persuade a man (woman) only insofar as you can taif: his 

(her) language by speech, gesture, tonality, order, image, 

attitude, idea, identifying your ways with his (hers)" 

(Burke, 1969, p. 55) . 

Consubstantiation is the basic term of identification 

(Rosenfield, 1969). Burke (1969) claims that once an 

audience identifies with a speaker, they are 

consubstantiated. "To identify A with B is to make A 

'consubstantial' with B" (Burke, 1969, p. 21). Burke 
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explicitly claims that v/hen we are consuostantial with 

another, we "have commion sensations, concepts, images, 

ideas, (and) attitudes" (1969, p. 21). 

Identification does not m.ean oneness. Humans are 

separate entities (Burke, 1969). We can identify with 

others, but can not actually feel, think, or believe the 

same as another. Burke (1969) believes that identification 

confronts "the implications of division" (p. 22). Division 

or disassociation seems to be a fundamental aspect of 

Burke's theory of rhetoric. The motive behind rhetoric is 

found in division (Burke, 1969). Burke claims that v/ithout 

division, there would be no need for rhetoric nor a need to 

"proclaim unity" by the rhetor (1969, p. 22). Rhetoric can 

be the means by which we unify against a foe or dissolve 

division between ourselves and others. 

An interesting aspect of Burke's identification is the 

unconscious effects it can have. According to Burke's 

theory of identification, persuasion does not have to be a 

conscious effort. Foss, Foss and Trapp (1991) assert that 

identification "includes the possibility of unconscious 

persuasion" (p.176), because we may not be conscious of the 

affiliations we make. Burke (1966) also notes that people 

may be persuaded unconsciously through identification. 
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Burke (1957) notes the implicit linr: oetv/een 

identification and persuasion: 

one's material and mental ways of placing oneself as a 
person in groups and m.ovements; one's v/ays of sharing 
vicariously in the role of leader or spokesman; 
formation and change of allegiance. . .the m:.aes of 
initiation and purification that are involved in the 
response to allegiance and change of allegiance, (p. 
195) 

Bygrave (1993) suggests that Burke's identification is 

not limited to individuals, but can be connected with groups 

as well: 

Identification can be exemplified by the strategic 
alliances between groups whose interest are opposed in 
order to gain particular ends, but it can also be 
exemplified locally by a speaker or writer's claims to 
be like his or her audience in some respect, in order 
that they might come to '̂ identify' furthering their 
interests with furthering his or hers (p. 6). 

The only way an audience is persuaded to act or believe 

in a manner congruent with the rhetor's wishes is through 

identification (Day, 1960). 

Fear 

Communication scholars have focused on a great many 

variables, with respect to persuasive messages (Sussman, 

1973). Infante, Rancer and Womack (1997) note that fear 

appeals are among the leading four variables studied in 

persuasion. Jepson and Chaiken (1990) make a necessary 

distinction between chronic fear and acute fear. Chronic 
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fear naturally occurs and revolves arcuna a ttoic (sU'-:n as 

death) . Acute fear is message producea or m:anicuiated. For 

the purposes of this study, acute fear will be studied. 

The literature on fear appeals suggests six theoretical 

models: (1) the drive-reduction model; (2) the resistance 

model; (3) the curvilinear model; (4) the parallel response 

model; (5) the protection-motivation model; and (6) the 

threat control model. 

Pushing them over the edge: 
The drive-reduction model 

Janis and Feshbach (1953) and Hovland, Janis and Kelley 

(1953) conducted some of the earliest research on fear 

appeals. Janis and Feshbach (1953) noted that "implicit in 

use of fear appeals is the assumption that when an emotional 

tension is aroused, the audience will become more highly 

motivated to accept the reassuring beliefs or the 

recommendations advocated by the communicator" (p,78). 

The research by Janis and Feshbach (1953) supports the use 

of fear appeals as a mode of persuasion. In other words, 

Janis and Feshbach (1953) found that appealing to fear was 

more persuasive than not. 
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Interestingly, the results from̂  Janis an:: Fesnoacn (I.-'SJ) 

indicate that a low level of fear is center tnan a fierce 

emotional appeal. 

Hovland et al. (1953) provided the basic framev/ork or 

theoretical model for the typical fear appeal (Keller, 

1999) . Hovland et al. (1953) suggest a drive-reduction 

model in which: (1) the appeal is strong enough, it 

motivates a response; and (2) any behavior or cognitive 

change which reduces the fear is innately reassuring. The 

first premise of this research suggests that a fear appeal 

must be strong enough to motivate a change, and the second 

premise suggests that a fear appeal should also contain the 

desired behavioral or cognitive change desired (Hovland et 

al., 1953). The second premise also suggests that when the 

desired action is suggested, it should be viewed favorably 

by the audience reaction (Keller, 1999). 

The drive explanation discussed by Leventhal (1970) and 

expanded by Sutton (1982) suggests that persuasive messages 

are effectual based upon how much fear they produce in the 

audience. Boster and Mongeau (1984) note that the amount of 

fear actually experienced by the audience and the level 

desired by the rhetor may differ; however, it is suggested 

the relationship between the desired effect and the actual 

effect are positively related (Boster & Mongeau, 1984). 
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This explanation suggests that nign fear aoceals are r:-:re 

persuasive than low level of fear based upon tne airect 

correlation between the desired effect and actual effect. 

In other words, as the level of fear increases, the audience 

is more driven to reduce the fear. 

The magnetic field: The resistance model 

Miller (1963) suggests that low level of fear are more 

persuasive based upon resistance model of fear appeals. 

Miller (1963) suggests that high levels of fear appeal will 

cause the audience to "ignore, minimize, or deny the 

importance of the threat" (Janis, 1967, p. 293). In other 

words, a high fear appeal will act as like poles of a magnet 

and cause the audience to repel the suggested action. Just 

as the drive-reduction model suggests, the resistance model 

suggests a causal relationship between fear appeals and 

action. Similarly, the resistance model assumes a positive 

relationship between the appeal and the audience's reaction 

or affective consequences (see Hovland et al., 1953; Miller, 

1967). 

The core difference between the drive model and the 

resistance model is that the drive model suggests that as 

fear increases, the audience is more likely to conform to 

the suggested behavioral, affective, or attitude change. 
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The resistance model suggests that as fear increases, 

audience will be less likely to adopt tnese cnanges. 

/ 

It's U: The curvilinear model 

Janis (1967) and Janis and Leventhal (1968) suggest 

that the relationship between fear appeals and the 

audience's perceived level of fear is positive just as the 

two previous models suggest; however, Janis (1967) and Janis 

and Leventhal (1968) suggest that the perceived level of 

fear by the audience and the changes in behaviors, attitudes 

and cognitions has a curvilinear relationship. In other 

words, as the amount of fear experienced by the audience 

increases, the outcomes for change also increase-up to a 

certain point. Once the fear level reaches a maximum, the , 

chances for positive outcome begins to decrease. The 

research here is not clear on where that magical point of no 

return exists as "content, situational, and dispositional 

factors" are variables which affect the outcomes of 

persuasive messages (Janis & Leventhal, 1968, p. 1056). 

Higbee (1970) added to the curvilinear model by 

suggesting that there are two facets of fear appeals which 

must be considered under this model: (1) the severity of the 

threat; and (2) the probability that the consequences will 

occur without the suggested change. Higbee (1970) further 
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suggests that these two variables are negatively rela" 

This derivative of the curvilinear hvpotnesis si ioests a. 

inverted U curvilinear relationship between the e::periencea 

fear and potential for intended actions; however, Leventnal 

(1970) and Beck and Davis (1978) found that hign-fear 

appeals were more effective in persuading an audience to 

change their attitudes or behaviors. 

Not a four-way stop: The parallel model 

Leventhal (1970, 1971) suggests that there are two 

processes affected by fear appeals. First, the audience can 

react by attempting to control the fear. The fear control 

aspect of this model suggests that the audience will react 

internally to the anxiety experienced and neglect the actual 

appeal. The fear control response "interferes with the 

acceptance" of the recommended changes (Boster & Mongeau, 

1984, p. 335). 

Leventhal (1970, 1971) argues that if an audience does 

not respond to fear appeals with fear control, they will 

process the information through danger control. When an 

audience is motivated through danger control, they will look 

externally for answers to reduce the threat. 

Leventhal (1970, 1971) argues that when a danger 

control response is generated, there is a positive 
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relationship between the level of perceive:;, fear at a tne 

desired outcomes; however, if a fear ccntroi response is 

generated, the relationship is inversely related. i_eventha. 

(1970) notes that through the parallel model, we can assume 

a positive relationship between fear appeals and persuasion 

Karate: The protection motivation model 

Rogers'(1975) protection model suggests there are three 

components to a fear appeal: (1) the "magnitude of 

noxiousness of the depicted event"; (2) the probability 

that the consequences will be suffered unless no change is 

made; and 3) the "availability and effectiveness" of a 

change that would dispose of or reduce the possible 

consequences (Rogers, 1975, p. 97). 

Rogers (1975) argues that the level of the fear appeal, 

the efficacy of the appeal, and the probability that the 

threat can be reduced, all combine to motivate an audience 

to protect themselves from the consequences of the threat. 

The level of perceived need for protection by the audience 

is directly correlated to the amount of change the audience 

will endure. If any of the necessary links are not present 

(noxiousness, efficacy, and probability), there is no 

protection motivation (Boster & Mongeau, 1984). 
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Nothing to fear but fear itself: 
The threat control model 

Beck and Frankel (1981) note that the amount of 

perceived fear is not the important factor in fear appeals. 

Rather, Beck and Frankel (1981) argue that the audience must 

be confronted with an appeal they believe they can control. 

This model suggests that two processes are ignited in an 

audience with fear appeals: (1) response efficacy, and (2) 

personal efficacy. 

Response efficacy refers to the effectiveness of the 

recommended action against the perceived threat-is there 

solvency for the problem. Personal efficacy refers to the 

audience's perceived ability to perform the necessary 

change. Beck and Frankel (1981) suggest that both personal 

and response efficacy are combined to give the audience some 

amount of perceived threat control. As efficacy increase, 

personal or response, the level of perceived threat control 

also increases. A higher level of perceived control by the 

audience will produce more positive outcomes. In other 

words, as control increases, the audience is more likely to 

conform with the recommended changes. 

Although more current research is available on fear 

appeals, there seems to be little added to the foundation of 

theoretical knowledge outlined above. The research reviewed 
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suggests that the six models or explanations orierea 

substantially cover the theoretical perspectives used by 

scholars of fear appeals. 

The high-low fear appeal: 

Which is miost effective? 

The literature on fear appeals provides no consensus on 

which type of fear appeal is most effective. Given the 

research above, we can glean that depending on the model one 

wishes to employ, the level of fear becomes a factor. 

Further, a careful reading of the results from Boster and 

Mongeau (1984) suggests that situational factors such as age 

of the audience and rhetor, perceived credibility of the 

rhetor, level of anxiety interaction, and volunteer/non-

volunteer respondents. Boster and Mongeau (1984) do assert 

that there is little variance based upon topic with respect 

to the fear manipulation-attitude correlation. In other 

words, the topic of the fear appeal has no statistically 

significant impact on the effectiveness of fear appeals. I 

would caution that there are obvious exceptions to this when 

taken to the extreme. 

Fear criterion 

Through their meta-analysis on fear appeals, Boster and 

Mongeau (1984) suggest four criteria which must be met to 
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result in an effective fear appeal. First, tney su:rgest 

that the audience miust be vulnerable to the threat. Ne::t, 

Boster and Mongeau (1984) suggest that if tne audience is 

susceptible to the fear, they must take action to lessen the 

vulnerability. The third step according to Boster and 

Mongeau (1984) is if the audience is to reduce the 

vulnerability, they must take the proposed action. Finally, 

the audience should recognize that the attitude or behavior 

suggested by the rhetor will reduce the vulnerability. 

In summary. Petty and Cacioppo (1981) suggest that fear 

appeals are especially successful persuasive tactics when 

the following three criteria are met: 

(a) the message provides strong arguments for the 
possibility of the recipient suffering some extremely 
negative consequence; (b) the arguments explain that 
these negative consequences are very likely if the 
recommendations are not excepted; and (c) it provides 
strong assurances that adoption of the recommendations 
effectively eliminates these negative consequences, (p. 
73) . 

The research is clear: fear appeals are an effective 

means by which one can cause a change in attitude or 

behavior in another. The level of fear necessary is 

debatable, but the use of threats is efficacious; however, I 

argue that without the audience identifying with the 

consequences of noncompliant behavior, or not identifying 

with the cause advocated by a rhetor, the persuasive attempt 

fails. For example, the argument that cigarette smoking 
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causes lung cancer is ineffectual on non-smiÔ '':er5-unle3S tne 

threat contains a link between secona-hana smorie ana lung 

cancer. Non-smokers do not identify v/ith this tnreat as 

they do not smoke; however, if the message identifies 

second-hand smoke as a cause of cancer, the m.essage may be 

effective. Would a deaf person heed the warning about the 

adverse consequences of concert level noise? 

The four criteria set forth by Boster and Mongeau 

(1984) will be used as the measuring device for fear appeals 

used in the Proposition C rhetoric. The use of fear appeals 

must meet the criteria in order to qualify as a viable use 

of threats in the public sphere. This too is the method by 

which this analysis will be done-generative in nature. 

The use of fear appeals, implicit or explicit have been 

demonstrated to be effective; however, without the audience 

identifying with the issue, the consequence, or the rhetor, 

the effort is for naught. 

Method 

The data used for the analysis of this thesis will 

consist of articles from The San Diego Union-Tribune and the 

Padres web-site as these provide an understanding of the 

arguments for the approval of Prop C. The time frame spans 
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June 1996 through November 1998. Tne m.ajority or tne aata 

spans from May 1998 to Novemb)er 1998 as tnis is v/nere most 

of the arguments are discussed most often. 

The method I will use in the analysis section of this 

paper (Chapter IV) will be in four stages. First, I will 

gather the available public data on the Proposition C 

campaign. With this data, I will identify what the data 

suggests are the main ideas or contentions of the referendum 

campaign. A majority of this step was accomplished in 

Chapter II; however, a more in depth reporting of the fear 

appeals used will be provided. 

The use of identifying the public with the plan by the 

supporters of "C" will be reviewed and developed as the 

second stage of the method. The data will be reviewed for 

instances or arguments made by the supporters which would 

foster identification between the voters and the referendum. 

The third step of the method will involve a review of 

pertinent data with respect to the four stage fear appeal 

criteria established earlier in this chapter. This stage of 

the method will demonstrate how fear appeals were used, 

intentionally or unintentionally, by the supporters of "C." 

In the final stage of the method, I will argue that, 

deliberately or not, the champions of the stadium 

referendum fostered identification through various avenues, 
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and thus linked the proposal with San Diego. It is onl', 

because the voters identified with the proposal tnat tne 

fear appeals had an impact on the voting behavior of the 

citizens of San Diego. 

It should be noted here that those issues which were 

used as identification strategies by the supporters of Prop 

C, are those v/hich explicit link the Padres and Prop C with 

the voting citizens of San Diego. 
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CHAPTER IV 

PUTTING THE PIECES TOGETHER: M^ALiSIS OF THE ARTIF.ASTS 

Extra, Extra, Read All About It 

This thesis examines newspaper articles, predomiinantly 

the local San Diego newspaper, covering Proposition C and 

the Padres web-site. First, the web-site dedicated to the 

new stadium will be reviewed and analyzed for instances of 

any identifying strategies. 

Next, articles which appeared in several newspapers 

around the country discussing Prop C and the Padres will be 

reviewed to demonstrate that the supporters of Prop C 

wanted the voters to identify with the completion of a 

long-term redevelopment project. This chapter will suggest 

that the Padres' winning ways created a bandwagon effect 

which actually aided in the identification process between 

San Diegans and the Padres. 

After establishing that the prop-C camp used 

identification tactics, a review of the fear messages will 

be examined using the four-step criteria outlined in 

Chapter III. The final section of this chapter will 

discuss how identification and fear appeals were used 

together to impact the voters of San Diego. 
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Identification 

Several web-sites were examined for eviaence of 

Burke's first level of identification. Recall from above 

that a rhetor attempts to have his/her audience identify 

with his/her issues, beliefs, or the rhetor herself. The 

supporters of Proposition C make several attempts to 

persuade the citizens of San Diego to both identify with 

the Padres and the city of San Diego. Further, the patrons 

attempted to establish identification between the Padres 

and San Diego. 

America's Finest City: 
Identifying with Civic Pride 

The web page dedicated to the new ballpark was the 

first artifact examined. The first image to appear is a 

banner at the top which pictures a San Diego Padre, an 

overhead shot of a Padre crowd at Qualcomm Stadium 

(formally Jack Murphy Stadium), a crystal blue cresting 

wave, and a picturesque view of the San Diego Bay and 

skyline. These images are immediately recognizable to any 

San Diegan-these are images of what San Diegans take pride 

in: a beautiful city skyline and the beautiful beaches. 
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By combining iconic images of San Diego v/ith images of 

the Padres, the Padres are claiming that they are as m.uch a 

part of San Diego as the beaches and skyscape. Tne Padres 

are attempting to cause the public to identify the Padres 

as an inherent element of San Diego. 

Within the text of this page, the observer will also 

notice allusions to other San Diego boastful locales. For 

example, there is mention of the San Diego Bay, Coronado, 

and the mountain range which surrounds the city. With a 

further review of the text, one will notice that the new 

facility will be "unique... one that can only be found in 

San Diego" (www.padres.com, 1999). This suggestion by the 

proponents of Prop C (specifically the Padres) again is 

that the Padres are another piece of the puzzle which makes 

San Diego what it is. By linking this project to the civic 

pride of San Diego, they have attempted to get the voters 

to identify the Padres as another source of civic pride. 

Next, the web page suggests that the new Ballpark 

itself will be an icon of pride and beauty just as San 

Diego is the pride and beauty of California (remember that 

San Diegans still claim to live in "America's Finest 

City"). For example, "...arcades will recall the simple 

beauty of the Spanish Missions with a palm court, jacaranda 
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trees, and water walls..." (wv/v/. cadres. com, lr̂ r̂ 9), ana 

"this intimate downtown Ballpark will be recognizee for its 

beauty, unique character and lusn garden feel" 

(www.padres.com, 1999). The Padres have painted the 

Ballpark as the second coming of Eden. Just as San Diegans 

are proud of their missions, bays, islands, and mountains, 

so too will they be proud of A Ballpark for San Diego. 

Again, the supporters attempted to cause an identifying 

link between this project and the city by preying on the 

city's civic pride. 

Finally, the name of this new stadium is crucial to 

the identification between this project and the voting 

members of the society. The organization could have 

mirrored the new Texas Ranger's stadium by calling it The 

Ballpark at San Diego. Another alternative may have been 

the Ballpark in San Diego, or they could have decided on 

the San Diego Ballpark, or just the Ballpark; however, "A 

Ballpark for San Diego" evokes a feeling of ownership. The 

park and the downtown renovations will be built for the 

people of San Diego, and therefore the citizenry will 

identify in something done for them. Also, the residents 

of San Diego are lead to believe, through the name, that 

the ballpark will become a part of San Diego just as the 
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Coronado bridge was built for the people. This furthers 

the identification argument by appealing to tne voters 

sense of ownership in their city. 

There's No Place Like Home: 
Identifying Prop C with Redevelopm^ent 

The defenders of Prop C also used identification by 

arguing for a better San Diego. The once dingy and 

disgusting downtown area has been resurrected through the 

building of the San Diego Convention Center and Horton 

Plaza (a massive, multilevel, outdoor mall). Cleaning up 

the Gaslamp district has significantly added to this 

process. An area which was once economically depressed has 

been revitalized through these projects. The continued 

work in this area to entice visitors seems important to 

nearly every San Diegan (Braun, 1998c). The passing of 

Prop C helps complete an ongoing effort started decades 

ago. 

The redevelopment argument seems to be the strongest 

argument for the passing of Prop C. Not only does it seem 

to appear in nearly every article about the project, but it 

seems to reach the most people. That is, the redevelopment 

of downtown has an impact on more people than any other 
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argument. Braun (1998b) suggests that the proposition is 

"buoyed by its promise to accelerate urban renewal" in tne 

downtown area (p. A-1) . Over 80% of those polled 

considered the "redevelopment of downtown an important 

goal" with only 13% noting that redevelopment was not 

important (Braun, 1998b, p. A-1). The first television 

advertisement regarding Prop C aired on September 28, 1998, 

and there was no mention of the ballpark in the ad-the 

focus was on the redevelopment of downtown (Braun, 1998e). 

As noted before, San Diegans take great pride in the 

treasures of San Diego (i.e., the zoo. Sea World, the 

beaches, etc.). Perry (1998) notes that "by linking the 

ballpark to a redevelopment plan, officials have wedded it 

to one of San Diego's sources of civic pride: the Lazarus

like return of downtown" (p. 3). 

San Diego has experienced a tremendous rebirth of the 

downtown district through growth and development of the 

Gaslamp District and the construction of the San Diego 

Convention Center. Former city Councilperson Scott Harvey 

notes that the people of San Diego see the ballpark 

district as the final piece of the puzzle (Perry, 1998; 

Special, 1998). Mayor Golding suggests that with the 

redevelopment of downtown, San Diego will have the "chance 
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to make this the best downtown in the countr\'" (LaVelle, 

1998h, p. A-1). 

By appealing to the pride of San Diegans, the 

proponents of Prop C have implicitly argued that the 

renovated 26 city blocks are something else for which San 

Diegans can be proud. Canepa (1998) suggests that the new 

ballpark will be something to brag about bedsides "sunshine 

and the beaches and how lovely it is here" (p. D-1). 

Canepa (1998) goes on to say: "it (the stadium) will be as 

much a part of us as, well, the fish taco" (p. D-1). 

Clearly these writers argue that selling Prop C as the 

continued redevelopment of downtown links the proposition 

with San Diego. 

Just Win Baby: Jumping on the Bandwagon 

Some may contend that Prop C may have passed solely 

because the Padres won the National League pennant and 

played in the World Series in 1998. This bandwagon effect 

certainly was a factor in the overwhelming support Prop C 

enjoyed at the voting booths. People jumping on the 

bandwagon is evidenced by the increase in ticket sales for 

1998 (see Chapter I), and Fish (1998) suggests that "the 

Padres couldn't have gotten hotter at a more opportune 
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time" (p. 15E) . Padres' outfielder (nov/ form.er outfielder) 

Greg Vaughn on winning and Prop C: "'It's going to helo if 

we keep winning, of course. Everybody recognizes that. Vie 

want it, yeah. Hopefully, if we play well it'll happen'" 

(Fish, 1998, p. 15E). County Supervisor Ron Rooerts links 

the winning of 1998 with the fervor of 1984. Roberts notes 

that when the Padres won the National League in 1984, the 

city was "fused" together and the city enjoyed a "wonderful 

spirit" (Moran, 1998, p. A-1). Roberts goes on to argue 

that a similar wave of enthusiasm enveloped San Diego in 

1998: "'people feel like they're part of the city all of a 

sudden'" (Moran, 1998, p. A-1). 

The Padre fever was so intense that some argued if the 

Padres won the pennant. Prop C would pass on the November 

ballot (Braun, 1998d). Others cynically suggested that the 

Padres' owners may have orchestrated winning the National 

League to coincide with the November elections (Braun, 

1998d). The owners claimed that no one has that kind of 

ability, but they also admit that winning "has been 

absolutely wonderful" (Braun, 1998d, p. A-1). 

The bandwagon jumpers presumably began to identify 

with the Padres due to their winning ways. As with all 

major sports franchises, winning breeds fans. There are 
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exceptions to- this of course, but usually the relationsnip 

is inverse. In other words, win or lose, the PacKers, 

Redskins and Cubs always seem to enjoy phenomenal fan 

support. The bandwagon argument supports identification 

between the fans and the team. 

The proponents of Prop C intentionally or 

unintentionally used tactics which tend to identify the 

Padres and the voting measure with San Diego. Appealing to 

the pride of San Diegans, selling the m.easure as a plan of 

redevelopment, and the rare winning ways of the Padres, 

each facilitates Burke's first level of identification as 

the audience begins to hold the Padres as an integral icon 

of the city. Professional sports teams "give cities an 

identity, which is why so many cities without an identity 

want them" (Canepa, 1998, p. D-1). Without the Packers, 

who would even know Green Bay Wisconsin exists? 

Fear Appeals 

Now that use of identification has been established 

between the pro-C group and the voters, how did the 

supporters use fear appeals to impact the vote? 

After spending several hours reading through the 

newspaper articles leading up to the November 3, 1998, vote 
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on Proposition C, a dominant them.e cleverly v/eaves its viav 

through the arguments for a yes vote. Tnat is, if we oo 

not get a new stadium, we are leaving. Somie of these 

arguments are explicit and some are implicit, but the 

thread of threat is prominent. 

First, I will detail the various fear appeals as found 

in the local San Diego newspaper. This will establish that 

the threat of the Padres leaving San Diego was a viable and 

legitimate threat made directly by the Padres as well as 

the supporters of Prop C. Next, I will discuss how each of 

the four criteria established in Chapter III were met. 

We're packing up and leaving town: 
The various threats 

There were two types of threats made regarding the 

Padres leaving San Diego. The first threats were explicit 

and open. The second type of appeal to fear was more 

subtle and implicit. 

As noted above, John Moores has clearly stated that a 

new ballpark is necessary for the financial survival of the 

Padres. Regarding the financial burden. Perry (1998) 

states that the "heavy inference (that San Diego needs a 
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nev/ park) is that if Proposition C loses, the Paares v/ili 

have to leave San Diego" (p. A-3-Metro). 

Canepa (1998) notes that if Proposition C had not 

"passed, the Padres were going to move out of town after 

their 1999 season. Period" (p. D-1). Fish (1998) notes 

that if the Padres do not get a new stadium, they may be 

"headed to northern Virginia or some other interested 

outpost" (p. 15E). Diamos (1998) echoes Fish by noting 

that if a new stadium is not approved by San Diego voters, 

the speculation is that they are headed to Virginia. The 

future of the Padres rested on a new park (Hermoso, 1998). 

The threats were not limited to idle chatter as the 

Commissioner of baseball, Alan H.(Bud) Selig, intimated in 

October, 1998, that without a new stadium, the Padres were 

headed out of town: "'For a smaller-market city-and that 

is what San Diego is-the only hope in this situation is a 

new field. Nothing, and certainly not the anti-trust bill, 

precludes us from moving a franchise. I fully expect two 

or three teams to move in the next few years'" (Freeman, 

1998, p. A-4). 

Finally, Fish (1998) states: "By all reports, the 

future of baseball in San Diego likely rests with a 

November referendum on whether to build a downtown 
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ballpark" (p. 15E). As Canepa (1998) states, it 

(Proposition 0) was simple, "Padres stay. Padres go" (p. 

D-1). Moores explicitly stated that the Padres are "'free 

agents at the end of 1999. But our first preference is to 

stay in San Diego'" (Diamos, 1998, Section 8; p- 7). 

These explicit threats of leaving should have an 

impact on the voters, but this type of appeal may actually 

repel some people as the threat may be too strong. The 

research on fear appeals suggests that high fear appeals 

may actually have a repelling effect (see Boster and 

Mongeau, 1984). The second type of appeal is less overt 

and categorized as moderate to low. 

The implicit threat comes in the form of guarantees 

that the Padres will be in San Diego for years to come. 

What is implied in these threats is that without the 

approval of Prop C, the Padres will leave. 

Promises of staying in San Diego, with the passing of 

Proposition C, are abundant: "In exchange for the park, the 

team promised to remain in San Diego through at least 2024" 

(Staff, 1998; also see Perry, 1998; Special, 1998; LaVelle, 

1998d). Following the approval of proposition C, Steve 

Finley, Padres center fielder, was quoted as saying 

"'Baseball is going to stay in the city of San Diego 
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forever'" (Staff, Braun, & Huard, 199b, p. Al). Implicit 

in these arguments is the idea that without the nev; pari:, 

the Padres would be forced to leave town. 

These implicit threats that the Padres would leave if 

Prop C did not pass are as important as the overt threats 

noted above. Combined, the citizens of San Diego had to at 

least entertain the idea that the Padres could leave if 

Prop C were defeated. 

Now that the fear appeals have been established, we 

must discuss these appeals as they apply to the four stage 

criteria noted in Chapter III. To briefly review, the four 

stages are: (1) the audience must be vulnerable to the 

threat; (2) if the listener is vulnerable, actions should 

be taken by the audience to reduce the threat; (3) the 

audience should accept the proposed action if they want to 

reduce the threat; and (4) the audience should accept the 

recommendations to reduce the threat contained along with 

the fear appeal. This criteria for effective fear appeals 

will be outlined in this section of the chapter and 

evidence of each stage being met will be provided. The 

situation in San Diego with Prop C corresponds well with 

the noted criteria. 
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stage One: Vulnerability 

This stage or step of tne criteria outlinea oy Boster 

and Mongeau (1984) suggests that the audience must have 

something at stake to lose in order for the fear appeal to 

have an opportunity to be successful. The argum.ents m.ade 

above in the section on identification fulfill this aspect 

of the criteria. Without establishing a union between the 

voters and the proposition, the public would feel they have 

less to lose if the Padres moved to Virginia or Washington, 

D-C. By establishing consubstantiation, the supporters 

opened the voters to be vulnerable to the threat of the 

Padres leaving. I am not suggesting that this is true of 

each voter; however, nearly 20% of those polled believed 

that the Padres might leave if a new stadium was not built 

(Braun, 1998c). This is a substantial number of the voting 

populate to swing the yes vote to a no. 

The message was not just that San Diego would lose the 

Padres, but other benefits would be lost as well. For 

example, the redevelopment of 26 square blocks may never be 

realized without the infusion of millions of private 

dollars. Prop C insures that the redevelopment of this 

section of downtown is feasible as the Padres and others 

are committed to invest substantial amounts of money. 
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There are obvious economic benefits to revitalizing 2̂ : 

blocks of any metro area. San Diego would lose tnese 

benefits if Prop C failed. Schmidt (1998) discusses the 

economic benefits of the Bank One Ballpark in Arizona. 

Similar benefits can be extended to San Diego. Other areas 

have also experienced an economic boom due to the 

development of a ballpark-like district (e.g., Baltimore 

and Cleveland). 

In this first stage, the supporters used the 

consubstantiality between the project and the voters to 

help create the vulnerability necessary for an effective 

fear appeal. Simply put, if Prop C fails, you lose the 

Padres, redevelopment, and all the benefits which come with 

both. 

Stage two: Take Action To Reduce the Threat 

The second step of the criteria suggests that the 

audience should take some action to reduce the fear-

arousing stimuli. In this step of the criteria, the voters 

must be placed in a position not to want to lose the Padres 

(part of stage 1) so the voters must vote yes on C. The 

use of identification aides in this step as well, but more 

importantly the strong arguments by the supporters that the 
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Padres would leave v/ithout a yes vote left no alternative 

action but a yes vote. The opposition argued tnat there is 

nothing wrong with Qualcomm Stadium, but as discussed 

earlier, the "Q" is designed for football, which does not 

bode well for its success as a baseball venue. 

There was not any other viable answer proposed by 

either the supporters or the opposition of Prop C. If an 

acceptable alternative had been offered, the vote may have 

been closer, but there was no alternative. 

This stage suggests that the audience does not want 

the initial threat in stage one to happen (Padres leaving) 

so you must take the proposed action. In other words, you 

do not want to lose the Padres, so vote yes on C. 

Stage three: It's the only answer 

The third step of the criteria suggests that there is 

only one effectual answer to reduce the fear-arousing 

stimuli (see Boster & Mongeau, 1984, p. 371). The voters 

which experienced angst about the Padres leaving did not 

have many options. Lucchino, the Padres' President, said 

"there is no Plan B" (Braun, 1998c). The voters could 

either vote yes or vote no on the proposal. Since the only 

action available to the voting public which would reduce 
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this fear is a yes vote, we can assume that this step of 

the criteria is met. The threat of leaving seemed imminent 

as even Bud Selig, Commissioner of Baseball, declared that 

the Padres would move if a new stadium was not built 

(Freeman, 1998). This step of the criteria is m.et as no 

other viable options were available to the voters to reduce 

the fear arousing stimuli. A yes vote was the only 

effective answer to reduce the fear. That is not to say 

that the voters could have chosen to ignore the stimuli, 

but in order to reduce the fear, a yes vote seemed to be 

the only real option. 

Stage four: Therefore you Should Vote Yes 

The final stage of the criteria simply states that due 

to the previous three stages, you should follow the action 

prescribed by the rhetor. In this case, the action 

prescribed by the proponents of Prop C was a yes vote. As 

mentioned before, nearly 20% of those polled believed that 

the Padres leaving was a legitimate threat (Braun, 1998c), 

and the only logical conclusion is a yes vote on Prop C. 

Boster and Mongeau (1984) give an example of how a 

fear appeal may be stated using these four criteria (see p. 
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371). The fear appeal in Prop C using a similar structure 

may look like the following: 

1. If Proposition C fails, you lose the Padres. 

2. Since you don't want to lose the Padres, you 

should vote yes on Proposition C. 

3. The only effective action that can be taiien is 

to vote yes on Proposition C. 

4. Therefore, vote yes on Proposition C. 

It is evident that the Proponents of Prop C used the 

threat of the Padres leaving as a tactic to help the 

measure pass. It is also clear that the campaign meets the 

criteria set forth by Boster and Mongeau (1984). 

Further, the analysis above on identification 

demonstrates that the champions of Prop C used images and 

language to foster consubstantiation between the proposed 

plan and the voters of San Diego. Winning the N.L. pennant 

at the end of the 1998 season furthered the identification 

process between the team and the city. 

We must now look at how the two, identification and 

the fear appeal, worked together to help pass the San Diego 

stadium referendum. 
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The Wedding: ID ana Fear 

The use of Burke's first level of iaentiiication 

helped assure that the fear appeal woula have a greater 

impact than if a fear appeal had been made alone. If the 

supporters of Prop C had not made an effort to demonstrate 

how the Padres and the redevelopment plan were fundamental 

aspects to San Diego, the fear appeal would have had less 

impact. I argue that the use of identification strategies 

lured some voters to feel that the Padres are as much a 

part of San Diego as the Coronado Bridge, Mission Bay, 

Pacific Beach boardwalk, and San Diego Zoo. The use of 

identification set up some voters to be more susceptible to 

the fear appeal. 

As I argued earlier in this paper, those in support of 

Prop C needed to have the voters identify with the 

proposition in order for this fear appeal to work. If the 

voters did not care about the Padres, they would not likely 

be susceptible to a threat that they would leave without a 

new stadium. 

Recall from the discussion earlier that fear appeals 

are used to persuade an audience to change their attitudes 

or their behavior. Fear appeals can be easily seen as the 

rhetor's attempt at saying "do this or else." The Padres, 
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John Moores, and the proponents of Proposition C clear .ma/.e 

a threat: build it or we leave. The literature is 

undecided about which level of fear appeal works better; 

however, the literature does state that fear appeals are an 

effective means of persuasion. The above analysis clearly 

demonstrates that the Padres leaving San Diego unless Prop 

C was passed was a viable appeal to fear. However, without 

the efforts to get the citizens of San Diego to identify 

with the organization-through identifying discursive and 

non-discursive rhetoric as well as the bandwagon effect-the 

attempt at fear may have failed. 

The explicit and implicit arguments that Proposition C 

must be passed or the team is gone play an important role 

in the passing of the referendum. However, without the 

combination of identification, the fear appeals are 

useless. 
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CHAPTER V 

WHAT DOES IT ALL MEA_N? DISCUSSION OF THE THEORETICA: 

AND PRACTICAL IMPLICATIONS OF THIS STUDY 

Taking Burke and Fear Appeals in Nev/ Directions 

The purpose of this essay was to demonstrate that some 

fear appeals rely on identification for success. An 

analysis of the discourse by John Moores and other 

supporters of Proposition C-the San Diego stadium 

referendum-demonstrate how an organization used Burke's 

(1973) first level of identification and consubstantiation 

notions to legitimize their appeals to fear. 

Burke's (1973) second level of identification-by 

negation-cannot be accounted for in this study; however, 

the third level may be explained using the Prop C campaign 

as a case study. 

Recall that the third level can be reduced to the term 

"we" as an identifying strategy. The Prop C supporters 

implicitly use "we" by linking the Padres and Prop C with 

the city of San Diego. This is a stretch of Burke's ideas 

on this level of identification; however, the supporters 

did attempt to establish a "we" atmosphere by coupling the 

redevelopment camp with the ballpark camp. Similar to 
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Burke's (1973) discussion about war constituencies oeini 

developed. 

The literature on identification and fear appeals 

seems to neglect the key relationship between these two 

rhetorical constructs. As argued before, without the use 

of identification, these fear appeals would have less 

impact. The fact that the Padres were in the World Series 

in 1998 strengthens the identification argument. 

Burke's (1969) contention that identification is a key 

element in all persuasive attempts may be a bit lofty; 

however, intuitively and logically we can understand that 

the audience must identify with either the rhetor or the 

issue in order to create the best possible rhetorical 

situation. All rhetorically coercive attempts to change 

attitudes or behavior should contain an element of 

identification to have the greatest impact. Without the 

connection between rhetor and auditor, the persuasive 

attempt is sure to be less successful. 

It is possible that the referendum would have passed 

sans the use of the fear appeal; however, given that a 

substantial•number of people (20%) believed that the Padres 

would leave, there is a reason to believe the fear appeal 

may have had a necessary impact on the vote. 
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Implications for iheor" 

This study provided the framework for future 

rhetorical and political scholars to investigate the 

relationship between identification and fear appeals. This 

study furthers our understanding of Burke's level one 

identification by providing a case study in the use of 

identification as a precursor to some fear appeals. 

Further, this study lends insight into how fear appeals may 

be bolstered through the use of identification schemata. 

This study also demonstrates that a logical 

relationship exists between some fear appeals and 

identification. 

The use of identification can be a key element in 

persuasive messages, and it is important to understand the 

relationship that identification has with persuasion. This 

study presents a better understanding of identification 

with regards to persuasion. This study has added to 

rhetorical theory by furthering our understanding of a 

rhetorical construct. By linking some fear appeals and 

identification, we have, a new rhetorical tool by which we 

can study fear messages. Further, this study expands 

identification to an area not yet explored. 
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Limitations 

This study is limited as it only takes one case into 

consideration to make the argument that some fear appeals 

rely on identification for efficacy. Further research 

should be conducted in similar situations to confirm these 

results. Further, the analysis is limited to available 

newspaper articles and web-sites as well as the information 

provided indirectly by the Padres' organization. 

This study did not consider the pseudo fear appeals 

used by the opponents of Prop C for two distinct reasons. 

First, the focus of this study was the pro-C position and 

therefore, the anti-C position fear appeals were not 

considered. The second reason and more importantly, the 

pseudo fear appeals used by the opposition did not conform 

to the model proposed by Boster and Mongeau (1984). The 

opposition discussed the possible loss of or decrease in 

city funded programs and the impact to the general fund 

(e.g., library, street maintenance); however, this position 

never discussed why these issues are important. In other 

words, the anti-C campaign did not meet the second criteria 

established by Boster and Mongeau (1984): you don't want 

to lose these services or programs: the opposition never 
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gave the citizens a reason to care about losing tnese 

programs. In summary, the opposition die not conform to 

the effective fear appeal model proposed my Boster and 

Mongeau (1984). 

Finally, this study did not distinguish between a 

threat and a fear appeal. The difference may be slight, 

but could change the analysis of these artifacts. Also, 

the literature on coercive discourse was not factored into 

this study; however, coercion seems to be more forceful and 

demanding than fear appeals. 

Practical Implications 

Along with adding to our understanding of fear appeals 

and identification, this study may also provide political 

strategists with new tools when confronting similar issues. 

This study may aid those cities looking to publicly fund 

new stadiums and/or redevelopment projects. The approach 

used by the supporters of Prop C is not limited to large-

city government expenditures. For example, a local school 

board may use similar tactics in order to garner the 

support for a teacher pay increase. Although this 

situation is different from the Prop C case study-there is 
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no fear losing the school, the tv/o situations are similar 

in that the school constituents could experience a decrease 

in the quality of the education and educational services 

for their children. 

The practical implications and uses for identification 

and fear appeal messages range from small local government 

allocations to large federal expenditures. This type of 

strategy is not limited to the government. Private 

individuals and companies may also employ this tactic. 

Future Research 

Further research in both psychology and sociology, the 

disciplines most dedicated to research on fear appeals, 

should empirically test this relationship. Social 

scientists should test the impact identification has on 

positive outcomes concerning specific fear appeals. For 

example, designing a study which specifically uses 

identification as the independent variable and measures the 

effect on a specific fear appeal (the dependent variable) 

may be an appropriate starting point. 

Additionally, rhetorical scholars should investigate 

other texts to augment our understanding of how rhetors 
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construct miessages of fear around identification. For 

example, reviewing texts using a fear appeal and looking 

for instances of identification. 

I would also suggest that scholars investigate the use 

of Burke's other two levels of identification and the 

impact that they may have on fear appeals. The use of 

identification in coercive communication should be a topic 

of inquiry as well. 

Ball Game: Supporters 57%/Detractors 43% 

The supporters of Proposition C were successful in 

their attempts to have the citizens of San Diego back the 

referendum which v/ill bring a new stadium to downtown San 

Diego for the 2002 baseball season. The use of subtle and 

not so subtle messages that the Padres were headed out of 

town unless Prop C passed were only successful in as much 

as the people of San Diego identified with the Padres. 

This thesis has provided insight into the use of 

identification and fear appeals as constructs working in 

tandem to secure public funding for a new sports complex. 

First, a review of the necessary background information was 

provided. Next a review of the arguments for and against 
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Proposition C was offered. In Chapter III, the relevant 

literature on both Burke's identification and fear appeal 

messages was reviewed, and the method for this study was 

developed. The artifacts were then analyzed with respects 

to identification and fear appeals. Finally, the practical 

and theoretical implications from this study were 

discussed. The limitations and suggestions for future 

research were also explored. 

In the end, the Padres will stay in San Diego for at 

least another two decades, and in 2002, they should play in 

a new downtown stadium with shops, restaurants, and 

businesses looming in the background. The city will have 

another 26 square blocks about which they can brag, adding 

to the beauty that is America's Finest City. 
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YES ON C: 
REDEVELG PMEl-IT 

WORKS FOR ALL OF US 

Over $400 million is private investment can transform the 
Ballpark District jfroin a tax cirain into a tax '̂ ain for Sa2 
Diego neighborhoods. 

• Horton Plaza, the Convention Center, and the Gaslamp 
Ou^T^t^T^ hp=i\7Pi Dm\T(^r\ rf^HciVf^ 1 nnman l" npiv.c; nff "fnr .'^^n Di p-an 

taxpayers. 

revitalization of downtown, creating a dynamic nev/ 
neighborhood which will produce over 6,0G0 jobs and. over 
$1 million per year in new sales revenue 

No new or increased taxes, no impact on existing city 
services or facilities -

• The city's share can be taken from redeveloping funds 
generated by downtown development, tourist taxes from nev/ 
hotels built near the Ballpark, and a portion of the one-
half cent tourist tax established in 1994 to pay for a 
sports facility at this site. 
L̂ utioervetux\/t; uj-Owuii f̂ rujê .uxuii:̂  oiiuw ciu-egudut: j-uiiOs aj-e 
also available for central construction and existing 
services and facilities funded by tourist taxes. 

Guarantees shift major risk form taxpayer to private 
investors. 

• The Padres guarantee $115 million for Ballpark project, 
plus $300 m.illion of private investm.ent for redevelopm.ent, 
of a 26-square block district. 

• The Padres are responsible for all Ballpark construction 
cost overruns. 

• City costs for infrastructure and operating expenses of 
the ball park are capped and lim.ited. 

• Padres are rec^uired to stay in San Diego until 2024. 
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Affordable family entertainment, improved access, and a 
downtown of which we can be î roiid. 

• The Padres guarantee there will continue to be affordable 
seats for San Diegans. 

• Proximity to freeways, the Trolley, and city street grid, 
along with over 14,000 near.by parking spaces, ensure 
quick, convenient access. 

• 1.2 million square feet of new high=tech office space, 
housing, restaurants, retail establishments, and a tree-
lined avenue linking Balboa Park to San Diego Bay make 
the Ballpark a catalyst for a great new downtown. 

BALLOT ARGUMENT 
AGAINST PROP C 

From the same politicians that brought us the Charger ticket 
guarantee, we now get an even bigger boondoggle - and 
obligation to the taxpayers for $700 million over 30 years 
to be paid from assumed tax revenues from 2 500 nonexistent 
hotel rooms. Don't get fooled again. 

Libraries, police, infrastructure, arts, and cultural 
activities should, have priority over an unnecessary ballpark 
that would gobble up valuable and historic downtown 
property. A new ballpark would create a traffic nightmare 
with expensive and inadequate parking. 

Redevelopment for affordable housing in the East Village is 
undermined by this ballpark proposal. 

Unlike the convention center, the Padres won't draw 
tourists, "A professional baseball team provides a debatable 
economic benefit to a community and probably provides no net 
fiscal benefit." (San Diego Taxpayers A.ssociation, 2/5/98). 

The Padres won't leave; they have nowhere %o go. No 
baseball team has left a city in 26 years. 
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Expect ticket prices to rise at leasn 30%, across tne boaro, 
as in other cities, with premium seats costing n.uch more. 
Typical Padres fans will be priced out of seats, if tney can 
find any. 

Even if the Padres get their new ballpark, it is doubrfui 
they will remain "'competitive" for long - UNLESS they 
control player salaries. Under the conditions of the 
Memorandum of Understanding, it is almiost certain the Padres 
will require additional subsidies. 

Smart voters have rejected taxpayer-financed stadiums in San 
Francisco, Birmingham, Toledo, Milwaukee, Pittsburgh, 
Minnesota, and North Carolina. 

The San Francisco Giants went to using private funds. If 
the Padres want a new ballpark, they should build it 
themselves. 

Should San Diego taxpayers be forced to subsidize 
multimillionaire athletes and those sitting in tax 
deductible corporate "'luxury suites?" 

Don't mortgage OUR city for the sake of a playground we 
can't afford. 

STOP THIS BALLPARK. Vote NO on Proposition C. 
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