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Billionaires: How Perceived Wealth Influences Voters 

Over the past several decades, the United States has experienced an unprecedented shift 

in the distribution of wealth. Rising economic inequality has become increasingly apparent as the 

rich continue to get richer. According to the Pew Research Center and Census Bureau Data, in 

2018, households in the top fifth of earners brought in 52% of all U.S. income, more than the 

lower four-fifths combined (Schaeffer). This signifies that a mere 20% of Americans represent 

more than half of the nation’s wealth. The wealth gap has more than doubled since 1989, leaving 

America with the highest levels of income inequality than any other G7 nation (Schaeffer). This 

trend in wealth distribution has a significant impact on the American political process and it is no 

secret that big money plays a major role in our system. The following paper will explore the 

status that American billionaires and presidential candidates Donald Trump, Tom Steyer, and 

Michael Bloomberg have in influencing political proceedings. Additionally, it will analyze 

attitudes toward billionaire politicians as held by both the Democrat and Republican parties.  

  

Political Parties 

In order to understand the success of billionaire candidates, it helps to know the values of 

each political party. The two major parties, the Democrats and the Republicans, “organize, 

represent, and respond to conflicting views” (Brewer and Stonecash). Depending on how each 

party views wealth, they could be in favor of or be adverse to a billionaire running for President. 
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While not all citizens of the U.S. who identify as one party may agree on political topics, the two 

parties’ ideologies can be seen as liberalism and conservatism. The Democrats stand on behalf of 

the working class while the Republicans stand for free-market capitalism (Noel). With that 

simple definition, the reason America saw campaign billionaires’ success—or lack thereof—

comes to light. 

 

Democrats and the Hardworking American 

Since the 1920s, liberal ideology has not only stood for ending economic inequality, but 

also for inequality in other facets of American life such as gender, race, and religion. The 

Democratic party serves marginalized communities throughout America and helps to bring 

equality through government policy. When that government policy aids already powerful figures 

in America to reap further reward, that is when the Democratic party begins to have an issue with 

the government (Noel). The party stands for the underprivileged, underpaid, marginalized 

communities of the nation, not those with immense fortunes. They believe everyone should have 

an equal shot at equal success no matter where they are born, what they look like, or who their 

family is. Many Democrats may view billionaires as the people who are oppressing the working 

class, or the enemy to their cause. The billionaires on the 2020 Democratic Presidential ticket, 

Tom Steyer and Michael Bloomberg, entered the race with automatic disadvantages due to the 

fact that the party’s platform is inherently against their wealth. That is not to say they were set up 

for failure entirely, but the Democratic field had stronger candidates than Steyer and Bloomberg 

that did not believe billionaires should exist. For instance, in September 2019, Democratic 

candidate Bernie Sanders tweeted, “There should be no billionaires. We are going to tax their 

extreme wealth and invest in working people,” (Sanders). If the two Democratic billionaires had 
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no strong candidate against them with an anti-billionaire platform, it may have given either one 

of them a boost.   

 

Republicans and Corporate America 

As stated above, Republicans stand for America’s free market. They garner “suspicion of 

centralized power, a desire for less regulation and a defense of constitutional rights despite the 

left’s indifference to the sam” (Rubin). They are not anti-government, but they prefer to keep 

government regulation only where necessary. America’s Republicans want to choose what they 

do with their property and prefer a laissez-faire approach (Noel). If someone has found a way to 

amass great wealth, they have earned it and deserve to keep it in the eyes of Republicans. Hard 

work equals payoff, and the government should not do anything to encroach upon that unless 

something somewhere along the lines violates the original interpretation of the Constitution. 

Donald Trump is a representation of success from a Republican standpoint. He has gained 

immense wealth, fame, and status from his many business pursuits. Unlike Steyer and 

Bloomberg, he is not hindered by the party he identifies with. Republicans are okay with wealth, 

meaning that Trump has the green light to proceed in his candidacy without issue. Trump also 

had advantage due to the fact that he was a political outsider (Guo). If Republicans are against 

excessive government action, then someone who has never set foot in office is a viable 

contender. If he can run a business, many Republicans believe he is fit to run a country. Trump’s 

wealth both enabled and empowered him to run for President in 2016 and continues to empower 

him in 2020. 

 

Why Billionaires Run 
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Billionaires are highly motivated to run for office and participate in the political process 

for a variety of reasons. One phenomenon—known as “philanthrocapitalism”—has redesigned 

the “delicate balance of power between the state and civil society” (Goss). Philanthrocapitalism 

occurs when billionaire businesspeople dedicate a large percentage of their wealth to 

philanthropic efforts. Big name donors such as Bill Gates and Warren Buffett are well respected 

in society as a result of their charitable acts. If and when these plutocrats decide to become 

politically active, they are able to use their positive reputation and philanthropic work to promote 

their political agenda. This highlights that philanthropy work not only benefits the beneficiaries, 

but also the billionaires and is an advantage unique to the ultra-rich. There exists a variety of 

ways in which billionaires are able to use their wealth as an edge within the political system. 

 

Donald Trump’s 2016 Campaign Success 

Donald Trump is a prime example of a billionaire who strategically and effectively used 

his wealth for political success. From the 1980s, Trump has publicly discussed running for office 

(Duignan). On June 16, 2015, he formally announced his candidacy at Trump Tower in New 

York City. Establishing himself as a political outsider, he experienced a number of advantages 

throughout the campaign process due to his exorbitant net worth. The first and most obvious 

advantage is his status as a household name across the country. Reality television legitimized 

Trump in ways that political endorsements couldn’t. Shows such as The Apprentice and The 

Celebrity Apprentice established him as an authority in the businessworld (Lanzendorfer). 

Instead of focusing on his failed business pursuits or broken marriages, the American public saw 

him in a different light. It is important to note that his role in reality television would not have 

been made possible without his billionaire status.  
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Yet another advantage of being a billionaire in American politics is access to a network 

of elite plutocrats. While Trump was the largest single donor to his 2016 campaign, contributing 

a total of $66.1 million, he was also able to capitalize off of contributions from personal 

connections. Top donors include casino magnate Sheldon Adelson who donated $25 million, 

political executive Linda McMahon who donated $7.2 million, billionaire hedge fund manager 

Rober Mercer who donated $7.2 million, and billionaire businessman Bernard Marcus who 

donated $7 million. Records show that, “men he intend[ed] to nominate for his secretaries of 

Labor, Treasury and Commerce all made six-figure contributions to his campaign, the 

Republican National Committee or another group supporting him” (Peters & Shorey). While 

many of these donations were made as a show of support to the Republican party, some were 

made as a result of personal connections. For example, Linda McMahon and her family had 

previously donated millions to the Donald J. Trump foundation in 2007 and 2009 (Alexander). 

After Trump was elected, he nominated McMahon to be the Administrator of the Small Business 

Administration. In March of 2019 she stepped down from the position to become the 

Chairwoman of America First Action, a Trump Super PAC. This connection would not have 

been established if not for Trump’s elite status as a billionaire businessman. 

Another interesting economic advantage of Donald Trump’s 2016 presidential campaign 

is how little he spent compared to other candidates. In 2015 Trump initially committed to 

funding the entire campaign on his own stating, ‘“I don’t need anybody’s money. It’s nice. I 

don’t need anybody’s money, I’m using my own money. I’m not using the lobbyists. I’m not 

using donors. I don’t care. I’m really rich”’(Levinthal). By the end of the year, however, 34% of 

his contributions had come from outside sources, and 66% came from a loan from Trump 

himself (Carroll). During the general election, Hillary Clinton and her PACs raised a total of $1.2 
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billion while Donald Trump raised approximately $647 million. Surprisingly, Trump still won 

the presidency despite having raised less money than any major party presidential nominee since 

John McCain in 2008 (Allison et al). He continued to boast about self-financing, but reports 

show that nearly 80% of the money brought in came from outside donors (Peters & Shorey). 

Trump spent significantly less than opponents Bush, Rubio, Sanders, Clinton, Cruz, Christie, and 

Kasich (Confessore & Yourish).  

The biggest difference for Donald Trump was how much he benefited from earned media 

rather than paid media. Although not all earned media is positive, Trump earned $400 million 

worth of free media in February 2016 or roughly what John McCain spent on his entire 2008 

presidential campaign. According to a 2018 study, media coverage of Trump led to increased 

public support for him during the primaries. The study also showed that Trump received a total 

of nearly $2 billion in free media, more than double any other candidate (Reuning & Dietrich). 

The following graph highlights the shocking discrepancies in Trump’s monthly earned media 

compared with his opponents. 

 

2016 Monthly Earned Media (in millions) 
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Source: $2 Billion Worth of Free Media for Donald Trump, The New York Times, The New York Times, 15 Mar. 2016,  

www.nytimes.com/2016/03/16/upshot/measuring-donald-trumps-mammoth-advantage-in-free-media.html. 

 

Donald Trump was also at a significant advantage because he was able to utilize his own 

companies and employees throughout the campaign. Finalized figures from the end of 2016 

show that Trump paid his own companies nearly $12 million through reimbursement for flights, 

hotels, and meals and services for him and his staff. He even paid for office space in the tower 

that he owns on Fifth Avenue in Manhattan (Peters & Shorey). This highlights how different the 

campaign process is for a billionaire as opposed to a lesser known or less affluent individual. 

Trump was able to promote his political campaign while simultaneously capitalizing off of it. 
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 Trump started spending money on his 2020 campaign sixteen days after being elected in 

2016 and aired his first 2020 campaign ad in May 2017, only 174 days after being elected 

(Bump). As of October 2017, Trump had spent a shocking 25% of campaign expenses on legal 

fees, including fees for himself and his family. These fees were also used to defend Robert 

Mueller in the investigation of Russian interference in the 2016 presidential election (Balcerzak). 

As of February 2020, $1.3 million of campaign funds have been spent on office and retail space 

at Trump Towers (Alexander). 

The campaign expenses for the remaining 2020 presidential candidates as of February 

2020 are Bernie Sanders at $163 million, Donald Trump at $89 million, and Joe Biden at $76 

million (McMinn & Hurt). Interestingly enough, both Democratic candidates have committed to 

relying solely on individual contributions of less than $2,800 to fund their campaign. On the 

other hand, Donald Trump has funded his campaign with 60% individual contributions, 39% 

transfers from PACs, and 1% of his own contributions (McMinn & Hurt).  

 While this is only a brief insight into the current state of 2020 presidential campaign 

expenditures, there is a clear emphasis on the advantage Donald Trump has maintained as a 

billionaire business executive. This advantage has been extended to the Democratic Party as 

billionaires Michael Bloomberg and Tom Steyer take the stage as presidential nominees. This 

raises the question whether all billionaires have the same advantages, regardless of party 

affiliation or personal background. 

 

 

2020 Democratic Candidates 
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Amongst the democratic candidates running for the 2020 presidential election there is a 

range of traditionalists, reformers, and the super-rich. The emergence of these three factions has 

created tensions revolving around the funding of campaigns. As previously stated, the funding of 

campaigns is of great importance to not only the survival of the campaign but also to establish 

the identity of the candidate and what their campaign stands for. As the nomination process 

progresses, there begins to be a clear transition between candidates and their original campaign 

stance on funding, for example Warren’s transition to accepting SuperPAC money. This 

transition between candidates and their faction is not one that applies to all. Two candidates that 

have remained consistent in their faction were Steyer and Bloomberg, which are candidates 

widely known as the self-funded billionaires. Tom Steyer has a Forbes net worth of $1.6 billion, 

potentially the richest person to run for presidency if not for Mike Bloomberg, who has a net 

worth of $60.1 billion (Sammon, 3). 

         Although these candidates have been labeled under the same faction, their campaign 

strategies differ in terms of their media approaches. As stated by Joel Penney, the Citizen 

Marketer “online political activity may help invigorate popular democracy by casually injecting 

the political into the everyday spaces and places of popular culture” (Thiele 1125).  By doing so, 

campaigns can attract a wider audience which would mobilize citizens of various demographics 

and increase the amount of contributions given by citizens. These contributions can be given 

through a variety of ways such as donations, volunteering or the simple act of online spreading. 

The traditional media outlets used by political campaigns include but are not limited to 

television, radio, and printing. However, as citizens become more technologically advanced there 

has been research done by the Pew Research Center that tracks trends demonstrating how social 

media has become increasingly more relevant in our social and political lives (Thiele 1123).  As 
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this spillage of political media increases it can bypass political parties’ traditional media outlets 

and begin to transgress on to more modern media outlets like YouTube, Tumblr, Instagram, 

Twitter and more. All of which are outlets that are cheaper and require less expertise for cyber 

campaigns. This notion of traditional versus modern cyber campaigning can be seen within 

democratic candidates, Bloomberg and Steyer.   

Michael Bloomberg’s 2020 campaign strategies 

         Bloomberg’s campaign is mainly driven by social media which is clearly shown by the 

amount of money that his campaign spent as early as January. He spent over $200 million which 

was double the amount that Steyer spent on ads alone (Sammon 3). Since late November 

billionaire Bloomberg had spent roughly $550 million, possibly breaking the record for the 

largest advertising spent in a political campaign (Moore). According to the ad data tracking firm 

Advertising Analytic, in the month of November Mike Bloomberg’s “$31 million ad buy 

eclipsed the record held by Barack Obama, who spent nearly $25 million in the final week of 

2012 campaign” (O'Neil). This amount topped the $34 million spent on ads by the alleged 

billionaire, Donald Trump during the same time period. Advertising Analytics also stated that by 

February self-funding, multi-billionaire Bloomberg had spent more than $401 million on media, 

surpassing the $338.3 million that president Barack Obama’s spent in his entire 2012 campaign 

(Summers). 

         With the large sum of money and short amount of time spent campaigning, Bloomberg 

slowly began to have a slightly different take on media than that seen from Steyer’s media 

approaches. He decided to venture off the traditional campaign approach and focused on 

saturating the airwaves through many different social media outlets, investing in staffers and 
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intentionally bypassing campaigning in Iowa, New Hampshire, Nevada, and South Carolina, the 

first four early voting states  (Holt and Mcgowan). He focused his campaign on strategizing for 

the March 3rd event in hopes of potentially jump-starting a late rise in momentum which would 

ultimately lead him to become the democratic nominee. According to Reuters, which was able to 

determine an exact amount on how much money was spent on TV versus other media, in the 

month of January the Bloomberg campaign had spent $126.5 million on TV ads and $45.5 

million on digital advertising (FOXBusiness). Some of his riskiest non-traditional digital tactics 

occurred in February with the commencement of an Instagram influencer flooding Instagram 

with paid content promoting Bloomberg, followed with “memes” attracting a large amount of 

attention and media coverage (Wong and Carrie). His campaign also manipulated debate footage 

by incorporating audio noises which resulted in deceitful and misleading propaganda. Lastly, in 

hopes of reaching the ballot for Super Tuesday his campaign also paid a team of “deputy field 

organizers” to post in their social media scripted campaign messages for Bloomberg’s campaign 

opening the airwave to a newer tactic of American politics (Wong and Carrie). 

         With the extensive amount of money that was spent for the late introduction of 

Bloomberg onto the nomination, he was expecting to come out victorious. He had opened 

seventeen offices in Texas and was encouraged by the feedback that he was getting within just a 

few weeks to continue on in the race (Holt and Mcgowan). In his efforts to jumpstart his Super 

Tuesday momentum, he spent about $41 million in California and spent $33 million in Texas 

with hopes of being triumphant in their primaries (Moore). Unfortunately, to his surprise his 

Super Tuesday success did not play out as he had anticipated. He was able to receive a few 

delegates by placing in 3rd for a few states but unfortunately, he was not able to supersede Bernie 
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or Biden. After seeing that all campaign efforts made for the success of this event had failed, 

Bloomberg decided to suspend his presidential campaign and endorse Joe Biden.   

Tom Steyer’s 2020 campaign strategies 

         As for Steyer, his campaign approach wasn’t as heavily social media driven as 

Bloomberg, but it did entail spending a large amount of money on traditional television ads 

especially during the first early voting states, which Bloomberg had neglected. According to 

television and online data, he had “spent more than $10 million on television and online ads in 

the first month of his campaign” (Pezenik and Kim). By October, his campaign had saturated the 

airwaves earlier in the race, spending an estimated amount of $18 million on TV ads, which if 

compared to Mike Bloomberg’s first few months campaigning was a small percentage. (Saul and 

Barker). In his urge to prioritize the first early voting states it was estimated that within the 

second democratic debate and the Iowa State Fair, Steyer “had spent more than $1 million on 

television ads and another $1 million on Facebook ads” (Pezenik and Kim). Although Steyer was 

able to poll better by a slight 2.1 percent polling average, he was not doing better than Warren, 

Bernie, Biden nor Buttigieg in these early voting states (Dayen 1). 

Steyer’s campaign had established a set of traditional media tactics like the waging of an 

aggressive direct-mail campaign (Prokop). He had meticulously decided on a specific time for 

the airing of his advertisements. For example, spokesman Alberto Lammers told ABC News that 

his “’Trump is a Fraud’ was specifically time to air in between CNN's Democratic debate in 

Detroit” (Pezenik and Kim). Another similar example is “’The ad calling on Speaker (Nancy) 

Pelosi to cancel the congressional recess’” where he accused president Trump of promoting 

racial discrimination during the time of gun shootings in el Paso, Texas and Daytona, Ohio 
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(Pezenik and Kim). Lastly, he had been strategic about what media outlets to present himself as a 

Donald Trump impeachment supporter. 

Although Steyer had been pushing the impeachment of Donald Trump since 2017 after 

his announcement for democratic candidate some speculations arose about Steyer’s intentions 

regarding this “need to impeach” group. These speculations only increased as he continued to 

release political advertisements throughout his campaign in which he would personally be 

against President Trump, portraying himself as his rival and introducing himself as one of the 

democratic candidates (Prokop). Even though using this platform was one of his riskiest media 

approaches instead of venturing off to the non-traditional media tract like Bloomberg, Steyer 

stayed consistent with traditional campaigning approaches like focusing on persuading higher 

officials to endorse him. 

Steyer had planned to spend $110 million on the “NextGen America and Need to 

Impeach…political organizations, as well as funding clean energy ballot initiatives in Arizona 

and Nevada” (Trudo 1). He also planned on opening an office in every state participating in the 

Super Tuesday event as he had done in South Carolina and Nevada, which he had surprisingly 

gained voter attention within early polling. Unfortunately, after spending more time and money 

in South Carolina than any other candidate, Steyer could not supersede Bernie nor Biden in the 

primaries and decided to suspend his presidential campaign. Overall according to the Wall Street 

Journal, he had spent more than $250 million from his own funds during his run for presidency, 

and by February he had begun to “Steyer-out” (Donnelly 3). 

With the incorporation of social media into both Steyer’s and Bloomberg’s campaign 

there was an evident dependency between the influence that the ads had on the citizens and the 
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success of their campaigns. The more media coverage these billionaires had, the more they 

believed their campaign would succeed. This tactic to attract voters was somewhat similar to that 

seen from Trump’s administration during the 2016 presidential election. However, as opposed to 

Trump’s presidential election the increase in media coverage for Steyer and Bloomberg’s 

campaign didn’t result in the nomination of their political party. 

Bloomberg and Steyer’s spending ended up not being enough for them to come out on 

the other side of the 2020 Democratic primaries. Despite Bloomberg’s record-breaking campaign 

spending, he had a late start and may not have given the first four states the attention they 

needed. Steyer had a strong focus on impeaching Trump, but was never able to pull ahead of any 

of the other candidates. Trump entered the 2016 race as a household name and was quick to 

establish himself as a political outsider. His ties with corporate America gave him significant 

advantage not only in campaign donations, but also in the fact that his wealth does not go against 

the principles of the Republican Party. Billionaires are perceived differently in each party, and 

that did not work in the Democratic candidates’ favor. At the end of the day, billionaires run to 

influence the political agenda in a way that further benefits the ultra-rich of America. Party 

values at the time of election may support that pursuit, and they simply did not serve the 2020 

Democratic candidates in the way they did for Donald J. Trump.  

 

 

  



Hall, Kraft, and Villegas 15 

Works Cited 

Alexander, Dan. “Trump Has Now Shifted $1.9 Million From Campaign Donors To His 

Business.” Forbes, Forbes Magazine, 19 Feb. 2020, 

www.forbes.com/sites/danalexander/2020/02/19/trump-has-now-shifted-19-million-from-

campaign-donors-to-his-business/#7b195d1a67c3. 

Alexander, Dan. “Why Is WWE Listed As The Trump Foundation's Biggest Donor?” Forbes, 

Forbes Magazine, 20 Apr. 2017, www.forbes.com/sites/danalexander/2017/04/20/why-is-

wwe-listed-as-the-trump-foundations-biggest-donor/#36f4db265f90. 

Allison, Bill, et al. “Tracking the 2016 Presidential Money Race.” Bloomberg, Bloomberg L.P, 9 

Dec. 2016, www.bloomberg.com/politics/graphics/2016-presidential-campaign-

fundraising/. 

Balcerzak, Ashley. “Donald Trump Campaign Ramps up 2020 Re-Election Fundraising.” Center 

for Public Integrity, The Center for Public Integrity, 20 Oct. 2017, 

publicintegrity.org/politics/donald-trump-campaign-ramps-up-2020-re-election-

fundraising/. 

Brewer, Mark, and Jeffrey Stonecash. “Parties and the Response to Change.” Guide to U.S. 

Political Parties, SAGE Publications, 2014, pp. 16–28. 

Bump, Philip. “Analysis | Donald Trump Started Spending Money on the 2020 Race on Nov. 

24.” The Washington Post, WP Company, 1 May 2017, 

www.washingtonpost.com/news/politics/wp/2017/05/01/donald-trump-started-spending-

money-on-the-2020-race-on-nov-24/. 



Hall, Kraft, and Villegas 16 

Carroll, Lauren. “PolitiFact - Is Donald Trump Self-Funding His Campaign? Sort Of.” Politifact, 

Poynter Institute, 1 Feb. 2016, www.politifact.com/factchecks/2016/feb/10/donald-

trump/donald-trump-self-funding-his-campaign-sort/. 

Confessore, Nicholas, and Karen Yourish. “$2 Billion Worth of Free Media for Donald Trump.” 

The New York Times, The New York Times, 15 Mar. 2016, 

www.nytimes.com/2016/03/16/upshot/measuring-donald-trumps-mammoth-advantage-

in-free-media.html. 

Dayen, David. Tom Steyer’s Long Journey. Newstex, 9 Jan. 2020, 

http://search.proquest.com/docview/2334652025/. 

Donnelly, Tiffany. “Daily Media Links 3/3.” CE Think Tank Newswire, ContentEngine LLC, a 

Florida limited liability company, 3 Mar. 2020, 

http://search.proquest.com/docview/2371077331/. 

Duignan, Brian. “Donald Trump.” Encyclopædia Britannica, Encyclopædia Britannica, Inc., 20 

Mar. 2020, www.britannica.com/biography/Donald-Trump/Politics. 

FOXBusiness. “Mike Bloomberg Spent This Much Money on 2020 Presidential Campaign.” Fox 

Business, Fox Business, 3 Mar. 2020, www.foxbusiness.com/politics/what-is-mike-

bloombergs-net-worth. 

Goss, Kristin A. "Policy Plutocrats: How America's Wealthy Seek to Influence Governance." PS, 

Political Science & Politics 49.3 (2016): 442-8. ProQuest. Web. 27 Mar. 2020. 

http://search.proquest.com/docview/2334652025/
http://search.proquest.com/docview/2334652025/
http://search.proquest.com/docview/2334652025/
http://www.foxbusiness.com/politics/what-is-mike-bloombergs-net-worth
http://www.foxbusiness.com/politics/what-is-mike-bloombergs-net-worth
http://www.foxbusiness.com/politics/what-is-mike-bloombergs-net-worth


Hall, Kraft, and Villegas 17 

Guo, Jeff. “The Real Reasons Donald Trump's so Popular - for People Totally Confused by It.” 

The Washington Post, WP Company, 12 Dec. 2015, 

www.washingtonpost.com/news/wonk/wp/2015/12/12/the-four-basic-reasons-that-

explain-why-donald-trump-actually-is-so-popular/. 

Holt, Matt, and Mary Mcgowan. “Booker Drops Out.” Hotline. National Journal’s Daily 

Briefing on Politics (Online), Atlantic Media, Inc., 13 Jan. 2020, 

http://search.proquest.com/docview/2336266786/. 

Lanzendorfer, Joy. “How Reality TV Made Donald Trump President.” Vice, Vice Media LLC, 

18 Nov. 2016, www.vice.com/en_us/article/avak5a/how-reality-tv-made-donald-trump-

president. 

Levinthal, Dave. “Actions, Not Words, Tell Trump's Political Money Story.” Center for Public 

Integrity, The Center for Public Integrity, 20 Jan. 2018, 

publicintegrity.org/politics/actions-not-words-tell-trumps-political-money-story/. 

McMinn, Sean, and Alyson Hurt. “Tracking The Money Race Behind The Presidential 

Campaign.” NPR, NPR, 21 Mar. 2020, www.npr.org/2019/04/16/711812314/tracking-

the-money-race-behind-the-presidential-campaign. 

Moore, Mark. “Here's How Much Mike Bloomberg Blew on His Campaign Flop.” New York 

Post, New York Post, 4 Mar. 2020, nypost.com/2020/03/04/heres-how-much-mike-

bloomberg-blew-on-his-campaign-flop/. 

Noel, Hans. “What The Parties Stand For.” Guide to U.S. Political Parties, SAGE 

Publications, 2014, pp. 55–65. 

http://search.proquest.com/docview/2336266786/
http://search.proquest.com/docview/2336266786/
http://search.proquest.com/docview/2336266786/


Hall, Kraft, and Villegas 18 

O'Neil, Luke. “Surprise, Surprise: Billionaires Far Outspend Rivals in Race for President.” The 

Guardian, Guardian News and Media, 26 Nov. 2019, www.theguardian.com/us-

news/2019/nov/26/billionaires-us-elections-2020-president. 

Peters, Jeremy W., and Rachel Shorey. “Trump Spent Far Less Than Clinton, but Paid His 

Companies Well.” The New York Times, The New York Times Company, 9 Dec. 2016, 

www.nytimes.com/2016/12/09/us/politics/campaign-spending-donald-trump-hillary-

clinton.html. 

Pezenik, Sasha, and Soo Rin Kim. “Billionaire Tom Steyer -- Making up for Lost Time -- 

Dwarfs Other 2020 Contenders in Ad Spending.” ABC News, ABC News Network, 13 

Aug. 2019, abcnews.go.com/Politics/tom-steyer-making-lost-time-dwarfs-2020-

contenders/story?id=64806773. 

Prokop, Andrew. “Tom Steyer's Presidential Campaign, Explained.” Vox, Vox, 9 Aug. 2019, 

www.vox.com/2019/8/9/20758861/tom-steyer-2020-president-money-wealth. 

Reuning, Kevin, and Nick Dietrich. “Media Coverage, Public Interest, and Support in the 2016  

Republican Invisible Primary.” Perspectives on Politics, vol. 17, no. 2, 2019, pp.  

326–339., doi:10.1017/S1537592718003274. 

Rubin, Jennifer. “Ten Things Republicans Believe.” The Washington Post, WP Company, 25 

Feb. 2013, www.washingtonpost.com/blogs/right-turn/wp/2013/02/25/ten-things-

republicans-believe/.  

http://www.theguardian.com/us-news/2019/nov/26/billionaires-us-elections-2020-president
http://www.theguardian.com/us-news/2019/nov/26/billionaires-us-elections-2020-president
http://www.theguardian.com/us-news/2019/nov/26/billionaires-us-elections-2020-president
http://www.vox.com/2019/8/9/20758861/tom-steyer-2020-president-money-wealth
http://www.vox.com/2019/8/9/20758861/tom-steyer-2020-president-money-wealth
http://www.vox.com/2019/8/9/20758861/tom-steyer-2020-president-money-wealth
http://www.washingtonpost.com/blogs/right-turn/wp/2013/02/25/ten-things-republicans-believe/
http://www.washingtonpost.com/blogs/right-turn/wp/2013/02/25/ten-things-republicans-believe/


Hall, Kraft, and Villegas 19 

Sammon, Alexander. "Take the Money and Run." The American Prospect, vol. 31, no. 1, Jan, 

2020, pp. 1-13. ProQuest, https://search-proquest-

com.eu1.proxy.openathens.net/docview/2366451283?accountid=12381. 

Sanders, Bernie (@BernieSanders). “There should be no billionaires. We are going to tax their 

extreme wealth and invest in working people. Read the plan: 

https://t.co/RJDLvX5H4c?amp=1.” 24 Sept. 2019, 8:15 a.m. Tweet. 

Saul, Stephanie, and Kim Barker. “Here's How Tom Steyer's Lavish Spending Divided South 

Carolina Democrats.” The New York Times, The New York Times, 28 Feb. 2020, 

www.nytimes.com/2020/02/28/us/politics/tom-steyer-south-carolina-campaign-

spending.html. 

Schaeffer, Katherine. “6 Facts about Economic Inequality in the U.S.” Pew Research Center, 

Pew Research Center, 7 Feb. 2020, www.pewresearch.org/fact-tank/2020/02/07/facts-

about-economic-inequality-in-the-u-s. 

Summers, Juana. “Bloomberg Has Already Spent $450 Million On Ads Since Launching His 

Campaign.” NPR, NPR, 21 Feb. 2020, www.npr.org/2020/02/21/808163144/bloomberg-

has-already-spent-450-million-on-ads-since-launching-his-campaign. 

Thiele, Leslie P. "Digital Politics is the Game: See what Happens when Scholars Play it Well!" 

Perspectives on Politics, vol. 16, no. 4, 2018, pp. 1123-1128. ProQuest, https://search-

proquest-com.eu1.proxy.openathens.net/docview/2136907213?accountid=12381, 

doi:http://dx.doi.org/10.1017/S1537592718002414. 

https://search-proquest-com.eu1.proxy.openathens.net/docview/2366451283?accountid=12381
https://search-proquest-com.eu1.proxy.openathens.net/docview/2366451283?accountid=12381
http://www.nytimes.com/2020/02/28/us/politics/tom-steyer-south-carolina-campaign-spending.html
http://www.nytimes.com/2020/02/28/us/politics/tom-steyer-south-carolina-campaign-spending.html
http://www.nytimes.com/2020/02/28/us/politics/tom-steyer-south-carolina-campaign-spending.html
http://www.nytimes.com/2020/02/28/us/politics/tom-steyer-south-carolina-campaign-spending.html
http://www.npr.org/2020/02/21/808163144/bloomberg-has-already-spent-450-million-on-ads-since-launching-his-campaign
http://www.npr.org/2020/02/21/808163144/bloomberg-has-already-spent-450-million-on-ads-since-launching-his-campaign
http://www.npr.org/2020/02/21/808163144/bloomberg-has-already-spent-450-million-on-ads-since-launching-his-campaign


Hall, Kraft, and Villegas 20 

Trudo, Hanna. “Steyer Plans to Drop $110M on Midterms.” Hotline. National Journal’s Daily 

Briefing on Politics (Online), Atlantic Media, Inc., 31 July 2018, 

http://search.proquest.com/docview/2080025828/. 

Wong, Julia Carrie. “Mike Bloomberg's Campaign Is Polluting the Internet | Julia Carrie Wong.” 

The Guardian, Guardian News and Media, 26 Feb. 2020, 

www.theguardian.com/technology/2020/feb/26/mike-bloomberg-social-media-strategy. 

  

 

 

http://search.proquest.com/docview/2080025828/
http://search.proquest.com/docview/2080025828/
http://search.proquest.com/docview/2080025828/
http://www.theguardian.com/technology/2020/feb/26/mike-bloomberg-social-media-strategy
http://www.theguardian.com/technology/2020/feb/26/mike-bloomberg-social-media-strategy
http://www.theguardian.com/technology/2020/feb/26/mike-bloomberg-social-media-strategy

