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Introductio n 

H ow i s analog y use d i n real-worl d contexts ? Wha t  doe s th e 
real-world  us e o f  analog y revea l  abou t  th e cognitiv e 
constraint s underlyin g th e productio n an d understandin g 
analogies ? W e addresse d thes e question s b y analyzin g th e us e 
of  analog y durin g th e latte r  stage s o f  a  politica l  campaign . 

Althoug h a  numbe r  o f  detaile d model s o f  analogica l 
reasonin g exis t  (e.g. ,  Forbus ,  Centne r  &  Law ,  1994 ; 
Holyoa k &  Thagard ,  1989) ,  littl e i s  k n o w n o f  it s us e i n 
real-worl d settings .  Studie s conducte d b y Dunba r  (1995 , 
1997 )  revea l  tha t  th e us e o f  analog y i s frequen t  i n th e day-to -
day reasonin g o f  scientists .  I n th e presen t  study ,  w e explor e 
th e rol e o f  analog y i n politics .  W e conducte d a n 
investigatio n o f  analogie s use d durin g th e 199 5 Quebe c 
referendum ,  hel d t o determin e whethe r  Quebe c shoul d 
separat e fro m Canad a an d becom e a n independen t  country . 
The goal s o f  ou r  researc h wer e t o determin e (1 )  th e frequency 
and th e type s o f  analogie s use d i n thi s campaign ,  (2 ) 
whethe r  ther e wer e difference s i n type s o f  analogie s use d b y 
th e tw o sides ,  an d (3 )  whethe r  th e analogie s ha d a n 
emotiona l  dimensio n tha t  wa s mappe d fro m th e sourc e t o 
th e target . 

Method 

The datase t  consiste d o f  article s fro m th e thre e mos t 
importan t  newspaper s i n Montrea l  ove r  a  perio d o f  on e wee k 
durin g th e campaign .  Al l  case s wher e a  perso n state d a 
similarit y exist s betwee n X  an d Y  an d mappe d a  featur e o r 
feature s from  X  t o Y  wer e code d a s analogies .  Analogie s 
wer e code d a s pr o Y E S o r  pr o N O onl y i f  the y clearl y state d 
a positio n o n th e centra l  questio n o f  th e debate .  Analogie s 
wit h source s take n fro m th e domai n o f  politic s wer e code d a s 
Within-domai n an d th e remainin g analogie s wer e code d a s 
Other-domain .  Other-domai n analogie s wer e groupe d int o 
set s o f  semanticall y simila r  sources .  Thi s groupin g resulte d 
i n te n S O U R CE C A T E G O R I E S:  Family-relationships , 
Geography-climate ,  Religion-mythology ,  Housing ,  Sports , 
Animals ,  Transportation ,  War ,  Business ,  an d Medicine . 

T wo independen t  coder s judge d whethe r  eac h o f  th e source s 
had a n intrinsicall y positive ,  negative ,  o r  neutra l 
C O N N O T A T I O N.  Inter-rate r  agreemen t  wa s 7 0 % .  Source s 
fo r  whic h th e coder s di d no t  agre e wer e code d a s indefinite . 

Results 

We obtaine d 43 4 article s abou t  th e referendum .  Overall ,  16 7 
(38%)  o f  th e article s containe d a t  leas t  on e analogy .  A  tota l 
of  23 4 differen t  analogie s wer e identified .  Exampl e analogie s 

are :  Formatio n o f  a  ne w countr y bein g lik e th e birt h o f  a 
baby ,  o r  formatio n o f  a  n e w countr y bein g lik e a  divorce . 

A majorit y o f  th e analogie s analyze d wer e other-domai n 
analogie s usin g source s outsid e th e domai n o f  politic s 
(n=179 ,  76.5%) .  Th e categorie s o f  source s use d mos t 
frequently  were :  Magic-Religion ,  Sports ,  an d Family -
relationships .  Th e type s o f  analogie s mad e b y th e Y E S an d 
N O side s di d no t  diffe r  significantly .  Bot h use d th e sam e 
proportio n o f  other-domai n analogie s an d bot h use d th e sam e 
sourc e categories .  Importantly ,  althoug h bot h side s use d th e 
same overal l  sourc e categories ,  th e tw o side s neve r  use d th e 
same source s (se e example s above) .  Analyse s o f  emotiona l 
connotatio n revea l  tha t  3 9 . 7 % (n=66 )  o f  th e analogie s wer e 
intrinsicall y negative ,  1 5 % (n=25 )  neutral ,  an d 4 5 . 1 % 
(n=75 )  positive .  Th e proportio n o f  source s wit h positive , 
negative ,  an d neutra l  emotiona l  loadin g varie d a s a  functio n 
of  th e rang e (p < .0001 ,  x^=32.894) .  Other-domai n analogie s 
wer e judge d les s neutra l  tha n within-domai n analogies . 

Discussion 

Analogie s wer e frequently  use d i n thi s politica l  campaig n 
and provid e a  numbe r  o f  ne w insight s int o th e mechanism s 
underlyin g th e generatio n o f  analogies .  Ou r  analyse s sugges t 
thre e mai n constraint s ar e involve d i n th e selectio n o f  a 
sourc e whil e generatin g a  politica l  analogy :  familiarity , 
simplification ,  an d emotiona l  loading . 

TTi e selectio n o f  a  sourc e i s no t  onl y constraine d b y th e 
similarit y i n feature s an d relation s betwee n sourc e an d target , 
but  als o b y wha t  th e analogize r  think s i s  th e knowledg e 
stat e o f  th e audience .  Bot h politician s an d journalist s use d 
familia r  sourc e categorie s suc h a s sport s o r  housin g t o 
explai n th e comple x aspect s o f  th e politica l  debate . 

Analogy ,  whe n use d i n a  comple x reasonin g situatio n lik e 
politics ,  ca n serv e a s a  wa y o f  simplifyin g th e tas k a t  hand . 
Analog y limit s th e se t  o f  factor s o f  th e proble m tha t  wil l  b e 
addresse d an d i t  i s use d t o relat e th e unfamilia r  an d comple x 
domai n o f  politic s t o mor e familia r  domain s o f  knowledge . 

Anothe r  facto r  involve d i n th e us e o f  other-domai n 
analogie s i s th e emotiona l  connotatio n associate d wit h a 
sourc e tha t  i s the n mappe d ont o a  target .  W e sugges t  that , 
especiall y i n thi s domain ,  analog y i s no t  onl y a  wa y t o 
impor t  ne w knowledg e ont o a  target ,  bu t  als o a  wa y o f 
associatin g a  specifi c  emotiona l  stat e wit h th e targe t  o f 
interest .  Th e transfe r  o f  emotiona l  connotatio n coul d b e 
crucia l  i n th e persuasiv e process .  Th e us e o f  emotiona l 
connotatio n a s a  facto r  i n th e selectio n o f  a  sourc e coul d als o 
explai n w h y th e opposin g side s ten d t o selec t  alternat e 
source s fro m th e sam e categorie s instea d o f  disputin g th e 
particula r  feature s o f  a  give n analogy . 
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