EXAM 3 STUDY GUIDE
· Know the types of interest groups (ex. dif b/w peak business associations & a trade association), types of incentives/benefits associated with interest groups, what kinds of interest groups are most likely to survive (ex. material incentive based groups persist longer than solidary incentive based groups), etc.

· Understand Olsen’s argument as to why interest groups form and the difficulty with forming large interest groups based solely on the individual’s agreement with the policies the interest group advocates on behalf.  Know and understand the “free rider” problem.  

· Know what polls are used for, the information you need to know about a poll to understand it, the biases associated with polling (both respondent bias and interviewer bias), etc.  Understand what ‘push polling’ is (both subtle and overt).

· Understand sampling.  You should know that random sampling is what makes polling scientific and why.  You should know that the larger the sample, the lower the error (or smaller the confidence interval) around your estimates.  You should know that this is not a 1 to 1 ratio (in other words, there are diminishing returns from increasing your sample in terms of decreasing your error).    Know what a ‘statistical tie’ is and be able to identify it.  
· Understand the “Iron Triangle” concept and how it relates to pluralism.  Be able to identify the parts of the Iron Triangle.  Be able to describe the strengths and weaknesses of the IT concept as a description of interest group politics.  Know the newer concepts that have been offered to replace IT (i.e. issue networks).  

· Know the ways in which the Presidents we covered contributed to the aggrandizement of the presidency.  Know the legislative acts relevant to the presidency and the role of the Brownlow commission in contributing to the expansion of the presidential office.
· Know the concepts of ‘framing’ and ‘issue publics’ and types of lobbying from Kernell & Jacobsen.
· Know James Barber’s active/passive, positive/negative dimensions and Neustadt’s argument that presidential power is the power to persuade.  

