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TRUMP RALLY
AFTERMATH

Week of hearings yields
clues on how it unfolded
By Megan Guza, Benjamin Kail

and Jonathan D. Salant
Pittsburgh Post-Gazette

SEE RALLY, PAGE A-6

After days of scant facts about the at-
tempted  assassination  of  former  Presi-
dent  Donald  Trump,  a  torrent  of  infor-
mation rushed out in a mix of congres-
sional testimony and statements from of-
ficials  last  week,  finally shedding some
light  on  how  the  deadly  debacle  un-
folded.

Thomas  Matthew  Crooks  fired  eight
shots at the former president July 13. On
the  same  day  that  the  20-year-old  from
Bethel Park had registered to attend the
rally at the Butler Farm Show grounds,
he queried a search engine: How far was
presidential  assassin  Lee  Harvey
Oswald  from  President  John  F.  Ken-
nedy?

The  occasionally  contradictory  reve-
lations came amid growing demands for
concrete information about what the for-
mer  Secret  Service  director  herself
called “the most significant operational
failure … in decades.” The shooting that
injured Trump and two spectators  also
killed Corey Comperatore,  50,  who was
in the stands with his family.

Facts that came out during three days
of congressional testimony last week are

SEE SPENDING, PAGE A-4

By Mike Wereschagin,
Michael D. Sallah and

Michael Korsh
Pittsburgh Post-Gazette

As  former  President
Donald  Trump  and
Vice  President
Kamala  Harris  con-
verge  on  Pennsylva-

nia in their battle for the presi-
dency,  the  amount  of  money

pouring  into  the  state  from
supporters  on  both  sides  is
reaching  levels  never  before
seen,  a  Post-Gazette  analysis
has found.

So far, the state leads all oth-
ers  for  the  amount  spent  on

television and radio, as well as
digital ads in what is unfolding
as highly contentious advertis-
ing  blitzes  to  fuel  the  cam-
paigns.

With nearly $190 million al-
ready  spent  in  Pennsylvania
on ads leading up to the Nov. 5
election,  the  candidates  and
their deep-pocketed supporters
have funneled more than twice
as much money into the state

as  they  had  at  this  time  four
years ago.

The spending is expected to
increase even more in the com-
ing  weeks  as  the  Harris  cam-
paign racks up one of the most
remarkable  fundraising  feats
in  presidential  campaign  his-
tory, and the Trump campaign
reaps  massive  pledges  from

With still 100 days
before the election,
ad spending in Pa.
is on a record pace
as Harris and Trump
battle for every vote
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BATTLEGROUND
SPENDING SPREE

POST-GAZETTE SPECIAL REPORT: A RECORD PA. AD BLITZ

�������� Mt. Washington
small businesses
bemoan bevy of
incline closings

By Mark Belko
Pittsburgh Post-Gazette

SEE INCLINE, PAGE A-8

DiFiore’s Ice Cream Delite on Shiloh
Street is a can’t miss Mount Washington
destination.  With  its  happy  pink  and
white  awnings,  it  would  be  nearly  im-
possible to overlook.

Few do. From Memorial Day to Labor
Day, the shop and DiFiore’s Grand Brew
Coffee  in the same building are a  huge
draw for tourists who venture to Mount
Washington to take in the view from the
observation decks on nearby Grandview
Avenue.

Owner  Howard  Todd  estimates  that
those  tourists  constitute  95% of  his  busi-
ness.  And  he  insists  the  shop’s  success
rides not on the pink and white awnings —
or even his incredible work ethic, having
once toiled 2,012 days straight — but on his
“silent partner”: the Monongahela Incline.

SEE ECHOES, PAGE A-7

By Jonathan D. Salant
Pittsburgh Post-Gazette

WASHINGTON — A presi-
dential candidate is shot. A sit-
ting  president  decides  not  to
run for re-election. The Demo-
crats  gather  in  Chicago  to
nominate  a  candidate  amid
fear  that  antiwar  demonstra-
tors  will  disrupt  the  proceed-
ings.  And,  yes,  a  Robert  F.
Kennedy  is  running  for  the
White House.

Welcome  to  2024.  Or  is  it
just a repeat of 1968?

“The  more  things  change,
the more they stay the same,”
said  U.S.  Rep.  Dina  Titus,  D-
Nev.,  a  former  political  sci-
ence professor.

“There’s no doubt that his-
tory does repeat itself, the past
is  prologue,  and  sometimes
that’s  not  a  good  thing,”  said
the longest-serving member of

ECHOES OF ’68

Associated Press

WASHINGTON, D.C., 2024
Historians hope the coincidences
are not harbingers of the rest of the
year leading up to the Nov. 5
election between Donald Trump
and, presumably, Kamala Harris.

Associated Press

CHICAGO, 1968
The parallels between 1968 and
2024 are uncanny: Protests over
an unpopular war; a presidential
candidate shot; an incumbent
president deciding not to run.

History may be repeating itself in ’24
— and that’s a threat to law and order
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SPENDING, FROM A-1

Ad spending
on record pace
in Pennsylvania
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Advertising dollars across Pa.
PA. AD SPENDING BY REGION, 2020 VS. 2024
In the wake of 2 historic political events — the Trump 
assassination attempt and Biden’s step-down — Pa. will remain 
the epicenter of an explosion of dollars for political advertising.

Michael Korsh/Post-Gazette (research), James Hilston/Post-Gazette (graphic)Source: Post-Gazette analysis of July 23AdImpact data

$47.7M
57%

35.9M
43%

$12.8M
  72%

4.4M
28%

$12.2M
70%

4.4M
30%

22.5M
51%

21.2M
49%

$5.3M
63% 1.7M

37%

12.6M
68%

6.0M
32%

$7.9M
67%

3.8M
33%

10.4M
42%

14.4M
58%

$4.0M
67% 1.6M

33%

7.1M
66%3.6M

34%

Ad
spending

Percent
by party

Calif.
54

Ore.
8

Wash.
12 Mont.

4

Neb.
4   1

Kan.
6

Ala.
9

Ga.
16

Fla.
30

N.C. 16

Va.
13

Pa. 19

N.Y.
28

N.H. 4
Maine  2  1  1

Mich.
15

Ohio
17Ind.

11
Ill.
19 W.Va.

4

Wis.
10

Nevada
6

Ariz.
11

Iowa
6

Minn.
10

S.C.
9

Alaska
3

Hawaii
4

N.M.
5

Colo.
10

Utah
6

Idaho
4 Wyo.

3

N.D.
3

S.D.
3

Okla.
7

Texas
40

La.
8

Ark.
6

Mo.
10

Tenn. 11
Ky. 8

Miss.
6

Vt. 3

Mass.
R.I.
Conn.
N.J.
Del.
D.C.
Md.

11
4
7

14
3

10
3

Source: 270towin.com James HIlston/Post-Gazette

Presidential elections have radically changed over the years. Instead of battles unfolding in 
states across the country, political loyalties are more solidified, and the battlegrounds have 
shrunk to just a handful of states where there are still enough persuadable voters to decide 
the winner. With just 100 days to go before the November election, these states — Penn- 
sylvania, Michigan, Wisconsin, Arizona and Nevada — are expected to swing the outcome, 
with Pennsylvania bringing the most electoral votes: 19. More campaign dollars are being 
spent in the commonwealth than any other state so far, according to AdImpact, a firm that 
tracks political advertising.

As of July 23, 2024

Swing states and the electoral college

140 71 15 61 32 94 125
DEMOCRATS 226 REPUBLICANS 251

270 to win

DEM GOP
Safe

Likely
Leans

Toss-up

NOTE: Maine and Nebraska 
split electoral votes.

wealthy supporters.
“It’s  record-breaking

right  now,”  said  Matthew
Foster,  who  teaches  elec-
tions and voting behavior at
American  University  in
Washington,  D.C.  “Pennsyl-
vania is so important.  It’s a
true purple state.”

While  Democrats  out-
spent  Republicans  by  more
than two to one in Pennsyl-
vania  four  years  ago,  the
parties  are  neck-and-neck
this  year  in  a  jurisdiction
that  will  deliver  more  Elec-
toral College votes than any
other swing state: 19.

Democrats  have  spent
$95.8  million  on  ads  — well
above  what  both  parties
combined  doled  out  four
years  ago — while  Republi-
cans  aren’t  far  behind  at
more than $94 million.

The  top  spenders  aren’t
the  candidates’  campaigns
but well-funded Super PACs
that  operate  outside  the  do-
nation  limits  those  cam-
paigns have to follow.

Big money surge
In the case of both camps,

more  than  half  the  money
has been spent after two crit-
ical  events  changed  the
course of the race.

For  Trump,  almost  $75
million  worth  of  ads  were
purchased  in  Pennsylvania
after he was convicted of 34
felonies  in  the  New  York
fraud  case  involving  hush
money  payments  to  a  porn
star.

The  conviction  infuri-
ated  his  supporters  and
drove  a  surge  in  donations
nationally. In just 48 hours,

supporters  turned  over
more  than  $27  million  to  a
campaign  that  had  been
trailing  his  then-Demo-
cratic  rival,  Joe  Biden,  in
money raised.

At  the  same  time,  ul-
trawealthy  donors  inked
large checks to a Super PAC
supporting the former pres-
ident,  led  by  Timothy  Mel-
lon,  the  banking  heir  who
alone gave $50 million just a
day after the verdict on May
30.

In Mr. Biden’s case, more
than  $49  million  was  spent
on mostly television and ra-
dio ads in the wake of his di-
sastrous  debate  perfor-
mance  last  month  —  a  set-
back that led to calls for him
to drop out and his eventual
withdrawal last Sunday.

That move and the ascen-
sion  of  his  vice  president,
Ms. Harris, to the top of the
party ticket led to a stunning
outpouring  of  donations  to
her  campaign,  more  than
$100  million  in  less  than  48
hours last week.

Unlike  presidential  races
of  the  past,  the  enormous
sums  being  spent  in  states
like  Pennsylvania  are  far
more targeted and represent
a new game in national poli-
tics.

No longer are races fought
in broad swaths of the coun-
try with massive amounts of
money  spread  across  a
dozen  or  more  states.
Rather,  as  political  alle-
giances  have  hardened,  the
battlegrounds  have  shrunk
to  just  a  few  pockets  of  the
country where there are still
enough  persuadable  voters
to swing the outcome.

“It’s going to boil down to

the battleground states, and
Pennsylvania  is  the  crown
jewel, the biggest prize,” said
Sam DeMarco,  chairman of
the Allegheny County GOP.
“I  believe  whoever  wins
Pennsylvania is going to win
the presidency.”

For  both  campaigns,
most of the money spent in
Pennsylvania  so  far  has
gone to the state’s two larg-
est  media  markets:  $83.6
million  in  Philadelphia
and  $43.6  million  in  Pitts-
burgh, in what has already
turned  into  vicious  blitzes
that  will  play  out  into  No-
vember.

One  ad  features  a  dark
warning of a revenge-fueled
Trump  returning  to  the
White  House,  with  the  nar-
rator delivering an ominous
message:  “He’s  running
again, this time threatening
to be a dictator to terminate
the Constitution.”

Another, which began air-
ing  the  very  day  Mr.  Biden
dropped  out,  accused  Ms.
Harris  of  covering  up  his
“obvious  mental  decline.”
The  ad  includes  her  own
message  defending  Mr.
Biden’s  fitness  for  the  job:
“Our  president  is  in  good
shape,  in  good  health,  tire-
less,  vibrant  and  I  have  no

doubt  about  the  strength  of
the  work  that  we  have
done.”

One election scholar said
he  expected  many  more
dark, hard-hitting ads to in-
undate the airwaves in both
markets  in  the  coming
months.

“You’re going to get a lot
of  negative  campaigning  in
Pennsylvania,” said Eugene
Mazo,  a  nationally  recog-
nized expert of U.S. election
laws  who  teaches  at
Duquesne University.

“There  are  six  —  maybe
seven  —  states  that  are  up
for  grabs.  Pennsylvania  is
an epicenter.”

Another key state is Mich-
igan, which has already seen
$88  million  in  spending  —
$100  million  less  than  what
has  been  spent  in  the  com-
monwealth,  according  to
AdImpact, a firm that tracks
political advertising.

While  Ms.  Harris  is  ex-
pected to direct a significant
portion  of  her  money  to
Pennsylvania in the coming
weeks, the Trump campaign
has challenged her ability to
tap into the tens of millions
of  dollars  that  had been do-
nated  when  Mr.  Biden  still
led the ticket.

Just  days  after  her  en-
dorsement by the president,
Trump’s  lawyers  filed  a
complaint  to  the  Federal
Election  Commission  on
Wednesday  arguing  that
the transfer of funds violated
campaign finance law. Legal
analysts  say  it’s  a  longshot
fight  that’s  likely  to  stretch
well past the election.

Pennsylvania
is ‘crown jewel’

Many political experts be-
lieve  Democrats  have  no
path  to  the  White  House
without winning Pennsylva-
nia.

Republicans  are  clear  fa-
vorites in a larger number of
states,  leaving  Democrats
with fewer options to  make
up  ground  in  the  Electoral
College.

Consider:  The  electoral
votes  of  two  other  swing
states, Arizona and Nevada,
add up to less than Pennsyl-
vania’s.

As far as the money, $51.2
million has gone to Arizona
and $30 million so far to Ne-
vada.

“It’s  simply  electoral  col-
lege  numbers,”  said  Kevin
Hayes,  a  Pittsburgh  archi-
tect and co-founder of Catho-
lics Vote Common Good. “If
they win Pennsylvania, they

might be able to lose one of
the  other  [swing]  states.  If
they  lose  Pennsylvania,  it’s
almost  a  done  deal.  If  you
lose Pennsylvania, it’s about
over.”

While  the  money  fun-
neled  into  Pennsylvania  is
expected to break statewide
records  for  a  presidential
election, the campaigns will
need it.

The only swing state with
two large metro media mar-
kets  is  Pennsylvania,  with
ads running on TV and radio
in  both  cities.  A  statewide
campaign  in  the  common-
wealth can cost  tens  of  mil-
lions  more  than  in  a  state
like Michigan.

“For  media  buying  pur-
poses, it is [one] of the more
expensive  locations,”  said
Peter  Miller,  an  associate
professor  emeritus  of  com-
munications  at  Northwest-
ern University.

He  added  that  ads  run-
ning  in  Philadelphia  can
drain  campaign  dollars  be-
cause buyers are paying for
views  in  New  Jersey  and
Delaware  —  voters  they’re
not targeting.

The  massive  fundraising
has also opened the door to
what’s  known  as  dark
money  in  sums  that  have
rarely  been  tracked  at  this
level.

Month  after  month,
money has poured into the
state  from  nonprofits  di-
rectly as well as through Su-
per PACs — pathways that
allow  donors  to  conceal
their identities while giving
money to causes that bene-
fit  the  candidate  of  their
choice.

Though the money is diffi-
cult  to  track,  the  Post-Ga-
zette  has  identified  at  least
$17.5  million  in  the  dark
money  category  of  political
donations,  with  most  of  it
benefiting the Trump camp.

And  that’s  just  what  can
be readily identified: tens of
millions more flows through
Super  PACs,  where  it’s
mixed with traditional dona-
tions.

The  spending  of  dark
money stems from a 2010 de-
cision  by  the  U.S.  Supreme
Court’s  conservative major-
ity in the case known as Citi-
zens United. Since then, bil-
lions  in  untraceable  cash
has been directed toward po-
litical races across the coun-
try.

Mr. Mazo said that while
those  donations  are  legal,
they can raise ethical issues.
“The problem is, we don’t re-
ally  know  where  the  dark

money  is  coming  from.  We
could  be  getting  foreign
money,” Mr. Mazo said.

It’s  illegal  for  foreign  na-
tionals to spend money to in-
fluence  U.S.  elections,  but
nonprofits  can  easily  hide
the  identities  of  their
funders  from  the  public,  he
said.

“Disclosure  is  important
because it keeps the system
honest,” Mr. Mazo said.

Another  contested  state,
Georgia,  could  be  pivotal
considering  its  surprising
swing  to  Mr.  Biden  in  2020
after  decades  of  being  reli-
ably Republican. So far, the
amount  spent  on  ads  there:
$73 million.

Of  all  the  other  swing
states,  only  Michigan  is  in
the  top  five  in  campaign
spending,  according  to
AdImpact.

While the money spent in
Pennsylvania  on  the  presi-
dential  race  is  on  pace  to
break  records,  the  dollars
pouring  into  campaigns  for
the House and the Senate in
the state may also be on the
same track.

So  far,  political  spending
in those federal races — $239
million — is more than dou-
ble what it was at this point
in 2022.

In  the  Senate  race  be-
tween incumbent Democrat
Bob  Casey  and  Republican
challenger Dave McCormick
alone,  nearly  $197  million
has  been  spent,  over  $100
million more than two years
ago, when Sen. John Fetter-
man  beat  Republican  Meh-
met Oz.

Street-level punch
Most  of  that  money  has

been spent on broadcast ads,
an  expense  that  Mr.  Hayes
said  is  often  overempha-
sized. More money should be
directed  toward  street-level
political  outreach,  he  said,
especially  in  a  state  like
Pennsylvania.

“That targeted get-out-the-
vote  campaign”  is  crucial,
said Mr. Hayes.

“One  of  the  secret  weap-
ons that the Democrats have
this  year  is  its  ground
game,”  he  said.  “It’s  very
much  bang-for-your  buck.
Entire  neighborhoods  get
mapped out. The Trump peo-
ple  don’t  have  this  appara-
tus.”

On the day after Ms. Har-
ris  became  her  party’s  lead
candidate,  28,000  people
signed  up  to  volunteer,  100
times  what  the  campaign
gets  in  a  normal  day,  her
campaign said.

To  Mr.  DeMarco,  that
raises the stakes and means
he’ll have to ramp up the lo-
cal  party  in  the  coming
months to drive as many Re-
publican  voters  as  possible
to the polls.

“We’re going to have to be
at the top of our game if we
want  to  win in  November,”
he said.

The ad war is only going
to increase in volume — and
nastiness — as the two sides
continue  to  dump  unheard-
of  sums  of  money  into  the
state.  Said  Mr.  DeMarco:
“It’s going to reach a level of
crazy that I don’t know that
we’ve ever seen.”

Mike  Wereschagin:  mw-
ereschagin@post-ga-
zette.com;  Michael  Sallah:
msallah@post-gazette.com;
Michael Korsh:
mkorsh@post-gazette.com

Evan Vucci/Associated Press
Spending in Pennsylvania to help former President Donald Trump recapture the White House
has so far reached $94 million — money that will pay for television and radio advertising
blitzes from Pittsburgh to Philadelphia.

Chris Kleponis/AFP via Getty Images
Vice President Kamala Harris already has benefited from tens of millions of dollars poured
into Pennsylvania to cover the costs of heavy television and radio advertising campaigns to
take on former President Donald Trump.
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