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The essence of effective communication 

Connecting what a “brand” has to offer to what “consumers” 
want, need and aspire to—in a compelling manner that sets 
the brand apart from its “competitors.” 
 



Applied to political campaigns… 

Connecting what a candidate has to offer to what voters want, 
need and aspire to—in a compelling manner that sets the 
candidate apart from their opponents. 
 



Want to connect?
Start by listening. 
What are voters are 
saying, thinking, 
believing wanting, 
needing? 



Then, articulate what you stand for 
Before you start communicating, decide: 

•  What are you promising? 

•  Why should voters believe you? 

•  What qualities define how you will act? 



Your Promise 
What is the singular idea or outcome that will define your 

time in office? How will it benefit your constituents?  

Behaviors 
What characteristics will 

guide how you act in 
office, how you solve 

problems? 

 

Campaign Slogan 
How is what you stand for summed up in a simple, memorable, distinctive phrase?  

Values 
What core beliefs will 
guide how you develop 

policies and make 
decisions? 

Reasons to Believe 
What are 3 to 5 credentials/qualities/policies/experiences that will allow you to deliver on your promise? 

 
 
 

Evidence 
For each Reason to Believe, what are proof points that make it credible?  

 
 
 

Candidate Messaging Foundation 



The Messaging Foundation is just that 
•  Not your policy platform 

•  Informs your communications 

•  Reference for assessing communications and positions 

•  It has to be brought to life with your narrative 

•  Different communications emphasize different aspects 



What makes a “good” brand platform? 
•  Is it relevant to what voters care about?  
•  Is it believable?  
•  Can you deliver? 
•  Is there a singular message that ties it all together? 
•  Is it different than what others are saying? 
•  Is it ownable? 



Each communication is an experience 

Notice	 Engage	 Inform	 Convince	



What communications do you need? 
•  Start with a purpose: what outcome are 

you looking for? 
•  Who are you talking to? 
•  How are you going to reach them? 
•  What is the best, most cost effective 

format? 

Create	awareness	

Inform	

Drive	preference	

Attend	event	

Donate	

Spread	the	word	



Communication brief 
•  What do you want the voter to do/think? 

•  Which voters are you trying to reach? 

•  What’s standing in the way of success? 

•  What’s the most critical belief driving the 
target’s perceptions? 

•  Idea/promise the voter will relate to and 
embrace 

•  What makes the proposition credible? 

	 communication	brief	
	

 

DESIRED OUTCOME     (What do we want the voter to do/think?) 

 

TARGET AUDIENCE      (Which voters do we want to connect with?) 

 

CHALLENGE      (What’s standing in the way of success?) 

 

INSIGHT      (What’s the most critical belief driving the audience’s perception?) 

 

PROPOSITION      (Idea the voter will relate to and embrace) 

 

REASONS TO BELIEVE     (What makes the proposition credible?) 
 



How many are enough? 

Susanne	Schmidt	&	Martin	Eisend	
(2015)	Advertising	Repetition:	A	
Meta-Analysis	on	Effective	
Frequency	in	Advertising	

“Maximum	attitude	is	reached	at	approximately	ten	
exposures,	while	recall	increases	linearly	and	does	
not	level	off	before	the	eighth	exposure.”	
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Key take-aways 
•  Plan first, then execute 
•  Establish a foundation to guide all communications 
•  Communicate with a purpose 
•  Map out what you want to say, to whom and where 
•  Repeat your message, consistently 
•  If you want the voter to do something, make it obvious 


