Communicating With
American Voters




What do voters want?







-za'great job.




...nNappy family.







KEY QUESTION

What DO voters

actually feel?




KEY QUESTION
What DO voters

fear and worry about?




KEY QUESTION

What DO voters

want, hope for, &
believe Iin?




Key Point.

You must find & tap
the emotional chord
within every election.




Lesson #1: Don’t Feed
the Reality Disconnect.

Expectations Reality




So, what is the

voter’s reality?







The Anger is REAL!

“I’m mad as hell, and I am not going
to take it anymore.”

WWWWWWWWWWWWWWWWWWWWWW



.Q._.hgfraid, hopeless



Do you believe that the next generation will be better off,
economically, than the current generation?

myes, strongly

myes

4 unsure

HnNo

W no, strongly

What does this tell us?
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..WORRY, FEAR, CONCERN.




Voters Expectations

Is your quality of life than Will your children’s quality of
your parents was? life be than yours is?

Worse

Better 12‘87;6

70 % 15%







Politicians Are “Out of Touch” &
Focused on “Keeping your own jobs.”

Which upsets you MOST about politics?

Too much partisanship

Allthe comuption ~ 19%
Nothing ever gets done 16
_e attacks 10%

None.of these 3%
OOOOOOOOO .com



They want a Fair Shake.
What do you want MOST from America? (Combined)

35% | 32% |There is justice and equality for all

26% | 25% |The Constitution is respected

23% | 26% |The American dream is alive and well

22% | 18% |Freedom matters

18% | 19% |Opportunity is unlimited

17% | 17% |Anything is possible

12% | 11% |Success is rewarded




Lesson # 2:
Do Your Research.
First.
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LFEM FRES CANDIDATE BEBATE



Remember: Message MUST Reflect Reality.




Lesson #3:
Want to Win?

> Tap the
Emotional Chord.

Election Chords
2004: Security™ ¢
2006: Change %/
2008: Change*
2010: Anger
2012: Anxiety*




Lesson #4: Stop the
Message Disconnect.

Political Voters
Message Reality




What People Want MOST

FEWER HASSLES

MORE CHOICES

MORE MONEY
MORE TIME

NO WORRIES
REAL SOLUTIONS



More of this...




More of this...

o The FL,I’ture.ji

NEXT EXIT
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What People Don’t Want

MORE PROBLEMS
FEWER CHOICES

MORE EXCUSES
MORE ATTACKS

MORE Worries




Less of this...




Less of this...
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Less of this...
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Make Government Work

Which statement do you find MORE persuasive?

69%

We need more efficient, We need smaller, smarter,
effective and simpler government
accountable government




It’'s About

the NEXT Generation

Which statement do you find more persuasive?

Too many politicians in Washington have
refused to make difficult decisions
because they are more concerned about
their next election rather than the next
generation.

Instead of making the tough decisions
necessary to get America back on track,
too many in Washingtfon have chosen to

kick the can down the road.

20%

Total




LESSON #5: NEGATIVE WON’'T BE ENOUGH

Voters don't want fo elect a
candidate because their
opponent isn't good enough.

Remember! This is NOT about
just politicians and pdarties- Its
about something bigger
than the of candidates &
parties.




HUG: Don't criticize
direcily.
Acknowledge iney
are good first; than
this...

_ pe ,,“
~ CUT: Criticize them for
livingiup 1o their ideadl,
words, and making
excuses. Criticize the
huring the people thi

want to help:
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be Personal.

not |dO|OgiCC]|.
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... Unite
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OMNLEY

BELIEVE IN AMERICA

HUH?

FSRVVARD.




LUNTZ GLOBAL
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Mitt Romney
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Barack Obama
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Always be asking: What do people
hear when you talk?

Learning to Speak
British




Key Point: Talk to people.

Don’t Talk above them!
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LESSON #7: Find the Words

oo & i

cleanse




What is MORE important for our economy right now?

A Healthier Economy
 What is MORE important for our economy right now?
1

Total

81%

“Healthier ECconomy”

19%

“Better Business
Climate”




Demand REAL Solutions

Which statement do you find MORE persuasive?

We have the right Americans
to real change, deserve befter -
real solutions and much better
real results.



12 “phrases” For 2012

9 Fact-based, Common-Sense
10 |You deserve
11/12 | Lets get to work




21 Jobs, Taxes & Economic Words

Imagine | get it

Economic freedom Real results / Real Solutions
A hedlthy economy A real problem-solver
Innovation & investment Economic security

The simple truth Hard work is rewarded

Setting principles Personal opportunity

Long term approach Genuine accountability

A plan of action You’re in control

The cost of everyday life Quality of life

Peace of mind We can’t wait
Respecting/Protecting Hardworking Taxpayers




21 Gov’t/Budget Words for the 215t Century

“Believe in better” “Long-term approach”

“Genuine accountability” “Consequences of failure”
“Setting priorities” “Fact-based”
“Efficient, effective” “You deserve...”

“Results”/”Solutions™ “No lobbyists/special interests”

“Disciplined” / “Focused” “Mission”/“Commitment”

“Fighting for Me” “No excuses”

“No Fine Print” “Common Sense”

Making the difficult decisions “| get it”

“No suprises”™ “Real/Genuine/Authentic”
“Let’s get to work™ / “Let’s get the job done work”™




The Idedl
Economic Language

Everyone Benefits 79%
Everyone Wins 13%

Everyone Follows The Rules 64%
No One Cheats 25%

Everyone Has The Same Opportunity 51%
There’s a Level Playing Field 41%




Message: A Healfthier ECconomy

Which stafement do you find more persuasive?

“We need to build a society
where hard work is rewarded
and every American has the

opportunity to succeed.”

“We need to build a society
not from the top-down, but
from the bottom-up.”

23%

Total




Economic Freedom

Healthier EConomy

Equal Economic
Opportunity

Common-Sense

Free Enterprise

Better Business
Climate

Fair Rules
for a Fair Shot

Good/Smart Policy




Efficient, Effective &
Accountable Government

Hardworking

Taxpayers

JOBS

Hard-working families

Smaller, Smarter, Simpler
Government

Small
Businesses

Good Jobs

Working People







Images That WORK!

Which gives you the BEST impression of a family?
(action & interaction do best)




Images That DON’T WORK!

Which gives you the BEST impression of a family?

(older kids do better)




Put the Woman in Charge

Which makes you
feel BEST about women in the workplace?




Images That DON’T WORK!

If It looks like work, It doesn’t work.




Images That WORK!

The Romney Family
Appeals Most fo Women




Images That DON’T WORK!

Romney alone doesn’t connect




Images That DON’T WORK

Which image gives you the most
favorable impression of the individual?




Images That WORK!

Which image gives you the most
favorable impression of the individual?




esson #9:

Be Strategic.
Focus on

Where & How
You Say “Your
Message.”




Always FRAME your
MESSAGE.

Weak: You LOSE people
with whiny, overly
technical or legal

explanations and events.

Strong: You WIN people

when your language is
DETERMINED, and
STRAIGHT-FORWARD.

STRONGEST: MAKE THEM
REMEMBER.

Be smart about events
and actions. They should
reinforce your message.




Key Point:

Voters are
not tied
down...

...they watch
on their
schedule.
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it’s not what you say

It’s what people hear
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