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MESSAGING AND COMMUNICATIONS



QUESTIONS FOR THE CAMPAIGN TO ASK ITSELF

▪ Why is your candidate running?

▪ What’s the problem? Who is getting hurt?

▪ What are your candidate’s experiences with this 

problem?

▪ What solutions does your candidate offer?

▪ What’s standing in the way?



A limited body of truthful information designed to 

motivate voters to choose your candidate

▪ Why does it matter?

▪ Why should I care?

▪ Why should I trust you to fix it?

Messaging is NOT 

a hashtag, slogan, or 10-point plan

MESSAGING AND COMMUNICATIONS



YOUR CAMPAIGN’S BRAND

▪ Consistent colors.

▪ Logo that reinforces your message.

▪ Photos that present your candidate in the light 

they want to be seen.

▪ Slogan that reflects your message.

▪ Reinforce your message every chance you get.



DEVELOP YOUR “BRAND”

▪ Use consistent colors, logo, image, 

slogan

▪ Promote your brand on Facebook, 

emails, website, signs, flyers, 

brochures, mailings, biz cards, 

stickers, etc.

▪ Reinforce your brand and message in 

your talking points and written 

materials

▪ Repeat, repeat, 

repeat your message

▪ Always pivot to get 

back on your message

▪ Use discipline to 

control your brand



LOGOS AND SIGNS



LOGOS AND SIGNS



LIFE RULE: AUDIENCE FIRST, MESSAGE SECOND

Interests Issues

Values



REMINDER: CCRCCR

▪ Credible= Content + Messenger

▪ Concise= Short, Sweet, No jargon

▪ Relevant= Candidate Interests + Audience Interests

▪ Compelling= Stir them to act and make it as easy as 

possible

▪ Contrasting= Define your opponent & offer a clear 

choice

▪ Repeated=Until you think your ears will fall off and 

then 1,000 times more



MESSAGE BOX



MESSAGE BOX ACTIVITY

Build your candidate’s message box



MESSAGING RULES

▪ Narrow it down to 3 (maybe 4) overarching 

issues/statements.

▪ Elevator speeches: 30 second, 60 second, 2 

minute, 5 minute, 10 minute

▪ Consistent across the campaign. Field & Finance 

should reflect your messaging. 

▪ Always pivot.

▪ Consistency is key.



MESSAGING TIPS

▪ Responding vs. answering: all of your answers to any 

question should tie back to the current message of 

your campaign 

▪ Be concise: the average newspaper quote is 30 words 

long; the average TV quote is 10 seconds long

▪ Repeat, repeat, repeat: unlike you, most people still 

haven’t heard what you have to say

▪ Exercise discipline: straying from your message can 

lead to distortion and lack of coverage



ANSWERING QUESTIONS

▪ Values Statement (I believe, We must, No one 

should…etc.)

▪ Back up info (Statistics or personal story)

▪ Optional: Contrast with opponent

▪ Values Statement 



POLLING

▪ Reflects a moment in 

time.

▪ Limited by the increase 

of cell phone use. 

▪ Expensive as hell. 

▪ However, if you can 

afford it, it’s worth it to 

test your message and 

help fine tune issues.

▪ Research similar polls.



POLLS TELL YOU…

▪ What to say:

o What part of your bio should you repeat over and over?

o What issues do voters really care about?

o What order should those issues go in?

o How can you reframe the issues you care about to fit their priorities?

o What subsets of voters to reach out to with what message.

▪ What not to say:

o Maybe something you think sounds good totally falls flat.

o Every word your campaign says costs money. Make sure you’re not burning 

dollars on ineffective communications.



WORDING NUANCES MATTER

Polling identifies words that elicit strong or weak,       

positive or negative responses: 

Strong Words Weaker Words

▪ Classroom ▪ School

▪ School ▪ Facility

▪ Teacher ▪ Educator

▪ Children ▪ Student

▪ Home ▪ House

▪ Fair but firm ▪ Just but strict

▪ Taxpayers ▪ People



IF YOU CAN’T AFFORD A POLL 

▪ Opposition research

▪ Community committees

o Town councils, planning groups, 

etc.

o Members of your community 

who can advise you

▪ Headline analysis

o What issues are coming up in 

the news in your area?

o What’s trending on social media? 

▪ Public polling

▪ Door knocking

o Track feedback

▪ Precinct analysis

o Past candidate races

o Ballot measures and propositions

▪ Look at what the winners did

o Who recently ran successfully in 

your district or overlapping 

districts?

o Meet with them. Look at their 

website, mail, social media, 

finance reports



OTHER CAMPAIGN COMMUNICATIONS

▪ Literature- Campaign flyers, walk pieces

▪ Ballot- Designation and statement

▪ Mailers- Individual mail and slate mail

▪ Speeches and interviews

▪ Broadcast- Radio and TV

▪ Digital



YOUR CAMPAIGN HANDOUT

Your campaign flyer, brochure, or mailer should 

include:

▪ Your image

▪ Phone number, email, address, website

▪ Brief biographical facts, experience, achievements, character

▪ Top three priorities

▪ If against an incumbent, comparison of positions

▪ Please vote for ____ on ____ date

▪ Financial disclaimer, union bug, FPPC or FEC #



EXAMPLES



DIRECT MAIL PLAN

▪ If funds allow for a mail program, aim for 5-12 pieces

▪ The cost depends the size of the universe and the piece

▪ Cost includes design, printing, and postage and may be 

done by mailing consultants or directly through mailhouse

▪ Timed to hit with early (mail) and poll voting

▪ Best to start with positive introductory message

▪ Comparisons with incumbents implied or explicit

▪ Union bug (or disclaimer that it was printed in-house)

▪ Financial disclaimer



DIRECT MAIL CONTENT

▪ Three audiences: 7-second (pictures, name, slogan), 20-second 

(headlines), 60-second (readers who want more)

▪ Great way to target specific voters to reinforce your message: seniors, 

women, Party members

▪ Common means for negative/attack messaging

▪ Should be 40-60% photos or other visual; design should include white 

space; include a high-quality photo of the candidate

▪ Include vital information: candidate name, office, ask for vote, website 

/contact info

▪ Refer to outside sources (media, studies, nonpartisan groups) to 

enhance credibility; use citations to tell voters where specific claims 

came from



EXAMPLES



EXAMPLES



SLATE MAILERS

▪ Slate mailers may be purchased through many commercial 

vendors/printers who will contact you

▪ Slate mailers may present themselves as representative of a 

political party, law enforcement, environmentalists, etc. (COPS)

▪ Vendors indicate the number of mailers to be sent out

▪ Any candidate can pay to include their name on slate mailers (a 

relatively inexpensive way to reach voters)

▪ Political parties, political action committees, associations, etc. 

sometimes send slate mailers of their endorsed candidates to 

their members at little or no cost to the candidates



EXAMPLES



EARNED MEDIA: FREE IS THE BEST PRICE

▪ Press list

▪ Press events

▪ Press releases and advisories

▪ Relationships with reporters

▪ These things don’t cost money, but they do cost 

time. Be mindful of ROI.



AP STYLE

▪ Write out numbers one through nine and use numerals for 

10 and higher.

▪ Write out the word percent. (No %)

▪ No oxford comma. 

▪ It’s Calif. not CA. 

▪ SAN DIEGO stands alone in a dateline. However, you need 

to pair other cities in the county with the state. 

o CARSLBAD, Calif., CHULA VISTA, Calif., LA MESA, Calif. 

▪ Only capitalize titles when they precede a name.

o Mayor Serge Dedina not Serge Dedina, Mayor



MORE AP STYLE

▪ Election Day, election night

▪ PAC, super PAC

▪ Re-elect, re-election

▪ Democrat, Democratic Party 

o liberal, leftist

▪ Assemblymember, Councilmember

▪ Rep. Juan Vargas (D-Calif.) is a congressman. 

o Not Congressman Juan Vargas



PRESS LIST

▪ Large regional outlets= San Diego Union Tribune, San 

Diego City Beat, ABC10, Fox 5 News, CW 6, KUSI, KOGO, 

KPBS, City News Service, AP

▪ Small local outlets= Coronado Eagle & Journal, Beach & 

Bay Press, Alpine Sun, Coast News, Chula Vista Star News, 

Clairemont Times

▪ Online outlets= Voice of San Diego, Times of San Diego

▪ Cultural outlets= La Prensa, Voice & Viewpoint, Filipino 

Press, Jewish World, LGBT Weekly



PRESS RELEASES 

▪ For Immediate Release

▪ Date

▪ Contact Name/Phone/Email

▪ Headline

o Sub-headline optional

▪ Dateline in ALL CAPS

▪ # # # #

▪ AP Style

▪ Disclaimer



MEDIA STATEMENT

▪ For Immediate Release

▪ Date

▪ Contact

▪ “Statement…” headline

▪ Sub headline

▪ Quotation marks

▪ # # # #

▪ AP Style



MEDIA ADVISORIES

▪ MEDIA ADVISORY

▪ Date

▪ Contact

▪ Headline

▪ 4 Ws

▪ Details

▪ # # # # 



PRESS EVENTS

▪ Prepare. Don’t be wrong. 

▪ Advisory

▪ Follow up calls and emails. 

▪ Staging

▪ Prepared remarks

o Number of words/3= 

Approximate length in seconds

▪ Follow up release or 

statement



WORKING WITH REPORTERS

▪ PREPARE

▪ Find out what they want. 

▪ On the record vs. Off the record. 

▪ Meet their deadlines.

▪ Call back quickly.

▪ Listen.

▪ Keep it simple. 

▪ Don’t use jargon.

▪ The final question is often: “Is there 

anything else that you would like to 

add or say?” Reinforce your message.



WORKING WITH REPORTS CONT’D

▪ Be honest when you don’t know.

▪ Ask for a moment to think if it’s a really tough question.

▪ Return to the positives.

▪ Don’t ask to see the story before it goes to press. 

▪ Do ask to review your quotes at the end of the interview.

▪ Only try to be funny if you’re actually funny. Bad jokes can 

make bad stories.

▪ They are trained to ask questions and keep you talking. If all 

else fails stop talking.



SPEAKING APPEARANCES

▪ The more people you meet, the more you inoculate yourself from negative 

attacks and lock in voters

▪ Civic organizations: town councils, planning commissions, city councils, 

school boards, etc.

▪ Political clubs: Democratic Clubs (approx. 40 in county)

▪ Associations and PACs: Unions, Realtors, BAR, HOA, PTA, business and 

industry, Chambers of Commerce, Sierra Club

▪ Service Clubs: Rotary, Lions, Soroptimists (nonprofits)

▪ Forums: Q&A and debates

▪ Rallies, parades, street fairs

▪ Campaign meet-and-greets, fundraisers, press conferences

▪ Assume that you are being recorded at all times

▪ Target your message to the specific audience



VENDORS FOR COMMUNICATIONS

▪ Mass Email- NGP, Nationbuilder, Mailchimp

▪ Social media management- Hootesuite, Twit Doc, 

Bitly

▪ Website hosting- NCP, Nationbuilder, Campaign 

Partner, WordPress, Wix



COMMUNICATIONS PLANNING

▪ Create a communications calendar for the 

campaign.

▪ Start at election day and work backwards.

▪ Include awareness months, issue themes, 

holidays, etc. 

▪ Break it down weekly as you go through the 

campaign, across all mediums. 



SAMPLE WEEKLY PLAN

▪ Monday- Post Dec 10
th

fundraising event on Facebook

▪ Tuesday- Endorsement on social

▪ Wednesday- Fundraising email w/ endorsement updates 

and event. 

▪ Thursday- Interview with the UT, draft Op/Ed Due, 

#ThrowbackThursday post on Twitter

▪ Friday- Edits to Op/Ed due, finalize and shop around

▪ Saturday- Photo of canvassing

▪ Sunday- Thank you post for Saturday’s meet and greet.



…IT ALL LEADS BACK TO THE MESSAGE 

▪ Branding

o Do you need to change how you present your name or logo? 

▪ Fundraising

o Target donors that care about your issues

▪ Field

o Adjust walking universe to reflect your base and your weak spots

o Do you need to add Republicans? Women? Latinos? Take out an age range?

▪ Mail and Ads

o Headlines and images should reinforce poll results

o Only pay for ads that hit your biggest positives/opponent’s biggest 

negatives


