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AGENDA

Registration | 8:00 AM

Introduction | 8:45 AM - 9:00 AM
1.Welcome
2.0bjectives Overview: Outline the goals and agenda for the day.

Real Nature | 9:00 AM - 9:45 AM
Leading with Values | 9:45 AM-10:30 AM
Break | 10:30 AM - 11:00 AM

Grassroots Organizing and Voter Engagement | 11:00 AM - 12:00 PM
1.Community Outreach: Techniques for effective grassroots organizing and community
engagement.
2.Voter Mobilization: Strategies to increase voter registration and turnout.
3.Volunteer Coordination: How to recruit, train, and manage volunteers.

Lunch Break | 12:00 PM - 1:00 PM

Media and Communications | 1:00 PM - 2:00 PM
1.Media Relations: Building relationships with the media, crafting press releases, and
handling interviews.
2.Public Speaking: Tips for effective public speaking and handling debates.
3.Social Media Strategies: Utilizing social media platforms to engage with constituents
and spread your message.

Utilizing AI | 2:00 PM- 2:30 PM
Break | 2:30 PM- 3:00 PM

Core to Crowd | 3:00 PM- 3:45 PM

Closing Session | 3:45 PM - 4:30 PM
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Politics is different
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Political Science

Planning + APAPTATION
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You can do
everything

right...

...and still

lose. .

! And you can

make plenty

of mistakes...

...ahd win.
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We’re here to

learl] hpw to
maximize your

opportunities
for future

victories.

The Most Important

Question in Politics

But first, let’s talk
about one of the

mnsi_empo_r_tan.t
questions in
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Bornin 1910 Bornin 1934 Bornin 1970

47 years 58 years 71 years

Life expectancy Life expectancy Life expectancy

What makes it possible for
one generation to live better

than the last? m

Is it that people have become more intelligent?

18
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Education +

Opportunity
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Total cost of everything in

this ad: $3,277

In 2024 dollars: $7,619

New iPhone SE: $399 (5%)

Your smartphone is millions
of tirmes more powerful than

the Apollo 11 puidance

computers

M
23

Rule of Law Government Size

. & Property Rights Govt spending
Govt Integrity Tax burden

EE ? EN E%hélﬁ Judicial effectiveness Fiscal health
Regulatory Efficiency Open Markets
Business freedom Trade freedom
Labor freedom Investment
Monetary freedom fr.eedotn
Financial freedom
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Talent is equally distributed,

but opportunity is not.
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IN THIS COUNTRY.

Good schools, property rights, low and fair taxes,
What allows Trade, sound money, effective courts,
people to Freedom to work, save, invest, create a business,

pros per? Sound government, freedom from corruption

el

Can’t implement

themselves
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The most

important

guestion in

politics

Whyshould someone believe you?

Why is your idea better?

Why is your candidate running for office?

Why should I trust you?
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The Why questions must be
answered beforethey are

asked.

Campaigns have

3 changed
o

For the better, and

for the worse...

How campaigns have changed
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Campaign evolution and devolution

Telvised debates

Tebkevision advertising
Cable telovision and direct mail

intermet campaigning (blogs, websites)
Social media and online fundraising

Social media mobilization
Data analytics and online advertizing

Supercharged data, “influsncers”

COVID-campaign shift even more online
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Big advantages bo
cemmuniceting In

pErson

+ Parsonal connochion amd
trust.

+ Mormverbal cuss pnd
bochy langusges.

+ |[Efori arnd commniirmsnt.
+ Corrmunity bullding.

Thars s a premium o

Physical campaigning.

Volunteer powered,

Professionally organized,

Digitally supercharged.

ysical Digitally targeted,
Eﬁint of n:rztt;.:t tested, organized,

with the voter tracked and

amplified.
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Who is welcome?

Who can be in our

movement?

Anyone¥*

Who can’t be in

our movement?
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_everyone.

46

Who gets to win?

Who decides highly

competitive

general elections?
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Our “why” must reach, and
persuade, non-political

people.

The “Why” questions must
be answered before they

are asked.

“Money wins

elections”
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Jerry Brown (D) Meg Whitman (R)

53.8% 40.9%
$36 million $177 million

“The news media

decides who wins.”
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Don$a3l6d mTriullimonp (R) Hil$lalr7y7 C mliinlltion

! 14V AN Y

“The size of the party

decides the winner.”

Republicans Unenrolled Democrats

469,264 2,291,155 ) 1,518,791

Charlie Baker (R) Martha Coakley (D)
1,044,573 1,004,408
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“The side with

the best ideaswins.”
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The winner of a political

contest, over time, is

determined by the
numberand

effectivenessof the

activistsand leaderson

each side.

1964 Republican
nominee for President

Lost 44 states.

RONALD REAGAN
1980 Republican nominee for
President

Winner. Won 44 states.

4 ™

1964 to 1980:
Growth of the + Social conservative groups (Roe v Wade,
American opposition to ERA)

. . Think tanks: Heritage Foundation,
Conservative American Enterprise Institute, etc.

Movement . Advocacy groups
. State legislators: ALEC
Large numbers of . Liberal intellectuals moving to the right
Americans learned n
how to organize and (neoconservatives)
communicate through - Magazines: National Review,
many new

conservative Commentary, Public Interest

organizations

63



How to
communicate.

How to organize.

Political technology is

philosophically neutral.

SYt's time for the PEOPLE

to have a voice at City Hall!

JOE SCHMIDT

Your choice for the
New Castle

CITY COUNCIL

Real Nature of Politics

What'’s

wrong
with this

yard

sign?




Real Nature of Politics

RION

NEHRING

THE WORLD KNOWS ARNOLD SCHWARZENEGGER AS A FAMOUS BODYBUILDER AND A HOLLYWOOD ACTION HERO, BUT HE IS
ALSO A SUCCESSFUL BUSINESSMAN, GENEROUS PHILANTHROPIST AND CALIFORNIA'S 38TH GOVERNOR
SINCE HE TOOK OFFICE, GOVERNOR SCHWARZENEGGER'S RESPONSIBLE FISCAL POLICIES HAVE BROUGHT CALIFORNIA BACK

FROM THE BRINK OF BANKRUPTCY, REINVIGORATING THE ECONOMY, CREATING A BETTER ENVIRONMENT FOR BUSINESS AND
CREATING MORE THAN 680,000 NEW JOBS. IMPROVED STATE REVENUES HAVE PAID DOWN THE STATE'S DEBT AND AFFORDE!
RECORD INVESTMENTS IN SCHOOLS, ROADS AND AFFORDABLE HEALTHCARE FOR CHILDREN. GOVERNOR SCHWARZENEOOERS
MOST NOTABLE ACCOMPLISHMENTS INCLUDE A BIPARTISAN AGREEMENT TO REDUCE CALIFORNIA'S GREENHOUSE GAS
EMISSIONS BY SIGNING LANDMARK LEGISLATION IN 2006, INCREASING THE MINIMUM WAGE WHILE LOWERING THE STATE'S

UNEMPLOYMENT RATE AND OVERHAULING THE WORKERS' COMPENSATION SYSTEM -CUTTING COSTS BY MORE THAN 35
PERCENT. IN ADDITION, GOVERNOR SCHWARZENEGGER IS THE FIRST GOVERNOR IN DECADES TO MAKE MAJOR INVESTMENTS IN
IMPROVING CALIFORNIA'S AGING INFRASTRUCTURE THROUGH HIS STRATEGIC GROWTH PLAN, HELPING TO REDUCE
CONGESTION AND CLEAN THE AIR. HE ESTABLISHED THE HYDROGEN HIGHWAY AND MILLION SOLAR ROOFS PLAN, CONTINUING
HIS LEADERSHIP IN CREATING A GREENER ENVIRONMENT. AS GOVERNOR, HE HAS BEEN CALIFORNIA'S MOST EFFECTIVE

MARKETING TOOL, TRAVELING ACROSS THE COUNTRY AND AROUND THE WORLD PROMOTING CALIFORNIA GROWN PRODUCTS,
CUTTING EDGE TECHNOLOGIES AND THE STATE'S DI\/EPSE TRA\/EL DESTINATIONS IN ADD\T\ON USING HIS BACKGROUND AS AN
INTERNATIONALLY RECOGNIZED ATHLETE, GOVERN! IG HEALTH AND FITNESS ATOP
PRIORITY. HE SIGNED LEGISLATION MAKING THE STATES SCHOOL NUTR\T\ON STANDARDS THE MDST PROGRESSIVE IN THE

NATION AND CONTINUES TO PROMOTE HEALTHY HABITS. THIS WORLD-FAMOUS ATHLETE AND ACTOR WAS BORN IN AUSTRIA IN
1947, AND AT 20 BECAME THE YOUNGEST PERSON EVER TO WIN THE MR. UNIVERSE TITLE. HE CAME TO AMERICA SHORTLY
Al—‘rEn W\NNING AN UNPRECEDENTED]Z MORE WORLD BODYBUILDING TITLES. CHALLENGING BOTH HIS BODY AND MIND, HE

HE UNIVERSITY OF WISCONSIN AND BECAME A U.S. CITIZEN IN 1983. THREE YEARS LATER
HE MAPP\ED EPOADCAST JOUPNALIST MARIA SHRIVER.

68

The world knows Arnold Schwarzenegger as a famous bodybuilder and a Hollywood action hero, but he is alsq a
successful businessman, generous philanthropist and California's 38th Governor.

Since he took office, Governor Schwarzenegger's responsible fiscal policies have brought California back from the brink
of bankruptcy, reinvigorating the economy, creating a better environment for business and creating more than
680,000 new jobs. Improved state revenues have paid down the state's debt and afforded record investments in

schools, roads and affordable healthcare for children.
Governor Schwarzenegger's most notable accomplishments include a bipartisan agreement to reduce California's
greenhouse gas emissions by signing landmark legislation in 2006, increasing the minimum wage while lowering the

state's unemployment rate and overhauling the workers' compensation system -cutting costs by more than 35 percent.
In addition, Governor Schwarzenegger is the first governor in decades to make major investments in improving
California's aging infrastructure through his Strategic Growth Plan, helping to reduce congestion and clean the air. He
established the Hydrogen Highway and Million Solar Roofs Plan, continuing his leadership in creating a greener

environment.

As Governor, he has been California's most effective marketing tool, traveling across the country and around the world

promoting California grown products, cutting edge technologies and the state's diverse travel destinations. In addition,
using his background as an internationally recognized athlete, Governor Schwarzenegger has made restoring health
and fitness a top priority. He signed legislation making the state's school nutrition standards the most progressive in
the nation and continues to promote healthy habits.

69
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Political theory vs.

actual campaigns

Market research

“The problem with market research is people don’t think
what they feel, don’t say what they think, and don’t do
what they say.”

David Ogilvy

Political theory

Human beings cannot be usefully reduced to a single

number placing them on a theoretical, one-dimensional
political spectrum. Political theory is often incomplete or

mislea din g.

71
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Where do they belong?

* Voter wants lower taxes,
and supports EV mandates.

» Voter likes a candidate’s

policies but not his conduct.
- Voter doesn’t care about

politics.

73
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How did they .

win?

Political Theory Reality
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Narrative/Identity

-

Skills
Ideas/solutions P

-

e
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Key takeaways
«The importance of “why” -Good ideas can’t
implement themselves.

They need champions.

«Conservatism is a set of ideas, open to
everyone.

«Winner of political contest over time is
determined by the number and

effectiveness of activists and leaders.

«Political technology = the skills to
organize and communicate.

«The right ideas + strong narrative +
sound skills = maximum opportunity for
victory.
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My contact card:

Ron Nehring

Director of International Programs
for the Leadership Institute
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THE'REAL NATURE

OF POLITICS AND

ELECTIONS




Leadership
Institute

[raining Conservatives Since 1979

THE REAL NATURE OF POLITICS AND ELECTIONS
Presentation Notes

1. What is one of the most important questions in politics, and why?

2. Conservatismis a open to

3. What determines the winner of a political contest over time?

4. What is political technology?

5. What are three dimensions in which political leaders and communicators need to be sound?

A

C.

ADDITIONAL NOTES:



The Real Nature of Politics and Elections

The ideas and policies that allow a society to thrive and its people to live in freedom have one drawback: They
cannot execute themselves.

The conservative principles of limited government, free enterprise, a strong national defense, personal
responsibility and traditional values require champions: leaders in the public policy arena with the skills to put
their ideas into action.

What makes it possible for each generation to live better than the last?

It’s not that people today are any smarter than those who lived at the time of America’s founding, or during
the time of the Roman Empire, or the Egyptians. There’s no evidence to suggest those of us alive today are any
more intelligent than our ancestors.

What we do have, are better tools, and these tools allow one person to produce more with his or her potential
than every before.

So what allows a society to develop better tools? We know from history that often for hundreds of years
society would invent very little — the Dark Ages come to mind.

The answer is innovation. And that, in turn, is the product of education and opportunity.

Our friends on the left talk about education a lot. One wonders how their education policies would be
different if the teachers unions were not among the left’s most critical campaign contributors.

In any case, education alone does not give us innovation. The Soviet Union had plenty of well educated
people. The Soviet satellite states in Eastern Europe had plenty of scientists, engineers, mathematicians, and
the like. Yet, Communism never produced nearly the innovation seen in countries in the west.

That’s because innovation requires not only education, but also opportunity. Whether an inventor such as
Thomas Edison or the Wright Brothers, or just someone working in a shop or a factory who figures out a better
way to do things, will have the ability to benefit from their idea, makes all the difference.

What gives us an opportunity society?

Our friends at the The Heritage Foundation actually produces an index, called the Index of Economic Freedom.
It's a numerical score assigned to each county based on its policies in areas such as monetary freedom, labor
freedom, freedom from corruption, size of government, open markets, and rule of law.

The result? Countries with more freedom, property rights, government integrity, efficient regulatory policies,
and the like score higher, and their citizens are more prosperous than, say, Cuba or Venezuela, which
unsurprisingly score at the bottom.



Yet, none of these ideas can implement themselves. In fact, there are often powerful forces at work in a country
against these policies, such as crony capitalists, rent seekers, and socialists.

This brings us to one of the most important questions in politics: WHY?
We call it, “the because clause.”

Why are you in politics? Why should someone vote for you? Why are you running for office? Why do you believe
what you do?

Answering the question of “why” is critically important in politics because in a world where people are rightly
suspicious and skeptical of politicians, answering “why” defines your motives.

Are you here just to help yourself? Just to achieve some life goal? To get a title? Few voters are interested in that.
Or, are you here because you want to help others?

We know that around the world, whenever conservatives ideas are put into action, people prosper.

Take a country with one language, one history, one culture. Divide it in half. One side goes with freedom, the
other with authoritarianism. Come back in 50 years and see what happens. It's only happened twice in all of
human history: in Germany, and in Korea. Today, nobody is trying to break in to North Korea, and when that Berlin
Wall fell, no one in West Germany said, “thank God | can now go shop in East Berlin.”

Conservatism is a set of ideas that, when put into action, allow people to reach their full potential. Conservatism
therefore is not a race. It’s not a national origin. It's not a native language. It's not a religion. It’s a set of ideas that
is open to anyone, of any background.

Anyone who believes in and supports conservative ideas can be a good conservative.

Which side gets to win

So, does that mean we get to win? Why are campaigns even necessary?

This raises the question of: which side gets to win in politics, and how can we make that side us?

Some argue that money determines outcomes. They say elections are all bought and paid for by the wealthy or
powerful interests, so campaigns don’t matter. To that we can introduce you to President Michael Bloomberg, or
President Steve Forbes, or California Governor Meg Whitman. All of these billionaires vastly outspent their

opponents, and all went down to defeat. The road to political oblivion is lined with the carcasses of wealthy self-
funded candidates. No, money alone does not determine outcomes in politics.



We hear a lot about the role the news media plays in politics. With their ability to frame the issues and decide
what is worthy of coverage, they say the media has so much control. Yet, did Donald Trump have the media on
his side in 2016? Was “the media” behind Reagan in 19807 Behind Bush 41? Did they rally to Bush 43? No, the
media doesn’t determine who wins either.

What about the size of the party? If the majority wins, maybe the biggest party gets to decide the winner? To
that we can introduce you to Massachusetts Governor Charlie Baker, a Republican governor in a state with three
Democrats to every one Republican. Or Maryland Governor Larry Hogan, who won two terms in the heavily
Democratic state of Maryland. Or Democrat Senator Bob Jones of Alabama, who won his seat in a special election
in one of the most conservatives states in the south. No, larger parties don’t get to dictate winners and losers
either.

How about the side with the best ideas? If our ideas are so much better, elections should reflect that, right?
Unfortunately, history is replete with examples of people with very bad ideas winning elections. Hugo Chavez of
Venezuela is one high profile example, and there are many more. No, having the best ideas doesn’t guarantee an
election outcome either.

So, who does get to win?

If we look at history as a series of movements, rather than a series of elections, we see that the winning side was
the one with the greatest number of effective activists and leaders.

As Leadership Institute President Morton Blackwell observes, “The winner of a political contest, over time, is
determined by the number and effectiveness of the activists and leaders on each side.”

The success of the conservative movement in America can be traced back to the aftermath of the 1964
Presidential campaign of Arizona Senator Barry Goldwater, who, although not successful, inspired hundreds of
thousands of conservatives to remain involved in public policy. Many of them founded and joined organizations
of various kinds where even more people learned how to do everything from how to organize a rally to how to
lobby for legislation, or mobilize people through talk radio.

By the time Ronald Reagan ran for President in 1980, he had the benefit of a much larger and more effective
conservative movement consisting of many hundreds of thousands of people who learned effective political
technology.

When we refer to political technology, we are referring to the skills involved with organizing and communicating
effectively. Unlike philosophy or issues, political technology is philosophically neutral. That is, the techniques for
organizing and communicating work as well when used by the left as the right.

There is no “liberal” way to hold a press conference, no “conservative” way to mobilize a neighborhood. Yet
whether those involved in a struggle in the public policy arena choose to learn these skills can have a powerful
impact on the outcome. It is for this reason that we focus so heavily on teaching conservatives these skills.



Often, learning effective political technology involves unlearning what is commonly taught through the
mainstream media about how politics really works. Much of the media reporting on political campaigns focuses on
horserace polls and campaign fundraising while missing the importance of mobilizing large numbers of volunteers,
and going beyond simplistic explanations of where candidates fall along an ideological spectrum.

The typical bell curve, so common in many political science classes, explains how in a given population, most
people are moderates, while there are decreasing numbers of people as one moves toward the left and right.
Presumably, candidates who fall toward the mean of this simplified left-right spectrum have an advantage in a
campaign.

However, missed in this oversimplified view of the world are voters who are ambivalent about politics. Lacking
strong political opinions they tend to be classified as “moderates,” which is a rating of philosophy, not interest.
Meanwhile, also lost are voters who may concurrently hold views that are traditionally seen as conservative, and
liberal. For instance, where does the voter who is anti-tax, and anti-gun, fall on this spectrum? Or libertarians?

Contrary to what the implications of the traditional bell curve, we have seen many conservative candidates win
races in communities where they are further from the hypothetical bell curve mean than those they defeated.
Former New York City Mayor Rudy Giuliani won election twice in New York City, where Republicans are
overwhelmed by Democrats. The same is true for former New Jersey Governor Chris Christie, Maryland Governor
Larry Hogan, San Diego Mayor Kevin Faulconer, and former new Mexico Governor Susana Martinez.

The victory of these candidates, not easily explained through the bell curve we see so often in Poli Sci 101, reflects
the reality that candidates do not only exist in one dimension of political philosophy. Rather, they exist in three:

Political philosophy and issues
Narrative and identity
Skills

These three areas are wheels spinning independently of one another. A candidate can be philosophically well
grounded, but lacks the skill to organize an effective campaign. Another candidate can have a great story, but is
not philosophically a good match for their district. Yet another may have great political skills, but flawed narrative.

Again, having the best ideas is not enough to win. Leaders who have the right ideas, and also the right narrative,
and strong political skills, maximize their opportunities for victory.
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Effective communicators
are what?

Frinciples & ldeas

Three dimensional

Common
perceptions of
politics?




Lhstant-and disconnected

What is the reality?

A shared movemeary




How do you build it?

Makring connections

But first, let’s talk
about one of the
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How do you build it?

Makring connections

Goal of these
connections?
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The best kind?
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Polices are not personal

Values are personal & persuasive

Why Values are Personal
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American Values

* Liberty +" Freedom of Speech
+ Equality " Caphtalism

+ Democracy v Religious Fraedom
* Individualism + Patriotism

¥ Rule of Law * The American Dream
* Justice + Entreprenaurship

Conservative Values

Limited Governmant + Strong Mational

“ Fiscal Responsibility Securily

* Personal " Second Amendment
Rasponsibility Rights

* Free Market * Educational Chalce
Economy " Border Enforcement

* Pro-Lie

Conservative Polices

* Tax Cuts + Energy Independence &

+ Border Security & Fossil Fuels
Immigration Reform « Judizcial Appointments

* Ropeal Affordable Care + Opposition to “Woke"
i Policies & Critical Race
Theory

m




Use Values to Your Advantage
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An opportunity for personal connection




An opportunity for personal connection
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Effective Elements
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More than disagreement
on policy

Violation of Values
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Grassroots Organizing and Voter Engagement
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Grassroots Organizing and Voter Engagement
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Grassroots Organizing and Voter Engagement
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Grassroots Organizing and Voter Engagement
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OPENING SCRIPT:
Hi, am I speaking to (first name)?

IF NOT DESIRED VOTER:
Can I speak to (first name) please or do you know when they’ll be available?

Record response in note section if applicable.

ONCE CONFIRMED:

Hi (first name), my name and I'm calling on behalf of [candidate name], the [party]

candidate for your riding of [riding]. How are you doing today?

IF NOT RESPONSIVE.:
Thanks for your time. If you ever want to learn more about [candidate] and their campaign to
[slogan] to your riding, you can visit [website].

IF RESPONSIVE.:

(first name), I don’t want to take up too much of your time today. The reason I’'m calling is to let
you know that Election Day is fast approaching. [candidate] is running on a platform [insert key
messages]|.

Do you think [candidate] and the [party] can count on your support this election?
Record response and proceed to follow up question.

o Yes, [candidate] and the [party] can count on my support

o No, [candidate] and the [party] can’t count on my support
o I’'m leaning towards supporting [candidate] and the [party]
o I’'m leaning against supporting [candidate]and the [party]
o I’'m currently undecided on who to vote for

o Not Interested

o Other (specify in note section)

o N/A



IF NON-SUPPORTER, LEANING AGAINST OR NOT INTERESTED:

Thank you for your response, (first name). I hope that [candidate] and the [party] can earn your
vote throughout the campaign. If you ever want to learn more about [candidate] or our party’s
platform, you can visit [webiste]. Have a great day / evening. Goodbye.

Proceed to end call and record call disposition.

IF SUPPORTER, LEANING TOWARDS OR UNDECIDED:

(first name), thanks so much for your response. If you have time for one more question, I'd love
to hear your thoughts. Right now, our campaign is trying to better understand which issues
matter most to voters like you.

What is the top issue for you and your family this election?

Record response and validate the voter by agreeing that whichever issue they mention is one
that is important to [candidate] and the campaign as long as it is not a fringe issue.

o Natural resources

o Education

o Seniors

o Government accountability
o Public Safety

o Drug use / homelessness

o Lower taxes

o Small business

o The economy

o Cost of living

o Housing

o Health care system

o Transportation / traffic

o Public infrastructure

o Other (specify in note section)
o N/A



CLOSING SCRIPT:

(first name), thank you so much for your time today (and for your support if applicable).
Advance polls are open as of [date] and Election Day is on [date], so make sure to get out and
vote as this is a tight race and every vote counts. If you’d ever like to learn more about
[candidate] or the [party] and get involved in [candidate] campaign, you can visit [website].
Have a great day / evening. Goodbye.

Proceed to end call and complete call disposition.

Call Disposition:

o Answered phone and answered both voter ID and issue question
o Answered phone and answered voter ID question but not issue question
o Answered phone but didn’t answer voter ID or issue question

o No answer

o Asked to be phoned back later

o Went straight to voicemail

o Call / line busy

o Number out of service

o Not interested

o Hostile / do not contact

o Technical issue (member's end)

o Technical issue (agent's end)

o Other (specify in notes)



IB Al in Politics

Al IN

POLITICAL
CAMPRIGNS

What is the most valuable resource in
every political campaign?

Time

¥ Cannot buy more or stockpile it

v Relentlessly counting down, never stops

¥ Best campaigns work to optimize it

¥ Winning campaigns find ways to "save it”
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Why critical for conservatives?

Slow adoption of new campaign

techniques has consequences

Slow Adoption Consequences

2008 & 2012 2020 & 20247
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What is Gen Al's

practical value to campaigns?

ANows for 3 key things

Practical Campaign Value

Incrassing
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After doing more in less time...




m Al in Politics

We can do more of this

Team of Super Interns

Super Interns

" Work insanely fast (no pizza)

" Mot your co-pilots

" Require specific guidance

Will make mistakes

Mead refinement

¢ Review & final approval
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Bad input equals bad output m

Prompt Essentials

Prompt Essentials
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Prompt Evolution

Prompd engineer an Al job

mpk

“wrlsapcEmiEngs”

A prompt hack: “Befare

clorifying gueshions.”

Context is Critical
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Practical Use of Al in campaigns
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Campaign
Research

Issue Research

Then My

g

Google




Issue Research

bl

10+ FALikeS

Four A5 seansh
FTRATR

Messaging Research

Al in Politics
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Messaging Research

Including Tocused

poll review

=

)
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Opposition Research

sirm eaw rramE pia ¥,
ERANEE FEEmEY




Opposition Research

Theiiry Bidiind

30+ mins 10+ mins

Operational Research

How
Fr=
&

2 g

Operational Research

GPT Prommgt:

Prossde a bnied ovenviow of the

(26 page decument)

Al in Politics
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Operational Research

M

1 hsgiur

It actually gets done

Research Recap
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Customized

Content

Generation
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Customized Content

G
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GPTs
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Campaign Custom GPTs L‘.}—ﬁ
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Existing Image Alteration

Using Generative Fill Al

-

*Agricuturs” Genarsiive Fll
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Danvie™s “red
fape” moniter

i bk,

Al IN

POLITICHL

CAMPAIGNS
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Gen Al Videos

i —

Generate Al videos with

just text

e 1 e e

Gen Al Videos

Create a custom

canvassing event
video invitation to

valuntesrs
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Cusrtemize Script Ouiput:

Text b0 Wides promph:

Ingert Custom Campaign Photos
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Text to Video Refinement

This wWides 1ok aboul 75 mins Vo peod ucs with & T
redativaly sample sdits

Marw time would peodics suparion redwits - a1l maekh

Tad ki Thaiefi i Wadiicnil aditor

You can further costomise By training Al in o specific
woite and adding your ovwn vides ehemenis or B-Roil

Al Avatar Platforms

Al Avatar Platforms

Create a custom
wolunteer training :m

video for new team

{3 synthesia

members
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Al Avatar Platforms

E raishia

Sl T
Lty il o Ti i)

Al Avatar Platforms

¥ Limits on political use

¥ Can create a personal avatar

¥ Spamloss language translation

+ Tach is rapidly advancing

+  Avodd candidate avatars




IB Al in Politics

Al Investment Perspective

5$50 billion $150 billion £1 Trillion

m

Develop an Al Policy

dedinees. and procedires carhy
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Al in Politics

Appoint an Al Director

Select point person or working group

* Research best tools and platfoarms

Develop shared systems & revisit

regulary

Emerging Reality

I your campaign does not use Al..

you will lose fo o compaign thot does,

Commit yourself to
ongoing Al learning
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Howder@ileadershipinstituleorg
(310} T20-34T0 mobila

= :
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CORE TO CROWD:
A Strategic Approach to

Engage the Base and Reach Beyond

Ron Nehring

Director of International Programs

I’m Ron Nehring

Chairman, California Republican Party (2007-2011)

Chairman, Republican Party of San Diego County (2001 -2007)

Presidential Campaign Spokesman Sen. Ted Cruz (2016)

Republican nominee for Lt. Governor of California (2014)

Director of International Programs for Leadership Institute

Local elected officeholder in San Diego County, California

My interest in

party branding
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What do they think of your party?

4
Political Party;unﬁﬁg
Reputation
5

The critical role of party reputation

Impacts voter behavior.

Distinguishes the party from competitors.
Creates lastingvoter connection.

Essential in fragmented political

landscapes.
Differentiator in coalition governments.
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it's one of the oldest debates in politics

“Left or Right?”

— )

Is this how yoﬁfa think?

normal people




Core to Crowd

Market research
“The problem with market research is people don’t think
what they feel, don’t say what they think, and don’t do
what they say.”

David Ogilvy

Political theory

Human beings cannot be usefully reduced to a single
number placing them on a theoretical, one-dimensional
political spectrum. Political theory is often incomplete or
mislea din g.

10

Achange in perspective
is worth 80 IQ points.

Alan Kay

11

T | There’s more than

one dimension at

work here...
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Political party branding/reputation

Social psychology

Elaboration Likelihood Model

Elaboration Likelihood Model

Developed by Richard E. Petty and John T.
Cacioppo

Provides a framework for understanding how
individuals process persuasive messages.

It identifies two main routes: the central route and

the peripheral route.

Key Finding

Highly engagedpeople process information more

deeply, while less engaged people rely on
superficial cues.




m Core to Crowd

CentralRoute | Peripheral Route

Detailed arguments Cues and signals as

and evidence. shortcuts.

Now, let’s apply it to politics...

Let’s callit a

Strategic Engagement
Framework

Strategic Engagement Framework

CentralRoute | Peripheral Route

Cues and signals as

Detailed arguments shortcuts.
and evidence.

(o{0]3{: CROWD
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Strategic Engagement Framework
Central Route

Detaited-arguments We really understand the

and evidence. problem.

Solution + Benefits.

Evidence, data,
te stimonials.

C 0 R E Platform/manifesto.

Strategic Engagement Framework

Themes.

Visual identity. Peripheral
Storytelling. Route

Emotional connection. Cues and signals as

Social proof. shortcuts.
Aesthetic appeal.

Charisma.

Positive imagery. C R 0 W D

Consistency.

Strategic Engagement Framework

As we make branding decisions,

what do we need each to do?

(o{0]3{ CROWD




CORE

Show we really
understand the problem.

Solution + Benefit.

Evidence, data,
testimonials.

Platform/manifesto.

CROWD

Theme

Visual identity
Storytelling
Emotional connection
Social proof
Aesthetic appeal
Charisma

Positive imagery
Consistent

Visual Identity and
Symbolism

Colors, logos, and symbols
evoke emotions and

establish identity.

These elements should
resonate with both core and
broader audiences.

Core to Crowd

Volunteer

Donate

Engage

Vote for us

+Impressions
Recognition

Trust

Vote for us

FSYCHOLOGY OF COLOR
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Core to Crowd

Themes Must
Appeal to Core and
Crowd

« Effective themes are simple,
memorable, and aligned with the
party's values.

« Appeal to both the central and
peripheral routes.

25

Branding Must

Appeal to Core
and Crowd g

« Design branding to resonate

with a wide audience.

- Useinclusive imagery and j H SEthTl vE
universal values to attracta .

26

broader electorate.

Strategic
Engagement
Framework

sSuccess stories
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Die neue

Volkspartei

: :

28




Core to Crowd

i 4
- N 0

Potar Duticn et placed ta reconinact with ks
Howaid Battisii't Cormani

-y

Flawed approaches to rebranding

Move left on issues. (That’s it)

Core feels abandoned, demotivated.
Fail to increase appeal to the less engaged.

Same party, new wrapping.
Superficial and weak.

Fail to strengthen core by updating
policies/ideas.

Strategic Engagement Framework
Party (re)Branding in 3 dimensions

CORE CROWD PROCESS
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Strategic Engagement Framework

Dual-track strategy

CORE  CROWD

Principles Inspire

Policies Motivate
Proof Positive

Positive Appealing
Progress Connect

Purpose Trust

Political Science

35

O

Know what to avoid + Find Balance

36




IB Core to Crowd

The Six “P’s” LM.P.A.C.T.:
Principles Inspire
Policies Motivate
Proof Positive
Positive A ppealing
Progress Connect
P urpo se Trust
CORE CROWD

F.L.A.W.E.D. B.L.A.N.D.
Fringe ideas Boring

: I, o
Lacking relevance Long-winded
Ambiguous Alienating
Weaknesses E Narrowcast
vidence-l acking Disconnected

Diluted to excess

37

“In preparing

for battle I

have always
found that

plans are
useless, but

planning is
indispensable.

Dwight D. Eisenhower

Strategic
Engagement

Framework

How to win over

the party




Core to Crowd

Winning over the Party: (re)Branding Process

Part 1 of 3: The Approach

1.Long term vision, not reactionary
change.

2. Engage your stakeholders first.

Winning over the Party: (re)Branding Process

Part 2 of 3: Developing the new brand

1.Make decisions based on evidence.

2.Update solutions to match today’s

realities. Issues andbrand. Keep
alignment with values.

3.Address actual voter concerns.
4.Set realistic goals.

5.Gradual changes. Consistent use of
branding elements.

Winning over the Party: (re)Branding Process

Part 3 of 3: Selling the new brand

1. Internal briefings, trainings, rollout.

2.Introduce new or broader leadership,

representing values while expanding appeal.

3.Build trust through consistent, reliable actions.

4.Acknowledge losses, point to lessons, pivot to

positive change and renewal.
5.Engage with media strategically.
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“The most common error of a

smart engineer is to optimize a
thing which should not exist.”

Elon Musk

The political spectrum is useless.

Not everyone thinks the same.
Mot everyone went to political

science class.

Mot everyone thinks like politiclans

and political reporters.
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Strategic

Engagement

Framework

Motivate core supporters withbroad voter
appeal.

Dual-track approachmaximizes long-term

success and electoral wins.

Use a sound process to develop, then sell, the

new brand.
Finally, punchit maximize the gains!

y

i

-

=
¥27

“Do what you can.
With what you have

L

Where you are. f

Theodore Roosevelt

Li|

My contact card:

Ron Nehring

Director of International Programs
for the Leadership Institute










