
What mobilises voters:
Brand or Policies?



1.Selling ice cream.

2.Conservatives 2005.

3.Online.
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1.Selling ice cream.















First Past the Post.



Proportional Representation.



US Primaries.US Presidential Election.



US Presidential Election.



The Italian System?



And the Germans?



2.  Conservatives 2005.



Background.

Heavy defeats in 1997 and 2001.

A fourth new leader, Michael Howard.

Belief that right policies would shift 
voting behaviour.



The Marketing Strategy.

Extensive use of focus groups to refine 
policies. 

Focus all efforts on 25% of seats 
to win 1m votes.

Direct marketing campaign to 3m people.



The ‘Secret Weapon’.

“Voter Vault”



PRODUCT

Straight-Line Thinking.

STRATEGY

CAMPAIGN IDEA



PRODUCT 
The right policies for Britain.

STRATEGY 
The Conservatives understand how you feel.

CAMPAIGN IDEA 
Are you thinking what we’re thinking?

Conservative Straight-line Thinking.





LiteratureDirect Marketing

Guerrilla Marketing

Identity Design

Online Events

Advertising



Voter Journey.

Emotional 
engagement

“That’s a Party 
that understands 

my concerns”

Get out 
the vote. Imagine 5 more years of Blair

Rational 
justification

“With the 
right policies 

for me”

“I’ll vote for 
them now”
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Emotional Engagement.















Rational Justification.













Motivation to Vote.











Cover Letter to Pledges and Possible Conservatives



Leaflets.



Leaflets.







Results.

Biggest electoral gain in 22 years.  
Won popular vote in England.

Highest advertising awareness of any UK 
advertiser 

Source: Marketing Ad Watch

“The best political campaign since 1979” 
David Yelland



But we lost the election.

Why?



How the brand poisons the products

30%

64%

% of voters agreeing with 
(Conservative) immigration 

policy.



How the brand poisons the products

30%

64%

30%

% agreeing when told it was 
Conservative.



Universal Marketing Truth:

People buy emotionally 
and justify their decision rationally.

This is what David Cameron 
has understood.









3.   Online.



A word of warning: 
be true to your brand.









Thank you.
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