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Poll findings. 

 Strategy from winning campaigns. 

 State advocate messages in action. 

 

 

 







Oxytocin motivates cooperation 
with others.  





“... THE FACULTY OF OBSERVING IN 
ANY GIVEN CASE THE AVAILABLE 

MEANS OF PERSUASION.” 
 



“... THE FACULTY OF OBSERVING IN 
ANY GIVEN CASE THE AVAILABLE 

MEANS OF PERSUASION.” 
 







Research. 



The research was not done 

on policymakers.  



People are with us. 

 

Moderates and conservative 

voters readily believe the 

programs are helping people 

who legitimately need help. 

 

 







Openings. 

 

Thinking big. Not small. 

 

 



Openings. 

 

Government that works for 

everyone. 

 

 





Openings. 

 

Focus on job development for 

everyone. Not work 

requirements. 

 

 





voters have made it clear that 

they want a shake-up...  

 

and they want progress, not just 

bomb throwing 

The bottom line:  
 





Tackling Communications 
Strategically  





Begin with the end. 



The Ask drives the message. 

It forces a clear strategy. 





Three Takeaways 



The Rule of Three in Messaging.  

Value. 

Obstacle. 

Ask. 



Value.  

Theirs. 



Obstacle. 

Address it. Try not to repeat it. 



The Ask. 

Specific.  



Example 1. 





Ask. 

Expand Medicaid coverage in the 
state so children in families up to 
300% of poverty can get covered. 



Value. 

All children should have health 
insurance coverage. 



Obstacle? 



Coverage for children through 

Medicaid and the Children’s 

Health Insurance Program is 

popular and successful. 



 

 

All children should have health care coverage. 

 

Together, Medicaid and the State Children’s Health 

Insurance Program are popular and successful. 

 

The legislature should expand these programs to 

cover children up to 300% of poverty so every child 

in the state can see a doctor when they get sick. 

Rule of Three 



Example 2. 





Ask. 

Double NIH funding over the next 
four years. 



Value? 



Cancer’s impact on our citizens and the 

economy requires a significant and 

sustained level of investment that must 

come from the federal government.  

 



Obstacle? 



All cancer groups are united 

behind this ask. 



The enormous impact on our citizens 

and economy requires that a sustained 

investment must come from the 

government. 

 

All cancer groups are united in our ask. 

 

Double the NIH funding over the next 

four years. 



Case Study: Doubling of NIH Budget 



Example 3. 





Before You Draft the Message 

①Determine the “Ask.” 

②Identify the Target.  

③Identify what the Target Values. 

④Find the Common Value. 

⑤Identify the Obstacle. 



Drafting the Message 

①Value—Common Value 

 

①Obstacle—Counter. Don’t Repeat. 

 

①Ask—Specific. Actionable. 
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