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Messaging Exercise: 

Determining Issue Importance and Position
Suppose that your candidate is considering ten issues that may be factors in the upcoming election campaign. In order to keep your campaign focused, you want to concentrate on only two or three issues, but which ones? Using this graph may help you choose.
Start by ranking the ten issues (A through J) in order of importance to your target audience (with 1 being the least important). In this example, Issue C is most important to voters.

Next rank the issues in order of how well your candidate is "positioned", how well she or he does on these issues in comparison to opponents (with 10 being the best issue for your candidate). In this example, the voters believe the candidate will be best positioned to address issue G.
	Issues
	Importance
	Position of Candidate

	A
	5
	8

	B
	2
	6

	C
	10
	2

	D
	4
	1

	E
	6
	5

	F
	8
	3

	G
	9
	10

	H
	3
	4

	I
	1
	7

	J
	7
	9


Now, plot out these ten issues as shown on the graph with the importance of the issue on the side of the box and how well positioned your candidate is on each issue on the bottom of the box. The

example should look something like the following graph.
Your campaign should focus on the issues that fall into the upper-right-hand quadrant because these are the issues that are very important to your target voters AND issues your candidate is well positioned to address. In this example, the candidate should focus on Issues G and J. 
Focusing on issues in the lower-right-hand quadrant will not help your candidate very much because the target audience does not consider them very important.  Although focusing on these issues will not hurt the candidate, you should not waste scarce resources talking about things that the target audience does not care about. 
Focusing on issues in the upper left-hand quadrant (Very Important/Poor Position) is actually quite dangerous. Although the target audience considers these issues to be important, they believe that other candidates are in a better position to address them. Thus, every time your candidate talks about Issues C and F, your campaign is drawing voter's attention to the strengths of your opponent. In other words, you are spending your own resources to help your opponent.
Candidates often wrongly believe that it is possible to change voter's minds about how well they are positioned to address a particular issue. From a psychological standpoint, it is very difficult to change a voter's mind; it is much easier to turn the focus of the debate to issues on which  your candidate is well positioned. In this example, why should your candidate spend scarce resources trying to change people's minds about Issue C when he can immediately get favorable attention talking about Issue G? 
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