SPECIAL

CAMPAIGN SIGNS THAT SELL!

A Real-World Case Study in How “Pretty” Loses Elections

Let me be clear up front: I'm not picking on this candidate.
I’m using her sign as a teaching tool.

Because it perfectly illustrates what happens when campaigns let political consultants
and graphic designers drive decisions instead of marketers.

This is a classic example of what NOT to do.
If you're running for office, read this slowly. It might save your campaign.

Read on, McDuff...

Exhibit A: The “Looks Great!” Sign That Doesn’t Sell
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Signs That SELL

Principled. Conservative.
Focused on Results.

When most candidates see this sign, they say things like:
e ‘|t looks professional.”
e ‘“lt'sclean.”
e “llike the colors.”
Exactly. That’s the problem. Because none of that wins votes.
This sign was designed to be admired.
Not remembered. Not persuasive. Not emotionally gripping.
It was built like a lifestyle brand asset instead of a political weapon.
And that mistake alone costs candidates elections every cycle.

Let’s break it down.

Mistake #1: Designed for Aesthetics, Not Impact

This sign screams: designer first, voter second.
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Signs That SELL

e Gradient background

e Soft transitions

e Balanced composition
Pretty.

But roadside signs don’t live on Instagram. They live on busy streets.

Drivers give you about one second of attention. In that second, their brain has to
instantly process:

e Who is this?
e Why should | care?
Gradients kill that.
They add visual noise.
They make the background “interesting.”
They pull attention away from the message.
Instead of disappearing, the background becomes the star.
That’s backwards.
In political marketing: Backgrounds disappear. Messages punch.

Here, the background competes. That alone hurts recall.

Mistake #2: The Candidate Literally Blends Into the Sign
This one is brutal. The candidate is:

* light-skinned
* light-haired
* wearing white

Placed on a light gradient. So she fades.

Her face doesn’t anchor the sign. She doesn’t visually dominate. She becomes part of
the artwork.

That’s called poor “figure—ground” separation.

In plain English: she disappears.
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Signs That SELL
A candidate’s face should jump forward. It should grab attention. It should be the visual
anchor.

Here, the colors dominate and the candidate melts away. That’s a rookie mistake.

Mistake #3: Glamour Photo Instead of Leadership Photo
Look at the image.
Soft lighting. Gentle smile. Dreamy vibe. It looks like:

* real estate marketing
* wellness branding
* lifestyle advertising

Not leadership. There’s no authority. No urgency. No strength.
It communicates: “I'm pleasant.”

It does NOT communicate: “I'll fight for you.”

Voters don'’t elect pleasant. They elect problem-solvers.

This photo sells niceness. Not competence.

Mistake #4: Yes, She’s Attractive — But It’s Wasted

Attractiveness helps in politics. That's human psychology.

But only when it’s paired with strength cues.

Here, attractiveness floats by itself.

So instead of increasing persuasion, it turns the candidate into decoration.

She becomes part of the aesthetic. Not part of the argument. That's wasted firepower.

Mistake #5: Consultant Oatmeal Messaging

Now let’s talk about the slogan:

“Principled. Conservative. Focused on Results.”

This is consultant mush. Every candidate says this. It means nothing.

Voters don’t vote on adjectives. They vote on outcomes.
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Signs That SELL

e Lower taxes

e Safer streets

e Better schools

e Cheaper groceries

This sign offers none of that. It talks about her. Not them.

Classic political consulting.

Mistake #6: The Sign Is Candidate-Centered, Not Voter-Centered
Every word is about the candidate.

Her name. Her values. Her results.

Where’s the voter?

Invisible.

No pain acknowledged. No benefit promised. No emotional connection.
Just branding.

Campaigns aren’t about self-expression. They’re about persuasion.

This sign forgets that.

Mistake #7: Decorative Junk That Means Nothing
Then there’s the little bird logo.
Ask yourself: What does it communicate?

e Lower taxes?
e Safer streets?
e Freedom?
Nothing.
It's decorative clutter.
Designers love that stuff. Campaigns don’t need it.

If it doesn’t reinforce your message, it weakens it.
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Signs That SELL

Mistake #8: No Urgency. No Call to Action.
Not even “Vote.”
It feels timeless. Like it could hang in an office lobby forever.

Campaign signs should feel urgent. This feels passive.

The Bigger Lesson: Why Political Consultants Keep Doing This
Here’s the uncomfortable truth.

Most political consultants don’t know sh*t from apple butter about real marketing.
They’ve never sold anything.

They’ve never lived by conversion rates.

They’ve never studied direct response.

They’ve never had to persuade someone to pull out a credit card.
They know process.

They know polling.

They know compliance.

They know PowerPoint.

But persuasion? Nope.

So they default to safe. Pretty signs. Generic slogans. Soft photos.
Because safe doesn’t get blamed. Safe loses quietly.

And candidates pay the price.

What This Sign SHOULD Have Done

Solid background. High contrast. Candidate pops.
Strong posture. Direct eye contact.

Big last name. Small first name.

One clear voter benefit:

6|Page www.CampaignDoctor.com



Signs That SELL

e Lower Taxes
e Safer Streets
e Less Government.
That'’s it.
No poetry. No gradients. No lifestyle branding.

Just persuasion.

Final Diagnosis From the Campaign Doctor
This sign looks professional. It looks expensive.
It probably got compliments.

It also fails at its only job.

It was designed to be pretty. Not persuasive.

And that’s how candidates lose while telling themselves everything “looked great.”

If you’re running for office, understand this:
You're not selling a brand. You’re asking for a vote.

Design accordingly.

The Campaign Sign Pre-Flight Checklist
(Read This Before You Approve a Single Proof)

Before you send your sign to the printer...

Before you write the check...

Before you let your consultant say, “Looks great!”...

Run it through this filter. Be ruthless.

1. The One-Second Test
Stand 20-30 feet away.

Glance at the sign for one second. Then look away.

Ask yourself:
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Signs That SELL

* What did | remember?
* Did the name stick?
* Did one clear idea stick?

If you can’t instantly repeat the name and the message, it fails.

Campaign signs are not puzzles. They are billboards at 45 mph.

2. The Squint Test
Squint your eyes until the details blur. What do you see?
If you see:

» a mush of colors
* a pretty background
* a soft glow

Instead of:

* a bold name
* a dominant face
* one clear line of text

It fails.

Your sign must survive visual blur. Roadside viewers aren’t studying it.

3. The “What’s In It for Me?” Test

Cover up the candidate’s name. Now read only the message.
Does it answer the voter’s silent question, “What’s in it for me?”
Lower taxes?

Safer streets?

Protect parents?

Cut spending?

If it only says things like:

Principled. Conservative. Focused on Results.

It fails.
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Signs That SELL

Adjectives don’t move voters. Outcomes do.

4. The Contrast Test

Put it in sunlight. Real sunlight. Not your laptop screen.

Does the text punch? Or does it soften?

Gradients often look great indoors and wash out outdoors.

If your letters don’t scream against the background, you’re wasting money.

High contrast wins. Everything else fades.

5. The Figure-Ground Test

Does the candidate pop? Or do they blend?

Light skin + light outfit + light background = fade.

Your candidate should jump forward. The background should retreat.

If the background competes, redesign it.

6. The “Would This Win in a Sales Environment?” Test

This one separates amateurs from pros. Ask yourself:

If this were a product on a shelf, would it outsell the competition?
Or would it just sit there looking polite?

Most political consultants have never sold anything.

They don’t think in terms of conversion.

You must.

Your sign is a sales tool. Treat it like one.
7. The Distinctiveness Test
Could this sign belong to any other Republican in America?

If yes, it fails.
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Signs That SELL

There must be something memorable.

Something tied to your district.

Something tied to real voter concerns.

Interchangeable signs create interchangeable candidates.

And interchangeable candidates lose.

8. The Ego Test
This one hurts.
Be honest. Did you approve the design because:

* It made you feel good?
* It made you look good?
* It impressed your friends?

Or because it persuades voters?
Campaigns aren’t about self-expression. They’re about winning.

Kill your ego before it kills your election.

Final Prescription from the Campaign Doctor

Before you approve a campaign sign, remember this:

You’re not decorating your yard. You’re trying to change human behavior.
That requires clarity. Contrast. Emotion. Urgency.

Not gradients. Not glamour shots. Not consultant oatmeal.

Most political consultants will optimize for safe.

Safe gets compliments. Safe loses quietly.

If you want to win, design like a marketer. Think like a salesperson.
And never - ever - confuse “looks great” with “works.”

Election Night doesn’t care how pretty your signs were.

It only cares whether they persuaded.

I'll leave you with an example of a sign that marries all of the elements noted above.
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Signs That SELL

It's one | created from scratch using Al for Ms. Gallant’'s Republican opponent.

——VOTE FOR ANNIE —

Safer Streets | Smarter Kids

Smaller Government

Learn more at: ElectAnnieBlack.com

Paid for by Friends of Annie Black

Not bad for a guy who otherwise can’t draw a stick figure!

Dr. Chuck Muth, PsD
THE CAMPAIGN DOCTOR
Professor of Psephology*
(homeschooled)

* Psephology (see-follow-gee): The study of campaigns and elections
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