
 

 
 

Consultant Catastrophe: Anatomy of a 

Bad Campaign Piece 
 

Pretty, Polished…and Politically Dead:  

A Campaign Autopsy 

 

Well, no sense in beating around the bush, so let’s hit the ground running. 

I have a particular – and growing – disdain for about 95% of “professional” political 

consultants. 

They know a LOT about politics – often from that worthless poli-sci degree they got in 

some Ivy League university. 

Abut they know almost NOTHING about sales and persuasion – which is what a political 

campaign is really all about. 

As you’ve heard me say a gazillion times, campaigns aren’t about politics. They’re 

about MARKETING.  

Well, once more unto the breach, dear friends, once more. 
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If your campaign flyers, handouts, mailers, etc., looks like this, go ahead and start 

writing your concession speech… 

 

 

 

 

Ugh. Where to begin?  

 

I guess, as Julie Andres advised in the “Sound of Music, starting at the very beginning is 

a very good place to start. 
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Simply put, this thing is the political equivalent of a $12 steak served on a gold plate.  

Shiny. Glossy. Expensive-looking. And still tough, bland, and forgettable. 

It’s “pretty” the way a funeral program is pretty. 

Whoever the consultant was that cooked up this steaming pile of glossy nonsense 
shouldn’t be allowed within 100 yards of another campaign… 

…unless it’s to apologize for this disaster and hand back every dime they charged. 

Because this is not a voter persuasion piece. 

This is a consultant vanity project. 

If your handout/mailer doesn’t move votes, money, or volunteers, it’s dead weight.  

And this thing is carrying more dead weight than a mob trunk.  

So let the Campaign Doctor do some surgery. 

 

THE BIG PICTURE 

This handout is what happens when a consultant says:  

“Let’s make her look pretty and professional.” 

Instead of asking: 

“What do voters care about, what are they mad about, and why should they fire the 
other bums and hire her?” 

This piece is surface-shallow.  

No teeth. No fight. No hook. No contrast. No reason to remember her five minutes later. 

It looks like it was designed to impress: 

• donors at a country club mixer  
• consultants billing by the hour  
• the candidate’s aunt  

It was not designed to punch a low-info voter in the face with a reason to vote. 
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That’s the first sin. 

 

FRONT SIDE: AUTOPSY REPORT 

1. “TOFU ALOFIPO” 

Big. Bold. Huge. 

Fine. Name ID matters. 

But the second thing a voter asks is not: 

“What is her name?” 

It’s: 

“Why should I give a damn?” 

This piece never answers that. 

The consultant blew the prime real estate on a giant nameplate and then gave voters 
the campaign equivalent of cold oatmeal. 

A name without a punch is just ink. 

 

2. “FOR STATE ASSEMBLY DISTRICT 41” 

Technically useful. Emotionally useless. 

Nobody wakes up in the morning fired up to vote because somebody is “for State 
Assembly District 41.” 

That’s an address label, not a sales pitch. 

You had a chance to say something like: 

• “FIGHTING TO MAKE NEVADA AFFORDABLE AGAIN”  
• “STAND UP FOR SAFE STREETS AND WORKING FAMILIES”  
• “SEND A MOM, NOT ANOTHER POLITICAL HACK”  

Instead, we get bureaucratic furniture. 
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Looks official. Says nothing. 

 

3. The Vegas skyline background 

Ah yes. The sacred consultant playbook: When in doubt, slap a skyline on it. 

Because apparently every candidate in Nevada must be photographed in front of a 
casino like they’re opening for Wayne Newton. 

What does this skyline do to persuade a voter? 

Nothing. 

Zip. 

It’s decoration. It’s wallpaper. It’s visual noise. 

Worse, it crowds the message. The consultant chose atmosphere over clarity. 

Classic mistake. 

A campaign piece should not say: 

“Look how polished we are.” 

It should say: 

“Here’s the problem. Here’s who caused it. Here’s how I’ll fix it.” 

This thing says: 

“We know a graphic designer.” 

Congrats. 

 

4. Her photo 

She looks good. Professional. Likable. Fine. 

But even this gets wasted. 

A good candidate photo should reinforce a message: 
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• toughness  
• warmth  
• competence  
• connection  

This one mostly says: 

“I exist.” 

That’s not enough. 

And the black outfit against the glossy Vegas background? 

It makes the whole thing feel more like a business card for a luxury realtor than a 
populist insurgent campaign piece. 

It’s slick. Too slick. 

Which is exactly the problem with this consultant-driven garbage: It starts looking 
manufactured instead of human. 

 

5. Bullet point: 

“Housing Affordability, and Supply” 

My God. 

First of all, that comma is doing absolutely no work. It just sits there like a lazy intern. 

Second, this is consultant gibberish. 

Real voters do not talk like this. 

Nobody at the kitchen table says: 

“Honey, I’m deeply concerned about housing affordability, and supply.” 

They say: 

• “Rent’s too damn high.” 

• “My kids can’t afford a house.” 

• “Why the hell is everything so expensive?” 
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This line sounds like it was written by a housing policy subcommittee at a Marriott 
conference. 

It has no heartbeat. No picture. No villain. No promise. 

This is issue-page sludge.  

Campaigns lose when they focus on sterile “issues” instead of persuasive 
communication that connects with what voters actually feel.  

 

6. Bullet point: 

“Economic Growth, and ‘Tips’ Economy” 

Sweet mother of mercy. What in the blue hell is this? 

“Tips economy”? 

That sounds like a white paper written by a chamber of commerce intern who just 
discovered DoorDash. 

Is she running for office or moderating a panel at a hospitality conference? 

And again with the weird comma. 

Also: if you have to put a word in quotation marks, that usually means even you don’t 
trust the phrase. 

Voters sure won’t. 

A campaign message should be instantly understood by a tired voter glancing at it for 
three seconds over the kitchen trash can. 

This fails that test. Hard. 

 

7. Bullet point: 

“Education, Reform, and School Choice.” 

This one is almost impressive in how badly it misses. 

What does that even mean? 
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• Education is a noun. 

• Reform is a vague aspiration. 

• School choice is an issue. 

This is not a message. It’s a junk drawer. 

Also, why is every bullet built like a badly packed suitcase?  

Too many nouns, no action, no conflict, no payoff. 

Try human English: 

• “Put parents back in charge.”  
• “Fund classrooms, not bureaucracy.”  
• “Give every kid a real shot.”  

But no. Consultant Boy wanted to sound “balanced” and “policy-oriented.” 

Translation: boring enough to chloroform a squirrel. 

 

8. “Tofu4nevada.com” 

This is stupid. Not cute stupid. Expensive stupid. 

Candidates who use “4” instead of “for” in domain names have to explain it every time 
you say it out loud.  

“Go to Tofu - the number 4 - Nevada.” 

That’s not branding. That’s self-inflicted inconvenience.  

And “4nevada”? Why Nevada? 

She’s running for Assembly District 41, not governor. 

This smells like lazy domain shopping: 

“Eh, hername.com wasn’t available, just grab something.” 

A good domain should be easy to remember, easy to say, and built for the candidate’s 
long-term identity.  

This one sounds like a bargain-bin placeholder. 
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But HANG ON.  

It’s even WORSE than that! 

Neither she – nor her dumbass consultant – thought about nor bothered to buy 
www.tofualofipo.com. 

Voters – and people in general – will see this candidate’s name somewhere… 

And as hard as it is to pronounce or spell… 

Will assume that’s her dot-com domain name… 

And when try typing it into their browser. 

Guess who has it? 

HER OPPONENT! 

The “professional” consultant who allowed this to happen should be sued for 
malpractice.  

 

9. Tagline: 

“Opportunity Rooted in Faith, Family, and Freedom” 

This is where consultant malpractice becomes obvious. 

That line is not a message. It’s a Republican screensaver. 

It sounds nice. Safe. Familiar.  

Toothless. 

You could slap that line on 500 conservative candidates in 17 states and nobody would 
notice. 

Which means it brands nothing. 

Faith, family, freedom. Fine.  

Those are values. But values are not a message until they are connected to a fight. 

• What threatens faith? 

http://www.tofualofipo.com/
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• What threatens family? 

• What threatens freedom? 

• What is she going to do about it? 

This line answers none of that. 

So it floats there like a scented candle. 

 

BACK SIDE: WHERE THE PIECE REALLY GOES TO DIE 

Now we turn it over and get the full consultant casserole. 

10. “Who I am” 

This is where the consultant should be horsewhipped with a rolled-up poll memo. 

One of my pet peeves is the dreaded “I disease” in campaign copy. 

Too much me, my, I, me. 

My biography, my story, my résumé.  

Voters care about themselves first. Always.  

And what do we get from this flyer? 

A big honking “WHO I AM.” 

Wrong headline. 

The right headline would be: 

“WHY YOU NEED HER.” 

That’s the whole damn game. 

Instead, we get a bio dump. 

 

11. “Wife and proud mother of six” 

Nothing wrong with the fact. Could be powerful. 
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But here it’s used like a decorative bumper sticker. 

A strong version would connect that fact to a voter pain point: 

• “As a mom of six, I know what inflation does to a family budget.” 

• “I’m running because families like mine are getting squeezed out.” 

That would mean something. 

But the consultant just lined up resume nuggets like canned peas on a buffet tray. 

• No story. 

• No tension. 

• No reason to care. 

 

12. “Daughter of hardworking immigrant parents, raised in Hawaii” 

Again, could be powerful. 

Could. 

But it just sits there. 

This should have been part of a bigger contrast story: 

“My parents taught me you work hard, play by the rules, and earn your way. 
Government today punishes exactly those people.” 

Boom! Now you’ve got a message. 

Instead, it’s just brochure copy crap. 

The consultant found a potentially moving fact - and buried it in a list like an old sock in 
a junk drawer. 

 

13. “Real estate professional serving local families” 

There it is. 

That explains the whole vibe of the piece. 

This flyer feels like a realtor mailer because it basically borrows the structure of one. 



 Anatomy of a Bad Campaign Handout 

 

12 | P a g e   w w w . C a m p a i g n D o c t o r . c o m  

The consultant took a candidate with a life story and political reason to run… 

…and reduced her to a generic service professional with a skyline background. 

Terrific. She now looks like she can sell me a three-bedroom stucco in Henderson. 

• Can she beat an opponent? 

• Can she fight bad policy? 

• Can she protect my paycheck? 

No clue (the same of which could be said about the consultant). 

 

14. “Active school volunteer, church member, and community advocate” 

This is consultant coleslaw. Just a pile of respectable nouns. 

Fine. Nice. Respectable. 

Also forgettable. 

A campaign piece is not supposed to prove the candidate is a decent person.  

Voters often assume that until given reason not to.  

The job of the handout is to create urgency and choice. 

This does neither. 

It says: 

“She is a normal, involved person.” 

Okay. And? 

So are half the people in the church parking lot. 

 

15. “Raising my family right here in District 41” 

Better. At least it suggests local roots (even though she only moved there five years 
ago). 

But even here the consultant leaves the money on the table. 
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It should pivot to the voter: 

“I’m raising my family here too, and I’m running because families in this district can’t 
keep getting crushed by rising costs and bad leadership.” 

That’s how you use biography. 

Bio is seasoning, not the steak. 

This piece serves a whole plate of seasoning. 

 

16. “Three children graduated from Liberty High School, youngest graduating this 
year.” 

This is where we officially cross from biography into filler. 

What is the voter supposed to do with that? 

Was there extra white space the consultant needed to plug? 

This is the kind of line you tell a Rotary Club after dessert.  

It does not belong as precious real estate in a persuasion piece. 

If a line doesn’t help get votes, throw it in the woodchipper. 

 

“WHY I’M RUNNING” - THE MOST IMPORTANT SECTION, AND THEY STILL 
BOTCHED IT 

The answer to the “Why are you running?” question is critical in a campaign - and most 
candidates screw it up.  

Your answer should be clear, sharp, and about what you want to do - not some mushy 
Hallmark nonsense.  

So how does this piece do? Like a drunk bowling in flip-flops. 

17. “Tired of out-of-touch politicians who don’t reflect our values” 

This is campaign Mad Libs. 

• Insert generic frustration. 
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• Insert generic insult. 

• Insert generic values. 

Could be any Republican. Any race. Any year. 

• What values? 

• How are they out of touch? 

• What did they do? 

• Why should that make me vote? 

This line is a fog machine. 

 

18. “Oppose policies that weaken public safety and burden small businesses” 

That’s better in theory. But still bloodless. 

• What policies? 

• Who pushed them? 

• How did they hurt people? 

• What’s she going to do? 

The consultant keeps backing away from the fight right when the piece needs to land a 
punch. 

This is the central weakness of consultant-driven junk. 

It wants the candidate to sound “reasonable” and “broadly appealing,” so it drains all the 
life out of the copy. 

You don’t persuade with mush. You persuade with contrast. 

 

19. “Support protecting opportunities for our children and families” 

This means nothing. 

Not “a little too broad.” Not “could be tightened.” 

Nothing. 

It’s a sentence-shaped object with zero calories. 

Every bad consultant writes like this because they’re terrified of specificity. 
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• Specificity can be attacked. 

• Specificity can be debated. 

• Specificity can be remembered. 

And they don’t want “remembered.” They want “inoffensive.” 

Well, congratulations! 

This line is so inoffensive it should be sedated and tagged in the wild. 

 

20. “Fighting for Conservative Leadership grounded in real life—not politics as 
usual” 

This one wants to sound tough, but it’s wearing oven mitts. 

“Conservative leadership” is a label. Fine. 

“Grounded in real life” is a cliché. 

“Not politics as usual” is one of the most abused empty calories in campaign history. 

Everybody says it. 
 
Nobody proves it. 
 
Voters tune it out. 

This is bumper-sticker word salad. 

 

“MY PRIORITIES” — OR AS I CALL IT, “THE CONSULTANT’S DEFAULT 
SETTINGS” 

21. “Secure elections” 

Safe issue. Predictable issue. Totally disconnected from the rest of the piece. 

• How does it fit into her life story?  

• How does it connect to District 41?  

• Where’s the emotional bridge? 

There isn’t one.  
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It’s just there because the consultant probably had a standard Republican issue 
checklist. 

 

22. “Affordable housing” 

Again, everybody says this.  

The question is: 

• Who made housing unaffordable? 

• What will she do differently? 

• What does “affordable” mean in real life? 

No answer. Just more consultant wallpaper. 

 

23. “Stable jobs and a strong economy” 

Sounds like a bank brochure. 

Nobody votes because they saw the phrase “stable jobs.” 

They vote when they feel the candidate understands why their life is harder and who’s 
responsible. 

This piece refuses to identify either. 

 

24. “Safe neighborhoods” 

Fine issue. Dead phrase. 

• Who made neighborhoods less safe? 

• What changed? 

• What’s she going to fight for? 

You keep waiting for this thing to actually accuse somebody of screwing up the state - 
but it never does. 

It has all the ferocity of a neutered house cat. 
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25. “A government that listens and puts working families first” 

I almost blew chunks on this one. 

This is how consultants write when they want to sound compassionate without risking a 
thought. 

• Every candidate says this. 

• Every consultant prints this. 

• No voter remembers it. 

“A government that listens” is especially weak because government doesn’t need to 
“listen.”  

It needs to stop screwing things up. 

That’s stronger. 
That’s real. 
That’s voter language. 

This piece avoids real language like it’s radioactive. 

 

DESIGN AND STRUCTURE: PRETTY, EXPENSIVE, AND POLITICALLY BRAIN-
DEAD 

Let’s talk layout. The consultant clearly prioritized… 

• glossy look  
• polished branding  
• visual “professionalism”  

…over: 

• readability  
• hierarchy  
• emotional impact  
• message discipline  

That is the cardinal sin of consultant vanity design. 

This piece was built to make the consultant say: 

“See how nice this looks?” 
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Not to make a voter say: 

“Damn right! She gets it.” 

Those are not the same thing. 

A flyer is not wall art. It is a sales tool. 

This one is a showroom dummy in a nice jacket. 

 

WHAT’S MISSING? EVERYTHING THAT MATTERS 

Here’s what the consultant failed to include: 

No enemy 

No incumbent. No failed politicians. No bad policies with names attached. 

Again, the alligator analogy:  

If there’s danger behind the voter and you don’t point it out, don’t expect them to move.  

Telling the truth about your opponent isn’t “negative.”  

It’s necessary for an “informed” voter.  

This piece points at no alligator. 

No urgency 

• Why now? 

• Why this race? 

• Why her? 

Nothing. 

No story 

Not a real one. 

No plain English 

Everything is consultant-processed jargon. 
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No voter-centered hook 

It’s all candidate info and issue labels. 

No memorable line 

Not one. 

No salesmanship 

At the risk of repeating-repeating myself:  

Campaigns are SALES.  

Campaigns are PERSUASION.  

Marketing gets the voter’s attention. 

Sales closes the deal.  

This piece does neither.  

 

THE VERDICT ON THE UNNAMED CONSULTANT 

Let’s be blunt. 

This consultant - whoever it is - didn’t give the candidate a campaign handout. 

He/she gave her a laminated excuse. 

Something that lets everyone in the room pretend a serious message exists because 
the printing was expensive. 

That’s fraud with a gloss finish. 

This is the kind of piece produced by consultants who: 

• talk a great game  
• bill on time  
• love branding decks  
• fear sharp language  
• think “professional” means “sterile”  
• and would rather lose elegantly than win with a punch  
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They turned a human candidate into a generic product. 

• They replaced voice with varnish. 

• Conflict with clichés. 

• Persuasion with formatting. 

This is exactly how good candidates get kneecapped by bad campaign advice.  

More races are lost because of bad campaigns than bad candidates. 

And bad consultants hand candidates polished garbage that still loses.  

And this handout is polished garbage. 

 

SUMMARY 

This piece is: 

• Too pretty to trust. 

• Too generic to remember. 

• Too consultant-driven to persuade. 

• Too cautious to win hearts. 

• Not glossy enough to hide the fact that it says almost nothing. 

It is not a campaign handout. 

It is a brochure for political anesthesia. 

The candidate may be great. The piece sure as hell isn’t. 

The consultant should be sentenced to rewrite “Why are you running?” one hundred 
times on a chalkboard until they learn that voters don’t care about pretty — they care 
about pain, contrast, hope, and a reason to act. 

This handout gives them none of that. 

It’s a full-color, glossy, consultant-approved monument to expensive failure. 

 

FINAL CONCLUSION 

“Not Ready for Prime Time…and Someone Should Be Held Accountable” 
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This handout doesn’t just miss the mark… 

It proves the campaign doesn’t even know where the target is. 

And that leads to two hard, uncomfortable truths. 

 

TRUTH #1: The Candidate Is Not Ready for Prime Time 

I’m not saying the candidate is a bad person. 

I’m not even saying she couldn’t become a good candidate. 

But based on this piece?  

She’s not ready. 

Because if she were… 

• She would know her message  
• She would recognize this fluffy sheep-dip for what it is  
• She would demand something sharper, stronger, and voter-focused  

Instead, she signed off on a piece that: 

• Doesn’t tell voters why to vote for her  
• Doesn’t tell voters why to fire the other guy  
• Doesn’t create urgency  
• Doesn’t connect emotionally  
• Doesn’t persuade  

The rule is simple: 

If you can’t clearly explain why you’re running in a way that moves people…  

You’re not ready to run.  

This flyer proves she hasn’t answered that question yet. 

And if you can’t answer it on paper… 

You sure as heck can’t answer it at the door, on the phone, or in a debate. 

 



 Anatomy of a Bad Campaign Handout 

 

22 | P a g e   w w w . C a m p a i g n D o c t o r . c o m  

TRUTH #2: The Consultant Committed Campaign Malpractice 

Let’s call this what it is. 

This isn’t just “not great.” 

This is professional negligence. 

This consultant: 

• Took good money  
• Produced something shiny  
• Delivered something useless  

That’s not consulting. 

That’s campaign malpractice. 

Then again, maybe the consultant didn’t charge anything.  

Maybe he/she did it for free. 

Well, you know the old saying… 

You get what you pay for. 

The most expensive advice is bad advice – even if it’s free. 

Or as Robert Kiyosaki of “Rich Dad / Poor Dad” fame put it… 

“The most expensive advice you get is free advice from people who don’t know what 
they’re talking about.” 

Anyway, this consultant-authored piece violates just about every core principle in the 
Campaign Doctor’s playbook: 

• It’s about the candidate, not the voter (hello, “I disease”)  
• It focuses on issues instead of persuasion  
• It avoids contrast and conflict  
• It uses generic, forgettable language  
• It fails to sell, persuade, or motivate action  

And worst of all, it gives the illusion of progress while actually moving the campaign 
backward. 

That’s the most dangerous kind of bad advice.  
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The kind that looks professional…but quietly kills you. 

THE REAL DAMAGE 

Here’s what this piece actually does in the real world: 

• A voter glances at it for 3 seconds  
• Sees nothing memorable  
• Tosses it in the trash  
• Moves on with life  

No vote gained. No mind changed. No momentum built. 

Meanwhile…the consultant cashes the check. 

 

THE CAMPAIGN DOCTOR’S DIAGNOSIS (NO SPIN) 

This campaign has: 

• A candidate who hasn’t nailed her message  
• A consultant who doesn’t understand persuasion  
• A flyer that checks boxes but wins nothing  

That’s a losing combination. Every time. 

Politics ain’t a beauty contest. It’s a street fight for attention, emotion, and action. 

And this piece showed up with: 

• Lipstick 

• A nice haircut 

• And no fists 

This wasn’t just a missed opportunity. It was a self-inflicted wound. 

And if I were the candidate? 

I wouldn’t just fire the consultant. I’d ask for my money back…and consider suing them 
damages. 

Because this isn’t strategy. This is how winnable campaigns lose. 

Cheers. 
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Dr. Chuck Muth, PsD 
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