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Background     

The Liberal Democrats (Lib Dems) party is one of the three major parties in the UK, 

and currently in a ruling coalition with the Conservatives. Assuming power in 2010, 

the Liberal Democrats won 57 seats, and joined a coalition government as the third-

largest political power in the country, with our leader Nick Clegg as Deputy Prime 

Minister. 

Politically, the Liberal Democrats are a centrist party with strong social emphasis, 

but also keen on advocating individual freedoms. 

Key areas of policy are Job Creation and Growth, Fairer Taxes, Social Welfare, 

Education, Health, Crime, Immigration, the Elderly, Transport, Environment, Freedom 

of Speech and Equality.  

Our main political activities are centred around the following goals: 

 Raise the tax-free earning threshold to £10,000 by 2015 

 Minimum wage set at the same level for all workers aged over 16 

 Replace Council Tax with Income Tax in England 

 Introduce Social Benefits Cap at £26,000 

 £1 billion workplace scheme for up to 1 million students to gain work 

experience 

 Liberalise the school system to allow for more freedom of school 

managements 

 Reform the Department of Health to cut on bureaucracy and tone down 

remuneration of top ranking officials.  

 Integration of health and social welfare to allow people to choose their own 

method of handling an illness – at home or at an institution 

 Bring voting age down to 16 

 Cut number of MPs by 150 and introduce fixed-term parliaments.  

 Cutting bureaucracy in the police force 

 Support for same-sex marriage 

 Introduce statutory register of lobbyists 

 Strong and positive commitment to Europe 

 

As part of our commitment to the ruling coalition, some of these policies are 

agreed with our partners in the Conservative party and some are our own initiatives. 

The ones that are coalition-driven are marked in italics and their role will be further 

discussed in this brief.  
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The Lib Dem brand has been a part of this country’s history for 130 years and 

Liberalism as a political ideology in Britain can be traced back to great leaders 

such as Gladstone and Asquith. Throughout the centuries, liberal thinkers and 

politicians alike developed the ideology and now it comes down to the following 

synthesis: 

“The Liberal Democrats exist to build and safeguard a fair, free and open 

society, in which we seek to balance the fundamental values of liberty, 

equality and community, and in which no one shall be enslaved by poverty, 

ignorance or conformity. We champion the freedom, dignity and well-being of 

individuals, we acknowledge and respect their right to freedom of conscience 

and their right to develop their talents to the full. We aim to disperse power, 

to foster diversity and to nurture creativity. We believe that the role of the 

state is to enable all citizens to attain these ideals, to contribute fully to 

their communities and to take part in the decisions which affect their lives.” 

In terms of existing communication, we run a centralised Press Office that is 

responsible for handling media matters, issuing press releases, speech 

transcripts and spending reviews (similar to annual reports), as well as 

informing the public on conference agendas, committee work and individual 

politicians’ activities. Social media wise, we operate a Facebook page with 

over 92,000 users, a Twitter account with more than 40,000 followers and a 

YouTube channel with nearly 3,000 subscribers and 1.1 million total views. 

We post daily on Facebook and Twitter, and strive to share both party- and 

government-specific information, diversify our content by incorporating tweets 

from key party figures into our feed, and publish engaging video material 

that not only informs the public of our activities, but also depicts our 

commitment to tackle voters’ concerns on key policy areas (similar to classic 

political ads that tackle an issue through the eyes of an ordinary citizen). 

Our website is central to our communication efforts as it serves as an 

integrated information portal for all communication (both traditional and new) 

as well as a platform to raise funds, increase member base, and recruit 

volunteers. 

The liberal ideology, together with the key policy areas and political activities, 

the abovementioned manifesto, our party-specific imagery (logo, corporate 

colours, etc.) and our existing communication activities shape the Liberal 

Democrats brand identity. 
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Communication Challenge 

In a nutshell, what we want to achieve is a reassertion of our core values in 

the eyes of key stakeholders within the context of our rocky partnership with 

the Conservative party through an elaborate PR campaign. Working in 

coalition with another political entity often entangles the roots of the smaller 

partner and its reputation suffers as a consequence. Although this is a 

necessary sacrifice in the name of the national interest, we do not want to 

be seen as faceless and power-hungry, but rather as a party with strong 

principal foundations and a clear, independent political vision.  

In the years since our entrance in the coalition government, we have suffered 

a number of mockeries from political opponents in Labour and Internet-users 

alike. Below are some examples of the visual dimensions of the problem: 

 

In addition, polls have shown that our popularity has dropped sharply over 

the last 3 years and is currently stagnating (see yellow line): 
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We want to change this perception, and be seen as a credible political entity 

by voters (sympathisers, existing party members and undecided ones). 

However, we do not want to be seen as attempting to do that at any cost, 

or to the detriment of our coalition partners. Above all, we want to reaffirm 

our own brand (along with all its policies, ideology and symbols). We want to 

be distinguishable, and not perceived as dependable or opportunistic. To put 

in the words of our leader: 

“We are not on the left and we are not on the right. We have our own label: 

Liberal.” 

In order to do this, we envisage the following communication objectives, 

starting with reinforcing our brand values in the eyes of sympathisers, 

members and other groups of voters (undecided, unhappy with other parties) 

through a mix of appealing originally-delivered content in both traditional and 

new media: 

 Ensure maximum exposure of stated policies and achieved political 

goals throughout the current term in office; focus on success of Lib 

Dem ministries in current cabinet (Energy and Climate Change, 

Innovation and Skills, Deputy Prime Minister) (new and traditional) 

 Come up with original angles to our stated policies and achieve 

coverage in national newspapers, and in particular, outlets which are 

sympathetic to us: The Independent, The Times, The Guardian 

(traditional), but also high-circulation tabloids that are not necessarily 

favouring us, such as The Sun, The Daily Mail and Daily Mirror. 

 Counter the perception that the Lib Dems are simply following the 

strong of the day; Picture the Lib Dems as a valid alternative to our 

two main competitors. (new and traditional) 

 Depict the Lib Dems as a progressive party that understands Britain’s 

youth by expanding our social media presence to other platforms and 

suggest new (types of) content for existing outlets (new) 

 Energise existing stakeholders and use them as boosters to our 

reputation (new and traditional) 

 Come up with a subtle response to negative visual material on the web 

that has gone viral (i.e. alter brand logo with colours and symbols that 

reinforce our brand identity) or propose an alternative original method 

of addressing web criticism (new) 
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In strategic terms, this campaign should be considered as preparation for the 

2015 General Election, and as such all communication should aim to 

distinguish and present our brand as a respectable ballot choice in 2 years’ 

time, by primarily focusing on our key policies and ideologies, as well as the 

modern approach to our communications. We do not want our identity to be 

re-invented, but we want our image to be re-imagined. Keeping that in mind, 

we do want to see proposals for original changes to elements in our identity 

such as symbols and communication. We are a unique player on the British 

political stage – ensure that the public understands that.  

 

Target Audiences 

This campaign is treading on sensitive ground and the political landscape 

dictates different rules. Hence, why it is so important to understand the 

various stakeholders: 

Coalition Partners 

Undecided Voters 

 

Sympathisers 

Donors 

Field Experts 

Party Members 

Lib Dem Officials in Office 

Rival Party Members 

Rival Party Sympathisers 

Lib Dem Employees 

Volunteers 

Internet Commenters 

Media 

 

This Stakeholder Matrix should serve as an orientation tool for the campaign 

effort. Power and Interest is dissected and stakeholders are organised in 

categories in order to illustrate which groups should be given more attention.  

Rival party members and sympathisers are of the least concern and should 

be monitored at best. On the upper side of the power axis, coalition partners 

and undecided voters are important because firstly, we do not want to stir 

into trouble with our current partners, and secondly, we hope to attract 

undecided voters. The latter should be a priority target audience. Ideally, we 

want to shift this group to the right, where they will have the appeal to elect 

us into office in 2015. 
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Lib Dem employees and volunteers have a high vested interest in our 

activities and both represent an internal audience. Their power to influence 

the outcome of an election is minimal, but the potential to turn them into an 

active group that will lobby for us in the public domain should not go 

unnoticed. This holds true for the entire High Interest-Low Power category. 

Ideally, the campaign will translate their interest into power to influence 

reputational perceptions. The winning agency will be able to demonstrate how 

these stakeholders can be used to amplify our efforts to improve our 

reputation and reinforce our identity. Internet commenters such as bloggers 

or ordinary Social Media users, as well as the Traditional Media are excellent 

examples of what we want to achieve with this shift in power. If we can get 

them on our side, they can be a powerful tool in changing perceptions. 

In the last category, we once again have both internal and external 

stakeholders. Party members and officials in office have a lot of power in our 

context because they have an interest in either being re-elected or reaping 

the benefits of membership in a ruling party. They do not need to be 

convinced of our policies and ideals since they have already embraced them. 

However passive sympathisers and donors, much like the entire High Interest-

Low Power category, can potentially catalyse our efforts and become 

advocates for the Lib Dems. We want them to be as active and engaged as 

possible. Finally, we have field experts in the spheres where we push for 

change in policy. If we can get them to endorse us, we will gain the much 

needed PR essence that will push the campaign forward. 

In summary: 

Primary Audience:  

 Undecided voters with manageably neutral feelings about the Lib Dems 

that we want to get on-board 

 The Media is interested in us because we are part of the ruling 

coalition; we want them to be interested in what we stand for, not 

because of our current position 

 Internet and Social Media users: we feel that there is a negative image 

developing online and we want to counteract this; in addition, we 

believe that the Internet can contribute greatly to a political entity’s 

success and so we see this as a priority 
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Secondary Audience: 

 Sympathisers, donors and internal stakeholders (volunteers, employees) 

that we want to energise into boosting our image in the eyes of the 

public and their peers 

 Experts in fields that we operate can be powerful allies. We want them 

to endorse us, not condone us. 

 

Messages 

We want to convey an image that is consistent with our identity and the 

established goals of this campaign. We feel that it is being lost as a result 

of our coalition with the Conservative party. As a result we would like to see 

creative messages crafted on the basis of the following: 

 Messages based on our policy areas, advocating equal marriage, 

benefits cap, Health Office reform, tax-free income threshold, minimum 

wage and voting age, etc.  

Note that we do not want to emphasise policy areas that have been agreed 

upon in coalition with the Conservative party 

 Messages based on our ideology, but not overly partisan 

See manifesto in the Background section 

 Messages that set us apart from both our coalition partner, and our 

direct rival without causing unnecessary turmoil 

See stakeholders  

 Messages based on, and specific to our various communication tools – 

in particular we want to see proposals for original rhetoric based on 

Social Media users’ habits  

This includes messages that are aimed at tackling criticism online (and 

possibly offline) 
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Challenges 

We understand the complexity of the task at hand, and promise to work 

closely with the chosen agency an all stages of the campaign effort in order 

to ease the burden.  

Our biggest concern remains discretion. Politics is a tricky game and we want 

the agency to be as discrete as possible.  

This will remain our number one priority throughout the campaign. 

 

Evaluation 

We want to be fully involved in the campaign and work together with the 

agency on all matters concerning the preparation and execution of the 

campaign. 

A successful candidate will demonstrate the ability to encompass all of the 

challenges presented in the brief in a creative and sensible manner.  

Once chosen, the winning agency will work closely with the Press Office. A 

team on our side will be involved in carrying out evaluation on a bi-weekly 

basis based on the agreed campaign plan that has secured the contract. 

Note that specific goals, objectives and own ideas for evaluations based on 

the brief will be crucial to determining the winning agency, as those will be 

looked at when the bi-weekly evaluation takes place. 

Furthermore, the ability to shift stakeholders as depicted in the brief will be 

crucial to the success of the campaign and we will actively look for evidence 

of that. 

In the end, a successful campaign will have driven the currently flat line in 

voters’ approval back to election-time values, and will have achieved an 

increase of 5% (to a total of 28% approval rating). Ideally, we would want to 

see evidence that the campaign is working in the form of steady poll 

increases every two weeks during our evaluation. 
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Timeline 

Kick-off: 1 May 2013 

Initial Stage: 1 May – 20 May 

 Introduction of additional New Media platforms 

 Introduction of persistent messages 

 Coverage in traditional media 

 Set stage of Social Media exposure 

Evaluation: 14 May 

Body of Campaign: 20 May – 10 June 

 Focus on Social Media exposure and Internet-based coverage  

 Focus on stakeholder shift 

 Coverage in traditional media 

 Messages reinforcement 

 Field expert endorsement 

Evaluation: 28 May 

Final Stage: 10 June – 1 July 

 Complete stakeholder shift  

 Coverage in traditional media 

 Field expert endorsement 

 Additional Social Media platforms fully-operational and content-rich  

 Existing Social Media platforms revitalised 

 Internet-based criticism tackled and turned into something positive 

Evaluation 11 June, 25 June 

Budget 

The budget for this campaign is £100,000. This includes both campaign costs 

and staff remuneration.  

 


