Election 2024 //j

BUILDING A RESILIENT BRAND

Listen
Deeply &
Engage
Thoughtfully

Ogilvy



LISTEN DEEPLY
& ENGAGE
THOUGHTFULLY

Al empowered social listening: Utilize Al-
powered tools to analyze sentiment
across platforms, identity emerging

trends and understand how specific

issues affect different consumer
segments. Pay close attention to the
pattleground states of Arizona, Georgia,

Michigan, North Carolina, Nevada,

ennsylvania and Wisconsin, where

the media environment and online

conversation will be even more intense.
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LISTEN DEEPLY
& ENGAGE
THOUGHTFULLY

Empathy mapping: Go beyond data points
and step into the shoes of your audience.
What are their hopes and fears? How

does the political climate impact their

daily lives and purchasing decisions?

Remember, the so-called algorithmic

divide means different demographics are

exposed to vastly different information
online, shaping their perceptions.
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Use Values as
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Choose battles wisely: Not every issue
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Prepare for the
Unexpected
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Scenario planning 2.0: Brands will need
to go beyond A-B scenario planning.
Anticipate potential risks related to the
election, such as negative associations
with political figures or backlash against
brand stances. Develop contingency plans
to mitigate damage and communicate
effectively. Consider ‘what if” scenarios
such as being targeted by misinformation
or an influencer partner making
inflammmatory political statements.
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Develop crisis comms plan: Outline clear
protocols for responding to potential
controversies, including designatec

spokespeople, pre-approved messaging

and escalation procedures.
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Align all stakeholders: Avoiding accusations

of hypocrisy requires strong interna
nment. Marketing messages must
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