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Introduction 

This paper will show how the Scottish National Party (SNP) utilised a raft of groundbreaking marketing techniques to achieve an historic result in the Holyrood elections of 3rd May 2007. 

It will demonstrate how a passionate adoption of marketing principles to communicate the party's values inspired and directed the election campaign.  No other campaign submitted for these awards can have had such a dramatic impact on Scotland this year. 
Background 

The SNP has been at the forefront of the campaign for Scottish independence for over seven decades.   But at only one time in its history, briefly in the mid-seventies, did it appear as if the SNP’s objectives might be achieved.  

They weren’t.  The stark fact is that for too long, the SNP was seen as a protest vote.  In any event, the UK electoral system meant that the SNP could never win a General Election outright.

A new dawn broke following the 1997 General Election, a devolved Scottish Parliament was promised.  The elections to the Scottish Parliament introduced an element of proportionality into the system. This looked like it might suit a newly invigorated SNP.

It was a false dawn.  In the two elections after devolution the SNP failed to turn initial popular enthusiasm into votes and each election was played out to a familiar theme: as Polling Day approached, the party's opponents were able to use their resources to counter initial support for the SNP, whose vote would ebb away.

With the 2007 election on the horizon and a new leadership team of Alex Salmond and his Depute, Nicola Sturgeon it was now make or break for the Party.  

A new approach was called for.

Politics or marketing? 

In June 2005, the SNP started its planning for the 2007 Holyrood Election.  

This was the point at which the Party adopted a new outlook on how it would communicate its politics.  Frustrated by what it considered misrepresentation by others of its core values, it took a fresh look at the fundamentals of its brand and its appeal.

The SNP had been studying election campaigns around the world.  The party believed that marketing-led campaigning techniques from US elections, harnessing the increasing power of the Internet, could be introduced in Scotland.  This transformational insight led to a poll-winning campaign founded on marketing, informing a new approach to campaigning principles.

To be elected, the SNP would have to communicate a “product” that the people wanted to “buy”: its policies and people.  Voters would have to understand and be inspired by both.  Research had shown that the electorate's fear of change was the main factor preventing the SNP from realising its latent potential.  
Marketing comes at a cost

In past elections the SNP had been outspent by other parties and outgunned by an overwhelmingly hostile Scottish press.  This time it was different.

In 2006 Salmond set the task of raising £1 million to fight the campaign – thanks largely to his energetic application to the cause, and a variety of themed micro-campaigns aimed at donors and members, that figure was surpassed before the Election campaign even began.  
Figure’s 1 and 2: realisation from the media that this was a well organised and professional campaign.
The core message

Our starting point was to project where the party wanted to be on Polling Day.  This was identified as “the Vision End Point” and was a single-minded proposition a full year out.  The SNP established a collective understanding of its marketing led-campaign from Day 1.  This ensured that the entire campaign was fought on the SNP's terms, and to its blueprint.  Early marketing input was a vital ingredient of this success.

“Now is the time Scotland needs the SNP.”

Our creative manifestation of the proposition was the campaign line ‘It’s time’.  It perfectly summed up the opportunity.  It inspired the party to seize this opportunity. 

The campaign team, including Golley Slater, met weekly, setting targets that were constantly on display.  From 160 days out, a clock in Campaign HQ ticked down, on a second-by-second basis, to polling day – bringing the message ‘It’s time’ vividly to life.

Our research showed that the traditional party colours of bright yellow and strong black were off-putting, triggering subconscious feelings of danger in the audience’s mind.  So, the yellow was softened, to make it less threatening.  A warmer, more modern, typeface was introduced for all marketing materials: All in line with the identified communication requirements. 

Figure 3: SNP logo from 2005 (100% yellow) and Figure 4: revised 2007 logo softened with 70% yellow.
So clear was the campaign proposition and so vivid the belief in the strategy that the first thing Golley Slater created was the final advertisement of the campaign – the ad destined to run on Polling Day!  

The “Vision End Point” realised.

So confident would the party be by that time; so ingrained would its message be; so well known its leaders that the poster should not feature the SNP name.  So it didn’t.  Instead it showed the leader and his depute in full First Minister and Depute mode.

A specially commissioned piece of music from the Scottish composer, Paul Mounsey featured in all Party Political Broadcasts.  The music was also made available as a download and as a telephone ringtone, ensuring the campaign theme was heard regularly on trains across Scotland!

The strategy

The campaign strategy was to present a balance of policies and personalities; each researched and selected to have most resonance with audiences across the electorate. James Mitchell of Strathclyde University claimed that the SNP was unique in British politics in running a totally positive campaign.  Each item of election communication was designed to be friendly, positive, involving and inspiring.  A huge training effort was made to ensure that each key communicator understood the importance of this message and its delivery.  And the strategy reached the electorate via the most targeted Scottish political marketing campaign ever. 

Targeting is everything

Activate is a data management system created by the SNP and designed to analyse voting intentions and direct future activity towards the greatest chance of success. 

It was used for the first time in the 2007 campaign, and no other party in UK politics has ever been so innovative and effective in the use of targeting techniques.  The development of internet based, real-time software to analyse the thousands of activist records of voter intentions, and the matching of this continually growing database to MOSAIC social typologies, enabled the campaign to directly target those voter groups most likely to be persuaded to vote for the party.  

Figure 5: diagram of demographic breakdown used by Mosaic
Mapping data from constituencies with extensive data onto similar constituencies where data was poor ensured that understanding of the dynamics of every constituency was robust.

This was the ammunition that the party used on the street to squeeze the most out of the resources that were most challenged – time, money and activists.  For the first time activists could be directed to households responsive to the party’s message.

Broadcasts, podcasts and online magic

Golley Slater was tasked with creating the Party Political Broadcasts (PPBs) for the campaign.  To stretch the budget and to respond to the changing needs of broadcasters, it was the norm to film several PPB’s on low cost, low quality videotape.  Golley Slater recommended that this should change and, instead, shoot one core broadcast on film.  

The result was startling.  

The dramatically improved quality of the broadcast demonstrated just how much the party had raised its game.  The intention was clear – here was a party ready to govern! 

However, even though over a million pounds had been raised there was still a limit to what could be achieved through advertising.  So, we looked for low cost opportunities to take our message compellingly to the electorate.  The SNP was the first party to seriously use podcasting as an election tool, with a vidcast released on the 3rd of each month from October 2006 to May 2007.  
The development of a strong online presence helped to dramatically increase visits to the SNP web site and raised thousands of pounds through Internet fundraising. 

As Polling Day approached the party stepped up a gear with the launch of SNPtv, an daily online TV channel to deliver the PPBs, podcasts and specially recorded features.  More than any other party, the SNP used the internet to connect directly with the people of Scotland. 

Getting the message across

In previous campaigns the SNP had to counter a negative press, with the two highest circulating titles, The Scottish Sun and The Daily Record, openly hostile to the SNP and its message. 

Without the luxury of a significant media supporter the party was at a significant disadvantage.  Front-page headlines can’t be bought.  

However, by raising a realistic campaign budget it meant that the party could afford highly visible paid-for advertising.  In the first few months of the campaign advertising concepts focussed on specific policy launches - health, education, law and order and Council Tax, on adtrailers.  
Figure 6: example of council tax messaging on 48 sheet poster
More “presidential” concepts, supporting the message Alex Salmond for First Minister, were added to the mix.  A key success was to optimise the presentation of the SNP's strong leadership team, including softening the perceived harder edges of Mr Salmond by running several executions featuring the dual team of Salmond and Nicola Sturgeon, reinforcing the complementary appeal of the Depute Leader.  This approach was pre-validated by market research.

As the campaign reached its climax, posters were displayed in target constituencies to hammer the message home.  

We recognised that the good work of the early parts of the campaign, where people could consider the SNP’s merits away from the pressure of the polling booth, was typically undone in the final week as potential voters “reverted to habit”.  Consequently, in the final week of the campaign press ads demonstrated how Scots were deciding to vote SNP, many for the first time, reinforcing the key Day 1 target that by Polling day, voting SNP would feel “natural” and mainstream.  

So, the concept “Count Me In” countered the predictably negative advertising of the Labour Party, which carried dire warnings of the effect of voting SNP.  

Figure 7: “Count me in” advertisement exemplifying the positive campaign
Helped by the big boys of the Scottish press. 
Figure 8: Front cover of the Scottish Sun on Polling Day 
In the final week, while the editorial columns of the popular press were at their most poisonous, the campaign played its trump card: the very ad that had been created over twelve months previously.  The sense of progress was palpable.  
Figure 9 and 10: visuals of the advert from 2006 compared with the advert that ran in the run up to polling day 2007
It no longer felt like a vision.  

It felt like a statement of fact.

A manifesto for change

Every marketing discipline in the book was leveraged by the SNP in this election.  And in every case the political rulebook was rewritten.
In the past, a hefty Party Manifesto was produced to little public impact.  In this, the marketing election, a shorter, beautifully designed, more digestible version was distributed as a press insert to nearly two million households. 

Figure 11: image of the manifesto
Events too

Every event and public interaction was driven by marketing principles, presenting trust and diligence with the most professionally organised events, delivered in the most government-like way, ensuring the consumer outtake would be consistent and believable.  
Figure 12: image of the Super Saturday events in the lead up to the election
The coup de grace

Understanding how the ballot papers would be designed and following changes in the rules on party presentation led the party to take a very bold, effective final step.

Advertising in the booth itself is disallowed, but Electoral Commission rules allowed any party to vary how it presented the party name.  We chose to take the opportunity to present the SNP as ‘Alex Salmond for First Minister’, to clarify the importance of the voter's choice.  The regional list result was key to making the SNP the largest party in terms of both seats and votes.  
Figure 13: visual of ‘Alex Salmond for First Minister’, as it appeared on the ballot paper
Figure 14: cutting from newspaper emphasising the strategic planning that powered the campaign
The result

When the votes were eventually counted, the SNP emerged as the largest party in terms of both the popular vote and number of MSPs.  The SNP had 32.9 per cent of the vote – the highest in the party’s history - compared to Labour’s 32.2 per cent and a one seat lead; 47 to 46.  

Tight?  Yes. But the SNP had won the election!  

Figure 15: Nicola Sturgeon and the team after the SNP victory
The SNP was the only party to represent each of Scotland’s cities in constituency seats.  

The spread of representation showed that the SNP was a national party in all senses.  

The SNP elected Scotland’s first ever-Scots Asian MSP.

For a party waiting seventy years for its first taste of power in Scotland the campaign statistics made pleasant reading.  
Figure 16: table stating the winning campaign statistics
Yeah but, no but.

Why was this campaign so different from any previous campaign undertaken by the Party, or by those of the other political parties?  

For the first time in Scotland a political party set out to achieve, and communicate, an aim by fully utilising the principles and practices of marketing.  It gave the campaign rigour, focus and creativity.  It eschewed the “done thing”, whereas the opposition predictably re-enacted the “done thing” - get a big newspaper on your side and knock six bells out of the opposition.

The SNP was the opposition.  

In every significant newspaper.

A well-planned, single-minded marketing strategy was the only real solution: The only one that could break through the cynicism of the media, and reach out directly to the electorate.

It is not too great a claim to repeat that there was no more effective, no more disciplined and no more inspirational marketing campaign undertaken in Scotland than the SNP 2007 Election Campaign. 
