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Throughout this presentation, we refer to targets as base, opposition, 
and persuadables. They were created based on their views toward 
core attitudes on race, wealth, and the role of government.

Base – 36% of registered voters
• Believe government creates opportunities for advancement and wealthy Americans 

achieved their success because they were given more opportunities or people of color face 
greater barriers to economic success than white people. 

• Disagree with either of the following statements: reverse discrimination, where whites are 
put at a disadvantage in order to benefit minorities, is a growing problem today OR  too 
often minorities use racism as an excuse for their own failures.

• More likely to be female, people of color, Democrats, and non-college educated.

Opposition – 19% of registered voters
• Believe government should get out of our way and wealthy individuals achieved their 

success because they worked harder than others or people of color who cannot get ahead 
are mostly responsible for their own condition.

• Strongly agree with either of the following statements: reverse discrimination, where 
whites are put at a disadvantage in order to benefit minorities, is a growing problem today 
OR  too often minorities use racism as an excuse for their own failures.

• More likely to be men, over 50, white, Republicans, and from the suburbs.

Persuadable – 44% of registered voters
• Divide on each dimension but lean somewhat toward progressive worldviews on class and 

race and lean somewhat toward conservative worldviews on the role of government.

• More closely reflect demographics of the general public but are slightly less likely to be 
likely 2022 general election voters and are more likely to be female.

Demographics Total Base Opp. Pers.
Likely ‘22 GE Voter 83 87 92 76
Low-Wage Worker 14 13 12 17
Men 47 43 63 42
Women 53 57 37 57
Non-binary 1 1 0 0
Under 50 49 53 31 53
Over 50 51 47 69 47
College 40 43 41 37
Non-College 60 57 59 63
HH Income <$50K 48 49 43 51
HH Income $50K+ 50 49 56 48
White 74 69 86 72
Black 11 15 4 11
Latinx 9 10 7 10
AAPI 5 5 3 6
Urban 33 38 22 33
Suburban 38 36 44 38
Rural 29 26 34 29
Democrat 46 73 10 40
Ind/DK w/ weak 11 6 14 14
Republican 40 18 75 43
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Key Findings
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Key Findings – Political Context 
• A plurality of voters intend to vote for the Democratic candidate in their district (43%), including a majority of Black 

voters (73%) and AAPI voters (52%), Democrats (88%), and our base (70%). Male voters, older voters, white voters, 
Republicans, and our opposition are most likely to vote for the Republican candidate. Persuadables lean toward the 
Republican candidate, too.

• Rising costs and economic issues dominate voters’ concerns. Registered voters nationwide say rising costs are the most 
important issue for elected officials to do something about, followed by the economy and jobs. 
• Economic issues – from rising costs to retirement security – are listed by 69% of voters overall as important issues 

for elected officials to address, including 64% of the base, 69% of persuadables, and 78% of opposition. 
• Rising costs and the economy and jobs rise to the top among white voters, Latinx, voters, and AAPI voters. Among 

Black voters, COVID-19 is the top issue (34%), followed by rising costs (27%) and the economy and jobs (25%). 
Respondents under 50 (20%) are also 7 points more likely to say healthcare than older voters. 

• Levels of excitement to join together and take action for positive change is tempered, with just over half of voters 
nationwide saying they are at least somewhat excited to join with others in their community to take action (53% 6-10, 
excited). Voters tend to be more excited to join together even if we have some differences (69% 6-10, excited). 
• Our base (7.1 mean), Black voters (7.6 mean), and Latinx voters (6.7 mean) are more likely than others to be at 

least somewhat excited to join together with others in their community to take action and bring about positive 
change overall. 

• Nearly 7 in 10 voters overall are at least somewhat excited even if we have some differences, including more than 
three-quarters of Black voters and Latinx voters and 8 in 10 of our base. 
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Key Findings – Political Context Continued 
• As we heard in the qualitative research, voters across communities associate good, quality jobs with 

benefits and a living wage. A solid majority of voters favor providing good paying jobs with benefits for 
everyone (81% favor, 67% strongly), but intensity and overall support drops significantly when the prospect 
of increased taxes is introduced (61% favor, 36% strongly). 
• Favorability toward this policy drops across the board, including among our base, as voters are 

especially tax sensitive today. We see the largest drop in favorability toward providing good paying 
jobs with benefits for everyone even if it increases taxes among male voters (-44), older voters (-47), 
college-educated voters (-46), white voters (-41), Independent voters (-52), Republican voters (-59), 
persuadables (-42), and the opposition (-74). Latinx voters, AAPI voters, and our base are also tax 
sensitive.

• Soberingly, voters’ position on providing good paying jobs with benefits for everyone does not shift 
significantly over the course of the survey, regardless of whether the prospect of increased taxes is included 
or not.
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Key Findings – Views of the Economy Today
• A solid majority of voters nationwide say the United States’ economy today is just fair or poor (80%), including nearly half who rate is 

as “poor” (48%). A majority say their family’s personal financial situation today is just fair or poor as well (56%), but few describe it as 
“poor” (17%).
• Recent immigrants split on how both the U.S. economy and their family’s personal financial situations are doing today—49% say 

excellent/good, and 51% say just fair/poor for both.

• Looking ahead, a plurality of voters are pessimistic in their outlooks, with a plurality saying say their economic situation will stay the 
same in the next year or two (38%). There are demographic differences among those who believe their situation will get better or 
worse.
• While pluralities of our base, persuadables, Democrats, white voters, Latinx voters, and AAPI voters say things will likely stay the 

same, half of the opposition says it will get worse and nearly half of Black voters say it will get better – a common theme we have 
seen in other data. Independents and Republicans split between their economic situation staying the same and getting worse. 
Recent immigrants and low-wage workers split between saying things will stay the same or get better.

• A majority of voters feel they have at least some control over their economic situation (64% control, 24% a lot), but intensity is weak 
across race with 22% of white voters, 28% of Black voters, 37% of Latinx voters, and 26% of AAPI voters saying they have a lot of 
control.
• Subgroups who say they have a lot of control are Latinx men, Latinx in the West and in suburbs, and low-wage Black workers.
• Subgroups who say they have none at all are Gen Z, AAPI women, Independent women, and voters in the West South Central

states.

Rating of Family’s Personal 
Financial Situation Today*

Outlook on Economic Situation in the Next 
Year or Two

Voters Nationwide 43% Excellent/Good 
56% Just fair/Poor

38% Stay the same
29% Will get better
27% Will get worse 

*Split-sampled question
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Key Findings – Views of the Economy Today Continued
• Overwhelmingly, majorities across demographic subgroups expect the price of goods and services in the 

U.S. to go up over the next year, especially the opposition (87%), Republicans (81%), white voters (75%), 
and Latinx voters (70%). Overall, 72% of voters say prices will go up, including 68% of our base and 70% of 
persuadables.
• A quarter of recent immigrants say prices will go down over the next year. While a majority of African Americans 

still say prices will go up (57%), this is at least 9 points lower than other racial subgroups. 

• Voters describe the ideal economy for the United States similarly to the economy they want to see for 
themselves and their families – thriving and stable with a secondary focus on balanced, secure, and
healthy. For themselves and their family, one in five voters tend to say the ideal economy is fair and
sustainable.
• Voters who are most likely to say the ideal economy is stable, thriving, or secure are Independent women and 

older Independents, other subgroups of voters 50+, and AAPI subgroups. 

• To thrive economically, half say individuals and families need the ability to earn a living wage (50%), 
followed by jobs with good benefits like healthcare and retirement (47%). 
• Urban women, non-college educated women, and Democratic women are most likely to say the ability 

to earn a living wage is what families need to thrive economically. 
• Older women, older non-college educated voters, older Democrats, and older Black and AAPI voters 

are most likely to say jobs with good benefits like healthcare and retirement are needed to help 
families thrive economically. 
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Key Findings – Views of Corporations 
• At least half of voters say we need to make the wealthiest Americans and large corporations pay their fair 

share (50%) or pay what they owe in taxes (54%) compared to 45% and 42% of voters who side with the 
opposition language (noted in red below). Saying the wealthiest Americans should pay what they owe is 
stronger amongst the base (78% vs. 19% oppo) and persuadables (49% vs. 45% oppo).

• A slim majority of voters say large corporations take the wealth that working people create (52%), and 
almost two-thirds believe too often, profitable corporations hold down people’s wages (64%). A quarter 
think corporations generally pay people fairly and about 4 in 10 (38%) think large corporations create 
wealth for working people by creating jobs.
• Persuadables tend to respond like the base in believing too often, profitable corporations hold down 

peoples' wages (63%) and that large corporations take the wealth that working people create by 
holding down wages and denying benefits, no matter their profits (46%), but the margin is narrower on 
the latter.

We need to make the wealthiest Americans and large corporations pay what 
they owe in taxes so we can fully fund our schools, ensure quality healthcare 

for anyone who needs it, and provide stability for people who struggle to 
make ends meet*

We need to make the wealthiest Americans and large corporations pay their 
fair share in taxes so we can fully fund our schools, ensure quality healthcare 

for anyone who needs it, and provide stability for people who struggle to 
make ends meet*

We need to let hard-working Americans keep more of their own money instead of paying more in taxes so we can grow the economy, 
reward hard work, and enable people to thrive

*Split-sampled question
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Key Findings – Reactions to New Ideas
• Among voters nationwide, ideas centered on meeting the immediate needs of individuals and families by investing in 

creating good, quality jobs in every community so anyone willing to work can earn a living wage from one job, rather 
than having to work two or three, and paying employees wages they can sustain a family on rise to the top. UBI and 
Guaranteed Income are less well-known ideas, but the latter is slightly more popular among voters overall.
• There are significant differences between genders and education levels with women and non-college educated voters being more strongly in favor 

of these ideas than their counterparts. However, college-educated voters slightly outnumber non-college educated voters when it comes to the 
Training idea.

Text of Top Four Ideas Among Voters Overall (by intensity)

[Better Jobs/Basic Needs] To meet the immediate needs of individuals and families, 
like putting food on the table, paying utility bills, and keeping a roof over their 
heads, we should invest in creating good, quality jobs in every community so anyone 
willing to work can earn a living wage from one job, rather than having to work two 
or three.

[Better Jobs/Benefits] To meet the immediate needs of individuals and families –
from child and elder care to health care – we should invest in creating good, quality 
jobs in every community so anyone willing to work can earn a living wage from one 
job, rather than having to work two or three.

[Family Sustaining Jobs] To meet the immediate needs of individuals and families, 
like putting food on the table, paying utility bills, and keeping a roof over their 
heads, we should invest in creating stable jobs in every community that pay 
employees wages they can sustain a family on. 

[Training] We should help people prepare for the jobs of tomorrow beyond relying 
solely on a 4-year college degree and invest in programs and training opportunities 
that teach people the skills they need and help people find quality jobs. 

56

56

55

52

49

47

46

38

35

81

79

81

76

71

77

73

58

53

Better Jobs/Basic Needs*

Better Jobs/Benefits*

Family Sustaining Jobs*

Training*

Price Control*

Domestic Production*

Better Standards*

Guaranteed Income*

UBI*

% strongly favor,     total favor

*Split-sampled 
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Key Findings – Progressive Value Statements
• Statements anchored on the values of 

unity, ensuring all workers have what 
they need to care for themselves and 
their family, equality, and the strength 
and security of working families rise to 
the top. Pointing out the current 
economic rules unfairly favor the rich and 
wealthy corporations round out the top 
tier. 

• Middle-tier value statements focused on 
freedom, calling out the greedy few, and 
calling on our nation’s leaders to 
overcome discrimination receive high 
overall ratings from a majority of voters, 
but intensity is weaker. Of note, voters 
are more likely to agree that we need to 
“create a strong foundation for the 
people who need the most help” (82% 
agree) rather than “give a hand up to 
the people who need the most help” 
(73% agree).

• The opposition is more populist about 
the values of a strong middle class and 
our country having enough resources to 
ensure all have what they need to live in 
dignity.

% Rate 10, Strongly Agree

Top Tier Total Base Oppo Pers

America works best when we look out for each other 
and work together as one nation* 41 53 33 34

America succeeds when every worker is paid enough 
to care for his or her family, when every entrepreneur 
has the tools to make their vision a reality, when 
every person can retire in dignity, and when we can 
give our children a better future

37 54 31 27

Insisting our political leaders treat people of all races, 
backgrounds, and genders equally should be a key 
priority for our nation*

37 53 25 28

Economic growth must be built on the foundation of 
strong and secure working families so that all 
Americans, not just those at the top, benefit from 
growth*

36 52 31 26

America works best when we look out for each other 
and work together as one community* 36 49 31 28

The economic rules in this country unfairly favor the 
rich and wealthy corporations over families and small 
businesses*

35 55 18 26

*Split-sampled statements
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Key Findings – Conservative Value Statements
• While a majority of voters nationwide 

agree with the conservative value 
statements tested in this survey, 
intensity in agreement is markedly 
lower compared to our progressive 
statements.

• The strongest conservative statements 
refer to rewarding work, letting 
people keep more of their money, 
reducing government handouts, and 
the failure of paying people not to 
work.

• Over a quarter of Latinx and AAPI 
voters strongly agree that we have 
seen the failure of liberal economic 
policies during the pandemic. While 
this is AAPI voters’ top statement, it is 
ten points lower for African-Americans. 
Non-college voters tend to have similar 
or higher intensity on the top tier 
statements than college-educated 
voters, college-educated voters are 6 
points more likely to strongly agree 
that socialist economic policies cost 
too much, stifle our freedom, and hurt 
our nation’s prosperity.

% Rate 10, Strongly Agree

Top Tier Total Base Oppo Pers

When we reward hard work, let people keep more of 
their money, and reduce dependency on government 
handouts, we enable people to do their best and 
thrive*

32 25 62 25

We need to reduce welfare fraud, abuse of 
government handouts, and cut taxes on hard-working 
Americans so we can grow the economy, reward hard 
work, and enable people to thrive*

29 20 58 22

Throughout the COVID-19 pandemic, we have seen 
the failure of liberal economic policies as people were 
paid to not work and checks were handed out to 
people who didn't need them*

29 15 69 24

Too often minorities use racism as an excuse for their 
own failures* 23 14 61 12

It all sounds good, but socialist economic policies cost 
too much, stifle our freedom, and hurt our nation's 
prosperity*

22 11 61 12

In America, anyone can get ahead if they work hard 
enough* 21 12 38 20

*Split-sampled statements
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• All of our messages beat the opposition’s. “Unity,” “Worker Focused,” and “New Ideas” rise to the top among voters overall, our 
base, and persuadables. Unsurprisingly, opposition adults respond most to the “Opposition” message, followed by our “Unity” 
message. “New Ideas” is convincing across the board regardless of whose voice is heard, but the white male voice is seen as more
authoritative on the economy, even among voters of color and our base. 

In regression analysis, we find those who like our “Worker Focused” message are especially likely to strongly favor the proposed
new ideas related to our nation’s economy (which range from price controls and domestic production reform to investments in 
good, quality jobs and better standards for work). Regressions also show voters who like the version of New Ideas voiced by a
Black female (r square .449, t score 5.961) are more likely to strongly favor the proposed ideas related to our nation’s economy
compared to those who agree with the version of New Ideas voiced by a white male (r square .412, t score 2.719).

Summary of Message Ratings
(Sorted by Total Mean Dial Rating)

Mean Dial Rating Mean Convincing Rating
Total Base Oppo. Pers. Total Base Oppo. Pers.

Unity* 70 73 66 70 72 76 63 73
New Ideas (White Male Voice)* 69 75 57 70 71 82 50 70
Worker Focused 69 75 59 69 73 81 59 73
New Ideas (Black Female Voice)* 68 74 57 69 69 78 52 71
Racial Healing 68 75 55 69 69 79 49 69
Populism/Pandemic 67 72 56 67 72 79 57 73
Unity/Government Heavy* 66 73 52 66 69 82 45 68
Two Americas 66 74 51 65 69 80 47 70
Opposition 65 58 75 66 64 48 85 67

*Split-sampled message

Key Findings – Dials 
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Recommendations
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Language Recommendations
• Describe the ideal economy we want to see in the United State AND for individuals and families as “stable,” “thriving,” 

“secure,” “healthy” and “balanced."

• Call on the wealthiest Americans and large corporations to “pay what they owe in taxes” instead of “pay their fair 
share” so that we can fully fund our schools, ensure quality healthcare for anyone who needs it, and provide stability 
for people who struggle to make ends meet.

• Voters agree most strongly with statements anchored on the values of unity, ensuring all workers have what they need 
to care for themselves and their family, equality, inclusion, and the strength and security of working families.

• References to the “middle class” are not as impactful today as they’ve been in the past. Democrats and members of our 
base don’t believe the middle class exists anymore and want all classes to be helped.

• Define what we mean by “good, quality jobs” by listing the benefits and basic needs they should cover for individuals 
and families – needs like putting food on the table, paying utility bills, and keeping a roof over our heads; benefits like 
child and elder care, healthcare, and retirement.

• Progressive messaging needs to overcome cynicism and doubt voters have toward unity and bipartisanship in this 
nation. While they agree “it’s time to put old political differences aside, bring Democrats and Republicans together, and 
combine the best, commonsense ideas to get our economy going and improve people’s lives” they doubt it is possible 
in today’s polarized environment. Listing out the “things we can agree on, like infrastructure investments to put people 
back to work, investing in public schools and clean energy, lowering the cost of healthcare and prescription drugs, and 
protecting Social Security and Medicare” helps to overcome the cynicism.
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Say… Instead of… Notes

“join together with people even if we have 
some differences to take action and bring 

about positive change”

“join together with others in your 
community to take action and bring 

about positive change”

Voters are more excited to join together even if we have some 
differences. 

“America works best when we look out for 
each other and work together as one 

community”

“America works best when we look 
out for each other and work 

together as one nation”

While both progressive values are popular, “one nation” receives 
stronger agreement across BPO and racial subgroups, including 51% of 
Black voters and 53% of our base. 

“Economic growth must be built on the 
foundation of strong and secure working 

families so that all Americans, not just 
those at the top, benefit from growth”

“Economic growth must be built on 
the foundation of a strong and 
secure middle class so that all 

Americans, not just those at the 
top, benefit from growth”

Agreement is stronger when “working families” is referenced among our 
base, white voters, and voters overall. 

However, in targeted messaging to AAPI voters we recommend referring 
to the “middle class” as they are nearly twice as likely to strongly agree 
with that call-out compared to working families. 

“In order for this to be a place where 
everyone can thrive, we need to create a 

strong foundation for the people who need 
the most help”

“In order for this to be a place 
where everyone can thrive, we 
need to give a hand up to the 

people who need the most help”

Creating a “strong foundation” finds greater agreement than giving a 
“hand up” to the people who need the most help among our base and 
persuadables. 

In targeted messaging to Latinx voters and AAPI voters, we recommend 
saying “we need to give a hand up” language because they are +5 to +10 
points more likely to strongly agree with that language.  

“If we value everyone’s freedom, we need 
adequate pay for our work, time to be with 
family, and a secure foundation on which to 

build a good life”

“If we value everyone’s freedom, 
we need adequate pay for our work, 
time to be with family, and a secure 

foundation on which to build an 
abundant life”

Voters of color are more likely to strongly agree with “a secure 
foundation on which to build a good life” than “an abundant life,” but 
both statements find strong majority agreement across the board. This 
shift in views toward “abundant life” language over time may reflect 
people’s expectations being lowered. 
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Anatomy of a Message 
Strong Language To Use

1. Establish Shared Value

Ground your narrative in the shared 
value or experience of your 
audience.

• “We are all feeling stressed, tired, and divided, but America’s 
strength comes from our grit and determination…”

• “It's a goal we should strive for: a country where we all embrace our 
common humanity, and children of every race and ethnicity have 
equal opportunities to thrive in their lifetimes, both personally and 
economically”

2. Name the Problem

Highlight the tactics “bad actors” 
employ in addition to naming the 
problem we want to solve. Populist 
villains work best. 

• “Letting a handful of rich corporate CEOs line their pockets with the 
wealth our labor produces throws the economy out of balance”

• “we see the ultra-rich getting away with breaking the law or taking 
advantage of loopholes at the expense of everyone else”

• “today there are two Americas: one for the wealthy, usually white, 
and one for the rest of us, struggling paycheck to paycheck”

3. Evoke Solutions to the Problem

Share the solution(s) to the problem 
using unifying language – describe 
people working together to achieve 
the goal(s) to increase efficacy. 

• “working together for a better future for all”
• “If we value everyone’s freedom, we need stable, family-sustaining 

jobs, adequate pay for our work, time to be with family, and a secure 
foundation on which to build a good life”

• “We need our elected leaders to fight for us – the consumers, 
workers, and mom-and-pop shops who are doing our best to provide 
for ourselves, our families, and our communities”

4. Provide Call to Action 
Provide a clear and positive call to 
action. 

• “We can advocate for programs that rethink how people balance 
work with family and other life priorities”

• “It’s time to call on our elected officials to pass laws that work for 
everyone, not just the wealthy and well-connected”
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Why it Works: Worker Focused
Today, many jobs don’t cover our needs – let alone 
enable our dreams. 

Letting a handful of rich corporate CEOs line their 
pockets with the wealth our labor produces throws the 
economy out of balance. 

We say we value “hard work” in this country – it’s time 
we put action to that talk. It’s time to do right by those 
who clock in and out every day to keep America 
working. 

If we value everyone’s freedom, we need stable, 
family-sustaining jobs, adequate pay for our work, 
time to be with family, and a secure foundation on 
which to build a good life. 

America's strength comes from our grit and 
determination, our ability to come together across our 
differences to overcome our challenges. 

By working together, we can restore the balance in our 
economy so that everyone benefits, no exceptions.

It helps to start off using the communal framing of “our” jobs to 
make the value of “enabling dreams” universal.

Ending with an aspirational, unifying goal of restoring balance so 
all benefit, no exceptions connects the goals of this message to 
the ideal type of economy voters want – a stable, healthy, 
balanced one.

Calling out the bad actors “rich corporate CEOs” and explaining 
how their wealth comes at the expense of “our” labor” is an 
effective explanation of the problem. It helps to suggest that 
someone is creating this problem – it doesn’t just happen. 

Again, communal use of the word “we” is galvanizing. This 
message also effectively contests conservative’s top value of 
“hard work” and shifts the focus to “those who clock in and 
clock out every day,” centering the worker. It’s a common 
reference even for those who do not work such jobs. 

Coupling the stereotypical conservative values of “freedom” and 
“grit and determination” with the progressive solutions we are 
advocating for works. 
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Why it Works: Unity

We are all feeling stressed, tired, and divided, but 
America’s strength comes from our grit and 
determination, our ability to come together across our 
differences to overcome our challenges. 

Even while a powerful few sought to profit off our 
divisions during the pandemic, millions of ordinary 
Americans came together to help each other, 
contributing to food banks and sacrificing to save lives. 
Our country’s strength is grounded in our resilience. 

We can come together across our differences and 
support commonsense ideas that heal these divisions 
and get our economy moving to improve people’s lives. 

We can support infrastructure investments that put 
people back to work, that fund public schools, child 
and elder care, and that lower the price of healthcare 
and prescription drugs. It’s not about politics, it’s 
about working together for a better future for all.

This message began with a shared experience and 
acknowledgement that many are feeling the effects of the 
COVID-19 pandemic and economic constraints. 

Voters are motivated when they hear examples of what coming 
together across our differences can accomplish. 

Starting and ending on a shared value is powerful. 

Subtle acknowledgement of the divisions in society and 
reference to the “powerful few” fueled by them helped to keep 
otherwise division-weary voters from tuning out. The quick 
transition to the positive ways Americans came together also 
helps engage voters and make them feel efficacious. 

Unifying, inclusive language – coming together – is powerful, as 
is reference to “healing” and “commonsense ideas,” especially  
in these times.
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Why it Works: New Ideas
No matter what we look like or how we make a living, 
most of us want to leave things better for those to 
come. 

To become a healthier, more prosperous nation we 
need new ideas and policy changes that fit our 
economy today. 

Together, we can make different decisions to make our 
economy work for the future, by creating new 21st 
century standards for work, like flexible work 
schedules, access to childcare, and guaranteed paid 
leave for being sick or to take care of a loved one. 

We can call on our elected officials to ensure people 
are able to make ends meet. 

We can advocate for programs that rethink how people 
balance work with family and other life priorities. We 
can demand that employers prioritize their employees’ 
mental health and wellbeing.

By working together, we can restore balance in our 
economy so that everyone benefits.

Starting the message off with a shared value and inclusive 
language provides a strong foundation. Future-looking language 
of becoming a “healthier, more prosperous nation” tied to new 
ideas and policy changes is aspirational and taps into voters’ 
desire for change. 

Ending on a shared value that ties in the issue of this message –
“working together” instead of “coming together” is powerful. 
Again, voters are motivated by restoring balance.

We did not explicitly name a villain or a “problem” that needed 
addressing. Instead, we doubled down on aspirational goals to 
make the economy work. 

Calling on our “elected officials” was not a motivating call to 
action for voters due to cynicism.

Advocating for programs and solutions is more motivating than 
calling on elected officials. Voters respond positively toward 
balance work with family.
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• Two Americas should be dispensed with. 

• New Ideas is the winner and the associations - the top four associations are all positive and very strong – they include 
“unify America,” “address racism,” “people first,” and “come together.” We recommend going with New Ideas as it 
resonates on all levels.  

• Choosing between Unity and Racial Healing is harder as Unity is stronger unconsciously and Racial Healing is stronger 
consciously. If you believe people will attend and focus, then conscious (Unity) becomes more valuable. If the thought 
is that people will just react without paying serious attention, then unconscious (Racial Healing) is the better choice. 
• If Unity or Racial Healing are to be used, they should be amended in line with the associations they generate. For 

Unity, the negativity can be softened.  For Racial Healing, soften the emphasis on “wrongs” and perhaps refer to 
“mistakes” or “missteps.”  

• Unity is popular, but Racial Healing communicates more on the economy.

• The messages can be tweaked in line with the associative findings, too. Even New Ideas can be tweaked (perhaps 
instead of “restore balance” we can say “improve,” “increase,” “heighten,” “boost” balance, etc.)

• New Ideas is the strongest across all races. Future messages need to take the pessimism of African Americans into 
account. Additionally, the lack of a narrative needs to be addressed for Asian American/Pacific Islanders. Whoever first 
constructs a sensible, believable narrative that Asian American/Pacific Islanders can resonate with will “win.”

• Associatively, New Ideas seems best when looking at the finding by age, as it has been for many demographic variables. 

Recommendations based on Implicit Bias Testing
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• There is no winning message that cuts across party lines. Which message is chosen will depend upon the 
audience. Messages could be tweaked to make them stronger. Since Democrats are the most open and 
responded positively to this message consciously, we suggest tweaking New Ideas to make it less conflictual for 
Democrats. Additionally, it is the strongest overall (see above analysis under “messages”). 

• The sense in Democrats that government action and socialism are dangers may need to be explored in focus 
groups and/or addressed in future messaging. That Republicans can be made to feel good and have positive 
associations to messages that refer to economic well-being is a potentially powerful insight. This might mean that 
any messages targeting Republican-leaning individuals should contain a component that refers to stimulating the 
economy. This should be examined in further research.

• Work must be done to counter the ingrained associative networks of both men and women concerning economic 
fairness. Women seem more open to this than men are, but both have to be worked with. The main bugaboos 
are government taking things away through reverse discrimination and not rewarding individual effort, which is 
sometimes associated with socialism.

• Perhaps focus groups with Independents can provide more insight into what exactly they mean and what they 
worry about when they think of reverse discrimination. (As this issue also shows associative resonance with 
Republicans and Democrats, this might be something to explore in depth with all) 

• The concept of reverse discrimination seems to be something that must be dealt with. More research is required. 
A counter-narrative needs to be constructed and put out. The narrative that this phenomenon exists and is a real 
concern seems to have taken hold. 

Recommendations based on Implicit Bias Testing Continued
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Appendix
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Methodology

Phase 2: QualBoards, February 8-10, 2022

QualBoards (three-day, online message boards) were held 
among Democrats, Independents, and Republicans from 
February 8th through 10th, 2022. Participants had 
previously participated in one of the 2-hour virtual focus 
group discussions conducted during phase one of this 
project and were selected to reflect a mix of gender, age, 
and race/ethnicity.

Participants responded to a set of 6-10 questions and 
exercises twice a day about the current state of the 
economy and their personal economic situation. They 
shared their reactions to a variety of ideas related to 
changing the U.S. economy that had been generated in 
their focus group discussions.
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Methodology
Phase 3: Additional Idea-Generating Focus Groups, March 30, 2022

Lake Research Partners conducted 2 virtual focus groups (held on a Zoom platform) among voters nationwide 
among the following audiences:

In addition to meeting the demographic criteria of each group, participants were recruited to reflect a mix of 
marital status, parental status, geographic location, and employment status. 

Date of Focus Group
March 30, 5:30 p.m. White voters, mixed gender, 21-65, mix of party ID

March 30, 8:00 p.m. Voters of color, mixed gender, 21-65, mix of party ID
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Methodology 

Phase 4: National Dial Survey, May 12-22, 2022

Lake Research Partners designed and administered an online dial survey that was conducted May 12-22, 
2022. The survey reached a total of 1,000 registered voters with oversamples of 100 African American 
registered voters, 100 Asian American Pacific Islander registered voters, 100 Latinx registered voters, 100 
recent immigrants within the last 5 years—a mix of voter status and in language (Spanish), and 100 low-wage 
workers who are registered voters.

The base sample of registered voters was weighted by region, age, race, party ID, and education. African 
American and Latinx registered voters were weighted by region and age. Asian American Pacific Islander 
registered voters were weighted by gender, region, age, party ID, and education. Low-wage workers were 
weighted by region, age, race, party ID, and education. Recent immigrants were weighted by gender, region, 
age, race, and education.

The margin of error for the total sample is +/-3.1%.
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Methodology
Phase 4: Implicit Bias Testing, August 13-25, 2022
The study was designed and administered by Implicit Strategies. The sample consisted of 5473 respondents. The data were 
collected from August 13-25, 2022. The respondents were tested online on the Implicit Strategies platform. Each 
respondent received one of four messages. This was done randomly. 1303 received the Unity message; 1401 received the 
New Ideas message; 1359 received the Racial Healing message; and 1350 received the Two Americas message. 2732 
identified as male; 2682 identified as female. 40 identified as non-binary.  The sample ranged in age from 18-74, with a 
mean of 42 and a standard deviation of 15.6. Education was divided into those who did not go past high school (2987) vs. 
those were college-educated or above (2986). The sample was divided into four racial/ethnic groups: white (1643), African 
American (1462), Latinx (1033), Asian American/Pacific Islanders (1120). Political orientation was divided into Republican 
(1486), Democrat (2159), and Independent (1828).

In addition, a smaller data set was carved out of the larger data set to create what were called Persuadables. This sample 
consisted of 3847 respondents. 959 viewed the Unity message; 991 viewed the New Ideas message; 945 viewed the Racial 
Healing message; and 952 viewed the Two Americas message. 1838 were male, 1976 were female, and 33 were non-binary. 
Age ranged from 18-74 with a mean of 41 and a standard deviation of 15. Race/ethnicity consisted of 1080 whites, 1252 
African Americans, 662 Latinx, and 699 Asian American/Pacific Islander. 2399 did not go past high school and 1448 did 
some college or more. There were 720 Republicans, 1774 Democrats, and 1353 Independents. 
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Qualitative Research Statement of Limitations
• In opinion research, qualitative research seeks to develop insight and direction rather than quantitatively precise or absolute measures. 

Because of the limited number of respondents and the restrictions of recruiting, this research must be considered in a qualitative frame of 
reference.

• The reader may find that some of the information seems inconsistent in character upon first reading this report. These inconsistencies should 
be considered as valid data from the participant’s point of view. That is, the participant may be misinformed or simply wrong in their knowledge 
or judgment, and we should interpret this as useful information about their level of understanding.

• This study cannot be considered reliable or valid in the statistical sense. This type of research is intended to provide knowledge, awareness, 
attitudes, and opinions about issues and concerns.

• The following limitations are inherent in qualitative research and are stated here to remind the reader that the qualitative data presented here 
cannot be projected to any universe of individuals.

• Statement 1. Participants who respond to the invitation of a stranger to participate in this research show themselves to be risk takers and 
may be somewhat more assertive than non-participants.

• Statement 2. Some participants speak more often and more forcefully in focus group sessions than other participants, so their opinions 
tend to carry more weight in the findings.

• Statement 3. Participants “self-select” themselves.

• Statement 4. Participants were not selected randomly; as a result, each person in the pool of possible participants did not have an equal 
chance to be selected.
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Demographics of Registered Voters Nationwide

REGION

47% 53%
Non-binary: 1%

White 74%
Black 11%

Latinx 9%
Asian/Pacific Isl. 5%
Native American 2%

Middle Eastern 0%
None of these/other 1%

1-11th grade 1%
HS/GED 20%

Vocational or Technical 4%
Some College 22%

Associate Degree 13%
4-year/Bachelor’s 25%

Grad or Advanced Degree 15%

Democrat 46%

Ind/DK 11%

Ind/DK w/ weak partisan 37%

Republican 40%
40%

60%

Under 30 17%
30-39 17%
40-49 15%
50-64 26%

65+ 25%

PARTY IDENTIFICATIONEDUCATION

AGE

GENDER RACE/ETHNICITY

New England 5%
Middle Atlantic 13%

East North Central 16%
West North Central 7%

South Atlantic 21%
East South Central 6%

West South Central 11%
Mountain 7%

Pacific 14%

City with 1mil+ 17%
Smaller city 16%

Suburb 38%
Small town 12%
Rural area 18%

AREA TYPE

<$20K 13%
$20,000-$29,999 13%
$30,000-$39,999 12%
$40,000-$49,999 10%
$50,000-$74,999 22%
$75,000-$99,999 12%

$100,000-$149,999 10%
$150,000-$199,999 4%

$200K+ 2%

Below $50K 48%
Above $50K 50%

HOUSEHOLD INCOME

Almost certain 68%
Probably 16%

50-50 12%
Probably not 2%

Definitely not 1%
Not sure 2%

2022 VOTE LIKELIHOOD
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Demographics of Registered Voters Nationwide

1 85%
2 10%
3 3%

More than 3 1%
Not sure 1%

NUMBER OF JOBS

Several hours a day 9%
Once a day 13%

A few times a week 14%
A few times a month 9%

Rarely 13%
Never

Not sure
41%
1%

CONSUMPTION OF FOX NEWS CHANNELPARENT STATUS

Yes 27%
No 72%

CONSUMPTION OF CNN

Married 43%
Unmarried w/ partner 10%

Single 27%
Separated/Divorced 13%

Widowed 7%

MARITAL STATUS

Employed full-time 37%
Employed part-time 10%

Unemployed 10%
Self-employed 7%

Homemaker 6%
Student 2%
Retired 27%

EMPLOYMENT STATUS

Several hours a day 7%
Once a day 12%

A few times a week 14%
A few times a month 10%

Rarely 15%
Never

Not sure
41%
1%

Under $8 per hour 1%
Between $8-$12 per hour 9%

Between $13 and $15 per hour 20%
More than $15 per hour 42%

Salaried 27%

WAGES AMONG EMPLOYED VOTERS

Democratic 43%
Republican 39%
Undecided 13%

Not sure 3%
Would not vote 1%

CONGRESSIONAL VOTE IF HELD 
TODAY 

(EXCLUDES UNREGISTERED 
RECENT IMMIGRANTS)
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