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Author Preface
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Campaigning is the work of moving people's hearts.

No matter how sophisticated your data analysis, no matter how fast you can produce content, none of
it matters if you can't win voters' hearts. People don't vote for numbers or technology. They cast their
ballot when they connect with a candidate's vision and believe, in a full and rounded way, that the
candidate has the will to make it real.

Every Al tool and method introduced in this book is a means to an end. They help you sharpen your
message faster, reach more voters, and read the ground more accurately. But the substance inside
that message, only the candidate and the campaign can create that. The answers to "Why am |
running?", "What do | want to change?", and "How will | make it happen?" are not answers Al can

supply.

When a vision is clear and the will to reform is conveyed with genuine conviction, Al multiplies that
force many times over. Run it the other way, technology front and vision absent, and all you get is
hollow messaging spreading fast. Tools don't set direction. People set direction, and tools carry you
further along it.

Using Al in an election campaign is not simply about working more efficiently.

Itis, in itself, an act of preparing for a new era. Voters watch how a candidate absorbs and responds
to the changes reshaping the world. A campaign that uses Al wisely, in an age of Al, earns a specific
kind of trust: "If this candidate wins, they will work in step with the world as it actually is."

New technology brings new responsibility. The legal requirements and ethical principles this book
stresses must be followed without exception. Using Al to create false information or deceive voters
harms democracy. The greater the power of the technology, the greater the responsibility of those
who wield it.

Elections are the heart of democracy, the process by which candidates present their visions and
voters weigh and choose among them. Al can make that process richer. More candidates can find
their voice. More voters can make decisions grounded in accurate information. A small campaign can
produce content as professional as a large one, and what voters say on the ground can reach policy
faster.

I hope this book offers some practical help to everyone working in Korean election campaigns. My
hope is that Al can serve as a bridge, one that carries a candidate's genuine vision intact to voters,
and carries voters' voices back to the candidate with clarity.



Technology will keep advancing. The tools introduced in this book will before long be replaced by
newer ones. But the essence of a campaign does not change: hold a vision, show the will to make it
real, move people. That essence holds in the age of Al just as it always has.

Al holds enormous potential, but its benefits are not reaching everyone equally. Across the world, the
gap between those who can handle Al and those who cannot is widening. Companies are cutting
entry-level hiring and replacing work with Al. Young people who need to build experience are losing
opportunities before they even get started. Those who already have wealth use Al to build more;
those who don't fall further behind.

To those who read this book and go on to win office, | ask this: the new world Al is building must not

become a paradise for a few. We must also look after young people losing jobs, people who struggle
to adapt to change, and the communities and social groups left behind by technology. The Al era can
become a utopia or a dystopia.

Which way it goes is decided not by technology but by politics. You, the elected, are the ones who set
that direction. To everyone who steps into the campaign field with new tools in hand, | wish you the
very best.

2026.1.1.
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Chapter 1. Introduction
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1 A New Al Advisor Has Entered the Campaign

Campaign staff is always short-handed. Candidates have to meet voters from dawn to midnight, while
advisors write speeches and produce campaign materials. Press releases need to go out, and online
opinion has to be monitored. Even large campaigns with ample money and staff are stretched thin;
small campaigns even more so. Candidates often write their own copy, and a handful of aides pull
all-nighters.

In November 2022, ChatGPT arrived. A great deal changed in the two years that followed.
People started turning to Al when writing reports at work or completing assignments at school.

That shift reached election campaigns too. It became possible to receive a draft speech in thirty
minutes and generate multiple promotional slogans all at once.

Al doesn't ask for a salary. It doesn't complain. It works twenty-four hours a day. It reads and
summarizes thousands of pages of documents in minutes. It can compile an opponent's statements
and analyze online posts to show what people in your district are worried about. For a small
campaign, Al is a dream advisor.

2 2026: The First Year of Al Elections

2026 is the year of South Korea's nationwide local elections. It is also a year packed with major
elections around the world. In the United States, midterm elections are scheduled for November 3. In
Brazil, presidential and legislative elections will be held together on October 4. In Asia, parliamentary
elections are set for Bangladesh (February 12) and Thailand (February 8). Elections in Portugal,
Colombia, Peru, Sweden, and Israel are also on the calendar, and the international landscape is
expected to shift considerably.

Al has been deployed in campaigns for the past three years already , drafting speeches, refining
slogans, and analyzing voter data. One American candidate used Al to map voters' tendencies by
neighborhood and calculate which streets were worth canvassing. Smaller campaigns with tight
budgets now have a real path to competing with well-funded operations.

Al doesn't just write text. It creates images, produces video, and synthesizes voices. Just as Al
avatars were used to communicate with voters in the 2022 presidential election, Al has opened new
ways to run a campaign. That convenience comes at a cost. Fake videos and audio created by Al are
already spreading around the world. The technology is called deepfake , it imitates a real person's



face and voice to produce fabricated content.

In the United States, voters received automated phone calls mimicking President Biden's voice,
telling them not to vote in the primary. In India, a fabricated video circulated that made a well-known
actor appear to endorse a specific party. The actor had never said anything of the kind.

When fakes multiply, real content gets questioned too. A politician who actually said something
harmful can wave it away with "that's a deepfake." This is called the Liar's Dividend. When false
information floods in, truth loses its grip. Voters can no longer tell what's real, and eventually stop
trusting any information at all.

3. Public Official Election Act

On December 28, 2023, the Public Official Election Act was amended to introduce new provisions on
Al. The core provision is Article 82-8.

The rule has two parts. First, from 90 days before Election Day through Election Day itself, campaign
activity using deepfake video or audio is completely prohibited. Producing, editing, distributing, or
posting virtual sound, images, or video created with Al technology is banned in full , regardless of
whether the candidate consented, and regardless of whether the content is true or false.

Second, even outside the 90-day window, any content created with Al must be labeled as such. The
label must state something to the effect of "This video is virtual information produced using artificial
intelligence technology." The specific labeling requirements are set by National Election Commission
rules.

Violations carry penalties. Using deepfakes during the 90-day prohibition period is punishable by up
to seven years in prison or a fine of between 10 million and 50 million won. Failing to attach the
required label carries an administrative fine of up to 10 million won. Spreading a deepfake that
contains false information brings heavier punishment.

The National Election Commission operates a dedicated Al monitoring team and an expert detection
unit. It has also introduced a deepfake detection system called Aegis, developed by the Korea
Electronics Technology Institute. The system automatically determines whether a given video was
created by Al.

One thing to keep in mind: programs where a person manually retouches content , Photoshop, Paint,
and the like , fall outside this law. Retouching that does not use Al technology is permitted.

Text-only content written by Al, such as copy produced by ChatGPT, is also not subject to the
deepfake regulations.

What the regulations cover is Al-generated audio, images, and video.

4 Purpose of This Book



This book lays out, in practical terms, how Al can be used in an election campaign and where the
legal lines are. The aim is to provide methods you can use right away, rather than theoretical
explanations. Prompt examples , instructions that tell Al what to do , along with step-by-step
workflows and checklists are written out as concretely as possible.

This book is for everyone involved in elections: candidates themselves, campaign advisors, party
officials, and volunteers. It is written to be useful not only for large, well-funded campaigns but also for
small operations running on one to five people. If anything, campaigns with fewer resources need Al's
help the most.

Al is a tool. You cannot take what Al produces and use it without review. A person must check and
revise every output.

Al sometimes tells plausible lies. This is called hallucination, and it is a fundamental problem with
generative Al. It states nonexistent facts as though they were real and wraps unsourced information
in smooth, confident prose. If a campaign uses Al-generated policy material without verifying it, the
candidate can end up branded a liar.

You need to confirm that facts are accurate, that nothing violates the law, and that the content fits
your campaign's message. Al is an assistant that produces first drafts quickly , it is not the final
decision-maker, and it bears no responsibility. Responsibility always stays with the candidate and the
campaign. Al is Al: it won't be investigated for election law violations, "l trusted what the Al said" is
not a defense in court, Al won't pay your fines, and Al won't restore your reputation.

Elections are the core of democracy. Voters must be able to choose based on accurate information.
Using Al without using it to deceive voters, raising efficiency without losing credibility , that is the
direction this book points. Knowing what Al actually is, and using it accordingly, matters. We hope this
book serves as a practical guide for everyone who has chosen to read it.

5 What Is Al?
A. The History of Artificial Intelligence: From Chess to Conversation
Atrtificial intelligence did not appear overnight. It developed gradually over decades.

In 1997, IBM's Deep Blue defeated the world chess champion. People were astonished, though
chess is a game with fixed rules. In 2005, autonomous-driving Al appeared. In 2011, IBM's Watson
beat human champions on the American quiz show Jeopardy. When Google DeepMind's AlphaGo
defeated world Go champion Lee Sedol in 2016, the world was shocked. Go is a game where the
number of possible moves is said to exceed the number of atoms in the universe.

In 2019, Al conquered StarCraft, and in 2020 it beat a human pilot in aerial combat simulation. In
2023, AlphaFold received the Nobel Prize for its work on protein structure prediction , research that
would have taken a human team a decade, completed in three days.



Then, in late 2022, ChatGPT arrived. Where earlier Al systems excelled only in specific domains, this
new Al could converse naturally with people. It wrote text, answered questions, suggested ideas, and
summarized complex documents. This is Generative Al , Al that "generates" or "creates" things.

Al systems like ChatGPT, Claude, and Gemini are called large language models, or LLMs. Within just
a few years after the Transformer architecture was published in 2018, Al reached this level. The pace
of progress is remarkable.

B. Natural Language Processing

The core of large language models is natural language processing (NLP). Natural language means
the everyday language we use when talking to friends, parents, or anyone else in daily life.

To use a computer in the past, you had to learn a programming language. You had to follow strict
grammar and rules, and a single typo would break everything. Asking a computer to do anything
complex was out of reach for most people.

LLMs are different. You just talk in the language you use every day. Say "Summarize this document,”
"Put together my schedule for next week," or "Tell me the pros and cons of this policy" , and the Al
understands. Your question doesn't have to be precise. Typos are fine. Al is intelligence in the literal
sense, so it reads context.

With an LLM, you can explain your situation and what you want in as much detail as you like. The one
thing to be clear about is the distinction between what you want worked on (the object) and what you
want done with it (the requirement). You can ask anything and request anything. Anything really does
mean anything.

Treat Al like a service you're consuming , ask casually, make mistakes in your questions, and ask for
opinions without overthinking it. That's why voice input and text input are the most natural ways to
use Al.

C. What Al Can Do

Generative Al can take on a wide range of roles. In creative arts, it acts as an artist, music composer,
novelist, poet, fashion designer, and video editor.

In professional services, it fills the roles of medical adviser, legal consultant, psychological counselor,
travel guide, environmental advocate, and urban planner. In business and finance, it works as an
investment analyst, management consultant, marketing specialist, financial expert, data scientist, and
trend analyst.

Knowledge and education are no exception. Al is both a repository of all knowledge and a learning
assistant. It serves as a history expert, economics professor, physics theorist, and biology database.
It answers questions across subjects, from everyday questions to advanced professional topics.



It can help with writing in nearly every genre: fiction (novels, poetry, plays, essays), nonfiction
(history, philosophy, science, social science), academic and educational (textbooks, research papers,
reference books), religion and spirituality (scriptures, spiritual texts), arts and creative work (visual art,
music, photography), hobbies and practical life (cooking, travel, DIY/crafts), children and young adult
(picture books, fairy tales, YA novels), and more (comics, diaries/letters, magazines).

D. Comparing Major Al Services

Several generative Al services are widely used today. ChatGPT is made by OpenAl. It's the most
popular Al assistant, capable of everything from creative writing to analysis to coding. Its multimodal
capability , handling text, images, and voice together , is a key strength. It's easy to access via web
and app.

Claude is made by Anthropic. It prioritizes safety and reliability, and is strong at handling long
documents and ethical reasoning. Its long-context processing is a defining feature , with a 200K token
limit, it handles long-document work well.

Gemini is made by Google. It's a multimodal Al fully integrated with the Google ecosystem,
supporting search, email, and document work seamlessly. Real-time information access is its key
strength. It's available for free.

Al Studio is Google's Gemini API testing environment built for developers. It supports prompt
engineering and model fine-tuning. It's a useful experimental platform for developers.

Genspark is a search Al that combines real-time web search with Al generation to deliver tailored
content that includes the latest information. It's useful when you need up-to-date facts. Perplexity is a
research-focused Al that pairs real-time web search with Al analysis. It specializes in citing sources
and fact-checking, making it well-suited for research tasks.

E. Available Anytime, Anywhere

Al services work on both computers and phones simultaneously. A single account lets you log in on
multiple devices at once. You can start work on a computer at the office, then pick it up on your phone
while on the move. Something you dictated by voice in the field can be polished on a computer back
at the office. For election campaigns, this flexibility is a real advantage. An idea that comes to you at
a rally can go straight to the Al on your phone, then get refined on a computer when you're back at
headquarters. Al assistance is there whenever and wherever you need it.

F. Fields Where Al Is Used

Harvard Business Review's analysis of the top 10 uses of generative Al in 2025 shows just how
broadly Al is being put to work.

First is counseling and conversation. Al provides emotional support and a sense of stability through
dialogue, acting as a virtual companion. Second is daily life management , helping organize personal
schedules, to-do lists, and personalized plans. Third is finding purpose in life, offering meaningful



direction aligned with a person's values and goals.

Fourth is improving learning ability , providing personalized learning experiences, instant feedback,
and answers to questions. Fifth is professional code generation, automating programming tasks and
suggesting code snippets to boost developer productivity. Sixth is idea generation, helping with
brainstorming and proposing new concepts or solutions.

Seventh is entertainment and fun , generating humor, memes, and engaging content. Eighth is code
improvement: optimizing existing code, fixing bugs, and boosting performance. Ninth is creative
expression, supporting creative work by generating original art, writing, and design ideas. Tenth is
healthier living, helping people manage their health through personalized nutrition plans, exercise
routines, and wellness tips.

For election campaigns, the most useful of these are daily life management (scheduling), idea
generation (brainstorming), creative expression (content production), and learning ability
improvement (policy research).

G. Forms of Al Use
Al use can be broken down into six broad areas.

First is question and answer (ASK-ANSWER) , the most fundamental use, covering fact-checking,
asking for opinions, and seeking advice. Questions like "What's the legal basis for this policy?" and
"Analyze the problems with the opposing candidate's platform" fall into this category.

Second is translation and interpretation. Al can translate between any two languages in the world. It's
used for translating campaign materials for multicultural voters and for translating English-language
sources when researching foreign cases.

Third is writing. Al can help draft or refine nearly every type of text a campaign needs , speeches,
press releases, social media posts, and text messages.

Fourth is using Al as a learning tool. It supports learning across every field of knowledge , useful for
getting up to speed on a new policy area or quickly understanding the opponent's area of expertise.

Fifth is information summarization , condensing long documents, news articles, and meeting minutes
to their key points. During a packed campaign schedule, this is essential for quickly getting through
large amounts of material.

Sixth is generating creative ideas. When you need something new , a slogan, a campaign concept, a
rally strategy , Al acts as a brainstorming partner.

H. When Prompting Feels Hard: Just Ask the Al

A prompt is the instruction you give to an Al. Some people don't know where to start with prompts ,
and that feeling gets stronger the less familiar the subject, whether it's music, images, video, or



software.

The solution is simple. Just ask the Al to tell you the prompt itself. Ask something like, 'l want to
create a YouTube thumbnail image , what commands should | enter into an image-generation Al?'
and the Al will give you the right prompt.

There's another approach. Describe your job to the Al and ask for prompts that can help with that
work. Say something like, 'l handle publicity for an election campaign. Tell me how | can use Al in my
work and give me the prompts.' The Al will then suggest relevant use cases and commands tailored
to your situation.

There's no reason to give up on Al just because writing prompts feels hard. Al can help you write the
prompts, too.

Ja. Extracting Text from Photos: The OCR Feature

Al's OCR (Optical Character Recognition) function converts text found in images into digital data. This
feature is extremely useful on the campaign trail.

It works for deciphering memos and handwritten notes. Instructions from a supervisor get organized
clearly, and class notes or meeting records get tidied up. Even illegible handwriting gets decoded,
with meaning inferred from context.

It can also reconstruct the context of old memos.

It works for foreign languages and translation, too. Documents or signs in a foreign language get
translated in real time, and menus or notices encountered while traveling become instantly readable.
International business documents get processed quickly, and multilingual materials are digitized with

ease.

It also boosts workplace productivity. Paper documents are converted to digital format quickly, and
information from business cards or receipts is extracted automatically. Quotes from books or
documents are pulled with minimal effort, and handwritten ideas are turned into editable text.

Apps and services that support OCR include Google Lens (real-time image recognition and
translation), Microsoft Lens (document scanning and text conversion), ChatGPT (image recognition,
interpretation, and explanation), and Evernote and OneNote (searching text within images in notes).

On the campaign trail, when a voter writes down their thoughts by hand, you can photograph that
note and send it to an Al, which converts it to text instantly. Notes written on a whiteboard during a
meeting become a clean set of minutes with a single photo.

Cha. Converting Handwritten Notes into Professional Reports

Here's a practical example of OCR in use: the process of converting a photo of handwritten meeting
notes into a professional report.

10



Ask the Al something like this: 'Accurately transcribe the handwritten content into text, then logically
restructure it into key ideas, considerations, schedule and milestones, and outstanding issues. Add
supplementary explanations and relevant industry experience for each item, list actionable items
together with the person responsible and deadlines, and suggest an agenda for the next meeting.
Format the output as a professional report with a title and date, and make sure nothing from the notes
is left out.' Notes scrawled in haste on-site become a structured report. At a campaign, this approach
works for rally-site notes, voter interview records, strategy meeting notes, and more.

Ka. User Manual for Every Product
Al serves as a unified user manual for every product and service.

It helps users understand even complex products with ease. Voice recognition responds to user
questions instantly, and visual explanations make product features clear. Every user gets an
explanation suited to their level, so each person can get the best possible experience.

Repair guidance is possible, too. An Al diagnostic system pinpoints the cause of a malfunction
accurately and provides a step-by-step repair guide. Anyone can follow along for parts replacement.
For complex problems, the system connects users to a professional repair shop in real time for a fast

resolution.

Global support regardless of language is also available. Every language is covered, so help is
available immediately, whenever and wherever it's needed. Customized explanations that account for
cultural differences give users around the world a tailored experience.

The same applies to election campaigns. When you need to know how to use new software, operate
equipment, or work an online platform, just ask the Al. No need to read through a thick manual , ask
only what you need and get an answer right away.
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Chapter 2. Messaging: Designing Pledges and Slogans with Al
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Elections are a battle of words. Even the best ideas fall flat if they aren't delivered as messages that
move voters. Al serves as a strategist that turns a candidate's complex thinking into clear, powerful
language. This chapter walks through the practical work of connecting a candidate's strengths to
voter concerns and shaping that connection into messages across multiple formats.

1 Core Message

The first step in any election campaign is deciding what you're going to say. That's called the Core
Message. A strong message is born at the point where what the candidate does well meets what
voters want. Staff used to gather for brainstorming sessions and rely on instinct to find that point. With
Al, you can find a more precise message grounded in data.

A core message is not a slogan. A slogan is a short tagline. A core message is an explanatory
sentence that repeats throughout the entire campaign. When that sentence wavers, the pledges,
interviews, and stump speeches all drift apart. That's why the message has to come first.

Start by gathering two kinds of data. Comprehensive Google searches are the baseline.

The first is candidate data. Compile the candidate's resume, autobiography, past speeches, life story,
and major achievements as text files.

The second is voter data. Collect constituent complaints from the district, popular posts from local
community forums, recent poll results, and major stories from local newspapers.

The workflow runs in 5 steps.

First, gather your materials: complaint memos, questions from the field, comments, local community
posts, and brief interview summaries.

Second, distill voter concerns into everyday words, like "too expensive," "too far," "feels unsafe," "too
complicated," or "always waiting."

Third, write out the candidate's strengths using action words, like "coordinates," "solves," "sees it

through," or "saves the budget."

Fourth, find where they overlap. When the concern "hard to get to school" meets the strength
"experience resolving transportation complaints," a sentence like "I'll cut commute time for students"
comes out.

12



Fifth, expand one sentence into 3 sentences, then compress it back down to 1. When expanding,
follow the order: problem, solution, evidence. When compressing, keep only the core.

Al serves as the compressor and organizer here. It clusters the field sentences people have collected
into topics, and rewrites the candidate's strength sentences as capability sentences. At the same
time, it strips out language that sounds impressive but means little, and rewrites it in words a middle
schooler can understand. Something like "integrated governance" becomes "I'll get departments
moving together."

In a district where the candidate comes from an economics background and the shortage of jobs is a
serious problem, Al connects the candidate's past record of attracting businesses to the district's
shuttered factory sites. From this, it produces a core message like "Turn the Abandoned Factory into
the Heart of the Fourth Industrial Revolution."

In another case, a veteran legislator runs in a district with strong interest in education. Al crosses the
candidate's track record of securing budgets with the district's problem of aging school facilities. The
message "A Budget Expert Will Fix Your Children's Schools" goes after the vote.

One useful tool is the Message Box. It maps four cells: how we talk about ourselves, how we talk
about our opponent, how our opponent talks about us, and how our opponent talks about themselves.
The point isn't to attack. It's to know your own weak spots in advance and prepare answers for them.

Three benefits emerge from this approach.

First, all content points in the same direction.

Second, you don't waver in interviews.

Third, A/B testing makes it clear what needs to change.

You can shift from candidate-centered thinking to voter-centered thinking. Candidates want to talk
about the grand career achievements they're proud of, but voters want concrete stories about how
their lives will change. Al narrows that gap objectively.

Prompt Example 1: [Below are 30 field notes.] Group the content into 8 concerns, and label each
concern with a one-line name in words a middle

schooler would use. Pull 2 representative sentences for each concern.

Prompt Example 2: [Attach the candidate's career summary.] Rewrite it not as self-praise but as
capability

sentences that solve voter problems, 10 in total. Write each sentence between 15 and 25 characters
long.

2 Audience-Specific Tone Adaptation: Youth / Middle-Aged / Elderly / Occupation Groups /
Multicultural

13



No matter how strong the message is, the phrasing and word choice have to change depending on
who's listening.

This is called Target-specific tone adaptation. It's not about changing the content. It's about delivering
the same content in different packaging. You change sentence length, word choice, examples, and
forms of address. That's enough.

Al rewrites the same pledge in the tone that lands best for each audience.

For young voters, use horizontal, trendy language. For elderly voters, use respectful, traditional
language that builds trust.

Customization by occupation group is also possible. For self-employed business owners, use terms
tied directly to economic benefit and survival. For salaried workers, focus on expressions around
work-life balance and living environment.

For multicultural families, use plain words or include expressions that respect their cultural
background, then carry out translation and tone adaptation.

To implement this, start by setting one baseline sentence. Take 1 core message sentence and the 3
sentences that unpack it as your source material.

Then set the rules for each target audience.

Young voters tend to prefer short sentences, concrete benefits, time saved, and money saved.
Middle-aged voters respond well to words like family, housing, stability, and local economy. Older
voters need respectful address, plain words, and familiar examples.

For occupational groups, adding workplace context speeds up comprehension. For multicultural
audiences, simplify sentence structure, cut difficult Sino-Korean terms, and repeat key words. The
trick is using words worth saying twice.

Asking the Al to simply adapt text for each target group often produces exaggeration or awkward
phrasing. Give it rules first. The youth version rules might specify: sentences around 20 characters,
no abstract words, include one number. The senior version rules: maintain respectful address, no
difficult foreign loanwords, include one example. The multicultural version rules: short sentences,
plain words, repeat the same meaning once.

Lock in a fixed set of review checkpoints: Has any fact changed? Has the scope of the promise
expanded? Does it include language that provokes opponents? Does it use expressions not common
in the local area? That review is a human job. Al is a tool for fast drafts.

When explaining a pledge to build a neighborhood library, the Al suggests to young voters: "How
about a clean, co-working-style library instead of a cramped café study spot?"

14



For older voters, it says: "We will build a warm community gathering place where you can take your
grandchildren for a pleasant outing."”

The same applies when promoting a pledge for evening childcare services for dual-income couples.
For working parents who get home late, the message becomes: "Focus on your work , we'll handle
your child's dinner and homework." For self-employed parents, it shifts to: "So you can focus entirely
on your business, we will be your dependable childcare partner."

Text messages, KakaoTalk, and DMs are a useful mental model. The same content, delivered to
young voters, emphasizes speed: "We'll cut your rent burden. Support starts right away." For
middle-aged voters, it bundles daily life: "We'll lower the cost of raising children and cover both
childcare and education." For older voters, it paints a scene: "We'll start by making it easier to get to
the hospital and catch the bus." For occupational groups, self-employed voters get direct links to card
processing fees and rent.

Faster understanding leads to lasting memory. Lasting memory leads to: "That candidate always
talks about exactly this." Each voter feels respected. As difficult political language transforms into
familiar words that touch each person's daily life, comprehension of pledges rises. The psychological
gap between candidate and voter narrows, helping build an image of genuine communication.

Prompt Example 1: Attach one baseline message sentence plus three explanation sentences.
Rewrite in youth, middle-aged, and senior versions

respectively. Rules: keep the meaning identical; youth version uses 3 sentences of around 20
characters; middle-aged version includes family and housing

with one example; senior version maintains respectful address and removes difficult words.
Prompt Example 2: Write informational copy for multicultural voters. Rules: each sentence 12 to 18

characters, no Sino-Korean terms, repeat the core keyword with the same meaning twice, and add
only 3 easy English words in parentheses.

3. Breaking Down and Reassembling Policy: Creating Summary, Full-Detail, and Q&A Versions

A good policy is useless if it's hard to read. Al performs a policy reassembly function, reshaping thick
pledge documents into whatever form is needed.

For voters commuting in a hurry, create a summary (Summary) readable in 30 seconds. For experts
and journalists who scrutinize policy carefully, prepare a full-detail version rich in statistics and
supporting evidence.

The most useful version is the Q&A.

Al anticipates the questions and concerns voters are likely to have when they encounter a pledge,
and formats them as questions and answers. Preparing answers in advance to specific questions like



"Where does the budget come from?" or "Will the road in front of my house actually get wider?" raises
your on-the-ground response capability.

Six slots are enough for the unit of breakdown.
Problem: What is causing inconvenience right now?
Cause: Why is that the case?

Goal: How far will things change?

Method: What will be done?

Timeline: From when to when?

Measurement: What improvement counts as success?

Turn these 6 slots into a Policy Card and reassembly becomes straightforward. Aim for one policy to
fit on 1 to 3 cards.

Al is strong at creating Policy Cards.

Feed in a long report or pledge draft and ask the Al to break it into a 6-slot table. From there, the
summary is just 3 sentences using only the Problem, Goal, and Method slots. The full-detail version
expands all 6 slots into 6 sentences.

For the Q&A, first pull 10 questions voters are likely to ask, then attach card content to each.
Questions typically converge on: Whose money is this? When will it happen? Does my neighborhood
qualify? How is this different from before? To pull those 10 questions, either use Google to extract all
local newspaper headlines from the past 3 years, or collect all complaints submitted to the district
office and other administrative bodies, feed the full text to the Al, and ask it to analyze and pull out the
top 10.

In practice, versioning is everything. If the same policy is explained differently across channels, it
creates confusion immediately.

The original card is the source of truth. All edits happen on the card only. Summaries, full-detail
versions, and Q&As are all drawn back from the card. This way, briefing materials, on-site handouts,
and YouTube scripts don't contradict each other.

Feed a 10-page report on a local university development policy into the Al.

The Al breaks it down and reassembles it into a one-page leaflet summary, a detailed blog post, and
a set of 10 question-and-answer pairs addressing anticipated criticism.

The same applies to reassembling a pledge to create jobs for elderly citizens. Create a key summary
in large print for easy reading by older voters, while also generating detailed budget calculation
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materials to show local government budget officers. A short one-minute script for YouTube is pulled
out at the same time.

This works well for everyday policies like childcare. Turned into a card, the summary reads: we will
cut childcare wait times, expand starting near schools, and disclose when changes take effect.

The detailed version covers wait times, staffing, facilities, budget, timeline, and outcomes, in that
order.

The Q&A addresses questions like: does it work for dual-income households, what happens during
school breaks, and will costs go up. The same content repeated in different packaging makes it stick.

The payoff comes from reducing the burden of explanation. The candidate speaks more clearly. The
staff writes more clearly. Volunteers communicate more clearly. Voters understand more easily.
When all four improve at once, the message gets stronger.

You can select and present information to match how voters consume it. Candidates are prepared to
answer any question with consistent reasoning, without being caught off guard. As the policy
becomes more accessible, it spreads more widely.

Prompt Example 1: Convert the following policy draft into a 6-box policy card. The boxes are:
Problem, Cause, Goal, and

Method, Timeline, and Measurement. Each box is two sentences or fewer. Replace difficult words
with plain language.

Prompt Example 2: Using the policy card above, create a 30-second summary in 3 sentences, a
3-minute detailed version in 8 sentences, and 10 Q&A pairs.

Write Q&A questions in the way a voter would naturally ask them.
4 Generating Ultra-Short Copy: Slogans, Banners, and One-Line Bios
An election can sometimes turn on a single powerful sentence.

Ultra-short copy is a memory device. People don't remember long sentences. They remember one
line. Al condenses a candidate's vision and policy into countless slogans and banner phrases.

It proposes dozens of clever combinations or rhythmic phrases that humans would struggle to think
up, in seconds. It also produces ultra-short copy for one-line bios and SNS profiles, tailored to the
candidate's personality.

The right approach is to generate a lot, discard quickly, and keep only what survives. Al is good at
mass production. Humans are good at filtering. The roles need to be split.

First, lock in the raw materials.



Prepare one core message sentence, 10 candidate keywords, 10 local keywords, and a list of
banned words. Al can help generate keywords, but the campaign team must agree on and finalize
them. If you use Al-generated keywords as-is, the result sounds polished but feels like someone
else's words.

The key in the production stage is to apply tight constraints.

Fix the character limit for slogans, banners, and one-line bios separately. Allow only one verb.
Restrict abstract words like innovation, leap, and future. Require one local place name or everyday
word. This cuts down on language that could apply anywhere.

Filtering takes six rules: Can you read it in one pass? Does it close on a single meaning? Does it roll
off the tongue? Does it match our message? Could another candidate say it too? Does it carry weight
when spoken aloud?

Cut with these rules, then cut again. After that, test. Create multiple variations and pick the ones that
get the best response.

Sometimes the task is writing a candidate's Instagram profile. Al suggests ultra-short copy that
emphasizes authenticity, like: Born in District 00, thirty years your neighbor. You pick whichever
version gets the best response from voters.

If a district candidate is targeting traffic problems, the slogan becomes We start with the roads, the
banner reads Congested roads, less time wasted, and the one-line bio says | will speed up your
commute, your school run, your trip to the hospital. Each line connects to the next. Anchored to the
core message, none of it sounds out of place wherever it appears. YouTube thumbnail copy can be
pulled the same way. Short sentences paired with a number and a scene tend to work.

The advantage is better recall per impression. Once a line sticks, voters are ready to hear the longer
explanation. Ultra-short copy is the key that opens the door. It cuts brainstorming time sharply.
Instead of laboring over ideas, you just pick the best from the many drafts Al produces. This keeps
banners, placards, and message titles fresh throughout the entire campaign.

Prompt Example 1: Attach one core message sentence and 20 keywords. Write 30 slogans. Rules:

7 to 12 characters, no abstract words, one verb, include one local everyday word, no exclamation
marks

Prompt Example 2: Score all 30 slogan candidates against the 6 filter rules and keep only the top 10.

Next to each phrase, write one sentence explaining why it survived.

5 Fact-Checking
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Every claim in a trustworthy campaign needs evidence. Fact-check packaging is a system that
ensures the candidate's statements stay grounded in fact. Fact-checking is not just about catching
lies.

Feed Al the supporting data in advance: statistical office figures, past news reports, and any research
behind the policy. Each time a message is drafted, Al cross-references this data to flag unsupported
overstatements or incorrect figures.

The core is sorting sentences into three categories.
Factual claims are numbers, rankings, and events.
Promises are: we will, we will build.

Evaluations are: best, worst, incompetent.

Keep auto-blocking rules simple. Any sentence containing a number must include a source citation or
it doesn't pass. Superlatives like "number one nationwide," "first ever," or "the only one" must be
backed by evidence or they don't pass. Sentences that make definitive claims about a named

individual trigger a verification question. Vague words like "dramatically," "groundbreaking," or
"enormous" must be replaced with specific language before passing. Al serves as the sentence

watchdog that applies these rules.

Once a draft is ready, ask Al to flag which sentences need a source citation. A person then attaches
the supporting material.

What matters is establishing a fixed reference package for internal campaign use: statistics, budgets,
local government data, and audit records. Fixed sources keep the numbers from shifting every time.

The reason for packaging fact-checks is communication. Voters don't read source links. What they
want is a single line telling them what a claim is based on. Attach a source tag after the sentence.

Write it like: Source: city budget, Source: public data, Source: field survey.

When a candidate wants to claim they cut the local crime rate in half, Al checks the actual statistics
and reports that a 30% reduction is the accurate figure. The candidate avoids an inadvertent
falsehood and earns trust with precise data. When producing pledge promotional card news, Al
automatically fills in the Statistics Korea data and relevant statutes at the bottom. Voters see that the
pledge is not an empty promise but an actionable plan.

Al can be used as a red team (simulated opposition). Feed campaign materials and press releases
into Al, assign it the role of a tough spokesperson for the opposing camp, and instruct it: "Find and
flag every expression in this text that could create problems with false statement publication or
exaggeration, explain why each one is risky, and recommend a safer alternative phrasing."
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The expected results: candidate verbal missteps decrease. Staff spend fewer late nights making
corrections. Messages become tighter. Externally, the campaign earns a reputation for measured,
credible speech. Clearly sourcing data adds weight to every pledge.

Prompt Example 1: Classify each of the following sentences as a factual claim, a promise, or an
evaluation, and flag any sentence that needs a source citation.

Also flag superlative expressions and vague expressions. Rate each sentence as Pass or Hold.

Prompt Example 2: Attached are 10 campaign fact cards summarizing statistics, budgets, and public
data. For each sentence in the speech draft below,

link the closest matching fact card and attach a source tag. Mark any sentence with no matching fact
card as Needs Source.

6. The Feedback Loop: Building Field Input Into Your Messaging

A message doesn't end once it's set. It has to evolve with how the field responds. Messages aren't
finished in a conference room. They get refined by running into reality. What matters is not simply
receiving feedback but building a channel so that field feedback returns in the form of usable
sentences. Without a loop, what was said in the field disappears by that same night.

Convert the conversations a candidate has with market vendors or during street greetings into text
and feed them into Al every day.

Small pieces of feedback like "Prices have gone up way too much lately" or "The playground floor is
too hard for the kids" become valuable raw material. Al analyzes these inputs to track how voter
concerns are shifting.

The loop runs through four channels.

The source material is: field conversations during market, apartment, and commercial district tours;
phone and text responses; online comments and community forums; and video viewing data. What
you feel on the ground and what the data shows can diverge, so you need both.

Operational design has to be simple or it won't run.

Asking campaign workers for long reports is a recipe for failure. Instead, take only short inputs: one
sentence heard today, the main worry people expressed, a line that got a good reaction, and a line
that fell flat. Four fields only. When those four fields accumulate, you have a basis for revising your
messages.

Al handles three roles here: summarizing, categorizing, and alerting.

It groups each day's inputs by topic, flags repeated complaints, issues a warning when hostility
toward a specific phrase is growing, and advises when to shift the message's center of gravity. A
circular structure takes shape where field voices feed directly back into the candidate's slogans and
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speeches.

Revisions follow rules, not instinct. Changing things by feel makes messages unstable. If the same
complaint ranks in the top three for three consecutive days, it goes into the message. If the same
sentence is flagged as generating backlash for two consecutive days, the wording changes. If a
sentence gets low clicks or weak responses in A/B testing, start by cutting its length.

After a candidate visits an apartment complex, information about residents suffering from
between-floor noise is entered into Al. The next day, a new message appears on the candidate's
SNS outlining community support measures to address between-floor noise.

Residents are surprised by how quickly the candidate responds. Some campaigns update the
broadcast script on campaign vehicles slightly each day. Al rewrites the script by mixing in the most
talked-about local news from the previous day. That vehicle draws far more attention from residents
than one repeating the same lines.

There is a method using campaign speech cards. Pull ten sentences that got good reactions in the
field and write down ten that didn't. Use Al to find common patterns. Good sentences tend to cluster
around: has a concrete scene, is short, connects to everyday life. Bad sentences tend to cluster
around: too abstract, too broad, blames someone else. Feed these patterns back into the core
messages. That is the loop.

The expected outcome: residents feel a deep connection when they hear their own words coming out
of the candidate's mouth. The impression forms that this is a candidate who actually listens. A flexible
messaging approach that responds fastest to live local issues plays a decisive role in seizing
momentum in the final stretch of the campaign. For the campaign team, canvassing can be grounded
in actual grassroots sentiment rather than vague instinct.

Prompt Example 1: Below are 180 field reports from today. Classify the content into 8 topics, and for
each topic

pull the top 5 complaint sentences that repeat. Find 3 sentence patterns that got good reactions and 3
that got bad reactions.

Prompt Example 2: Attached is a summary of field feedback. Keeping the existing core message in
one sentence, produce 10 revised versions that use

simpler language. Next to each revised version, write one line explaining which piece of feedback it
reflects.
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Chapter 3. Campaign Materials: Posters, Pamphlets, and Press
Releases

«— Previous

See all chapters

Next —

Every day, a campaign team must produce a large volume of text and images.

The range is wide: election posters bearing the candidate's face, business cards pressed into voters'
hands, press releases sent to journalists. These materials play a decisive role in shaping the
candidate's image.

Al can serve as an excellent assistant throughout this process. It cuts down complex content, finds
sharper expressions, and reduces mistakes. This chapter looks at how to use Al to produce various
campaign materials easily, quickly, and effectively.

1 Election Posters / Voter Information Booklets

Election posters and voter information booklets are official channels through which voters encounter
candidates. A poster must grab the attention of a passerby in just a few seconds. A booklet comes in
pamphlet form, so it must tell the candidate's story with a clear beginning, middle, and end.

Campaign teams often struggle because they have too much to say. Working through a three-step
process using Al to organize and refine the content makes the whole effort far more efficient.

For poster and booklet copy, the safest approach is to "write long, then cut."

Starting short tends to leave out evidence and detail, producing hollow sentences. So the first draft
should be generous in length. Then compression and proofreading are handled in separate stages.
This flow fits well with the internal review process inside the campaign. Trying to finish the writing in
one pass almost always makes the copy shaky.

Campaign copy must be short, repeatable, and readable at a glance.
The first step is Drafting.

Write down the candidate's background, key achievements, and core campaign pledges in a notepad
without worrying about format, then feed that into Al. Writing it the way you would speak is fine. If you
type something like "I really want to fix the parking problem in our neighborhood, improve school
lunches for the kids, and I've done volunteer work for 20 years," Al will turn that into prose with an
introduction, body, and conclusion. What matters at this stage is telling the Al what kind of feel you
want. Instruct it with "Write this so it feels like a warm neighbor" or "Make it read like someone with
strong drive," and Al will draft the copy to match that Tone.
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Next comes the most important step: Condensing.

A poster or booklet cannot carry long text. Voters don't read it. Ask Al to "cut this down to three lines"
or "turn this into five strong Slogans." Al is exceptionally good at pulling only the essential Keywords
out of long sentences.

When you need to compress a ten-line explanation into a single-line slogan, ask "Reduce this to
words and a sentence a grade-schooler can understand" or "Rewrite this as an emotionally resonant
phrase."

Done this way, long policy explanations become phrases that jump off the page, like 'A city where
raising kids is easy' or 'Parking solved right in front of your home.'

The last step is Proofreading. Any text, whether written by a person or by Al, must be checked.

Al is far faster and more accurate than a person at catching Typos and Grammar errors. Beyond
spelling alone, you can have it check whether the flow of sentences reads naturally and whether any
word choices carry negative connotations. If the same word repeats too often, you can ask it to swap
in alternatives. Standardizing spacing, number formatting, proper noun formatting, unit notation, and
date formatting all happen at this stage too.

Here is a real example.

Candidate A had devoted a lifetime to volunteer work. But the list of activities ran to dozens, far too
many to fit on a poster. The campaign entered the full list of volunteer activities into ChatGPT and
asked: "Pick the three activities most likely to move voters, and give each one a title of ten characters
or fewer."

Al selected free-meal service, home-repair volunteering, and scholarship donations as the three, and
proposed the titles 'The Governor Who Cooks Rice,' "'The Neighbor Who Fixes Roofs,' and 'The
Patron Who Plants Dreams.' Those phrases were used on the poster exactly as written.

Let's also walk through turning a "local transportation" pledge into poster copy.

The long draft reads: "Commute traffic is badly congested. | will overhaul the traffic signal system,
clear the bottleneck sections, and make public transit transfers easier. The road in front of oo Station
backs up every morning. | will fix that stretch first." Compressed, it becomes: "l will cut commute
congestion. | will fix the bottleneck in front of oo Station first." Proofreading here means checking
whether voters immediately understand words like "congestion" and "bottleneck." If "bottleneck" is
unclear, replace it with "the section that jams."

The results are clear.

The copy stays consistent. Review time inside the campaign is reduced. The tone across posters and
booklets stays aligned. When the same pledge spreads across different printed materials, the
message holds together.
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Copy that a person might labor over for days, Al produces in dozens of variations within seconds.
People tend to get stuck inside their own thinking, but Al generates copy from many angles, which
often surfaces fresh expressions no one had thought of.

[Prompt Example 1: Slogan Compression] "Role: You are a veteran election copywriter with 20 years
of experience.

Situation: Transportation in our district is so inconvenient that residents struggle with their daily
commutes. The message needs to include extending the subway line and adding bus routes.
Request: Write 5 short, punchy slogans for election posters that will resonate with working
professionals in their 30s. Keep each to 15 characters or fewer, with a decisive, energetic feel."
[Prompt Example 2: Proofreading and Polishing Voter Booklet Copy] "Role: A meticulous
proofreading expert. Content: [Paste the full greeting text from the voter information booklet here.]
Request: Find any spelling or spacing errors in the text above. Split any sentences that are too long
and hard to read into two sentences, or replace difficult words with simpler ones. Polish the
sentences so they come across as respectful to voters while projecting a confident tone."

2 Business Cards, Small Printed Materials, Pre-Candidacy Brochures, and Legislative Activity
Reports

The item used most in campaign fieldwork is the business card. The first greeting a candidate offers
when meeting a voter, handing over a card and saying "Nice to meet you," is that business card.
Business cards are small in size. There is no way to fit everything about the candidate into that tiny
space.

That is why 'selection and focus' matters. Pre-candidacy brochures face the same constraint: pages
are few, so every page must be filled with only what is truly necessary.

Business cards and small printed materials are not "paper that holds all the information."
They are "paper that leaves a memory."

Each card carries just three things.

Who the candidate is, what they intend to do, and where voters can reach them.

Everything else can be directed through a QR Code (Quick Response Code) or a link. The moment

you try to cram all the policies onto a small card, you end up with text-heavy paper that nobody reads.

Al handles QR Code generation well too.

The front of a business card typically features a large photo of the candidate, their name, and ballot
number.

What matters is how you use the back and the margins. The card needs one line that captures the
candidate best. Pick one achievement worth boasting about and one promise worth making.
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Al can analyze the candidate's resume and pull out the credentials voters are most likely to respond
to. "Former executive at Company X" sounds stiff. Something like "30-year economics specialist" or
"the job creator" lands differently.

Have Al generate several descriptor options, then choose the one that fits the candidate's image
best.

Small-format print materials and pre-candidacy flyers give you a little more room than a business
card, but not enough to write a book.

This is where storytelling comes in. Instead of simply saying "l am outstanding," it is better to explain
why the candidate got into politics and what genuine affection they have for this area, told like a story.

Ask Al to "write this as a letter from someone who has lived in this area for 20 years" or "introduce the
candidate in the warm, casual tone of a neighbor next door," and the result stops being a dry policy
booklet and becomes something people actually want to read.

Call to action copy matters too.

Instead of "I'll work hard," work with Al to craft specific calls to action like "Search Hong Gil-dong in
your browser right now" or "Scan the QR code to see the policy map."

Al knows the full range of copy patterns used in marketing and can recommend polished lines that fit
the situation precisely.

When putting content together, the arrangement of photos and text matters.

Ask Al to "sketch out a table of contents for an 8-page flyer, including what topic and photo should go
on each page," and it will give you the overall structure. Suggestions like page 1 as a portrait-focused
cover, pages 2 to 3 for the candidate's background, pages 4 to 5 for key policies, and the final page
for a closing appeal make the work much easier.

In practice, campaigns often produce multiple versions of the business card, each aimed at a different
audience.

Version 1 targets shop owners (economy and commerce keywords), version 2 targets parents
(education and safety keywords), and version 3 targets working adults (transportation and daily life
keywords).

The photo and name stay the same; only the one-line identity changes. It is a way to make the same
candidate feel like "someone speaking directly to me" to very different people.

Here is a real example.

Candidate B was a first-time politician who came from an IT company. The card said only "Former
CEO of OO Soft," and older voters had no idea what that meant.
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The team asked Al to "rephrase the IT company CEO background in terms older voters can easily
understand.”

Al suggested phrases like "the person who made life more convenient through computers" and "a
smart worker." Candidate B added "the worker who will make our neighborhood smarter" to the card
and got a strong response.

Done this way, voters don't toss the card the moment they receive it; they look at it twice.

Flyers that read smoothly carry the candidate's sincerity more effectively. You get to use every inch of
limited space wisely.

Out in the field, there's no time for long explanations. The business card and flyer deliver the first
pitch on the candidate's behalf. When the messaging is tight and well-organized, volunteers make
fewer mistakes explaining it.

[Prompt Example 1: Generating Business Card Copy] "Role: personal branding specialist. Situation:
the candidate is a former attorney who has provided free legal consultations for 10 years. The goal is
an image of a warm problem-solver who stands up for ordinary people. Request: recommend 3
impactful descriptors and short phrases for the front of the business card. Use expressions that
voters in their 50s will find trustworthy and capable." [Prompt Example 2: Planning Flyer Structure]
"Role: flyer planner. Situation: we are producing an 8-page pre-candidacy flyer for an area with many
parents in their 40s. Request: design a page layout that highlights education policies parents care
about while showing the candidate's dedication. Also suggest the key content and photo concept for
each page."

3. Policy Materials and Press Releases

A campaign must write and send dozens of press releases to journalists every day. Policy
announcements keep coming too. The candidate has to present policies repeatedly, rebut the
opponent's statements, and release positions on local issues.

For campaigns short on skilled writers, this volume is a real burden. Al makes an excellent assistant
here.

Policy documents and press releases serve different purposes.

A policy document is meant to be read and understood. A press release is material that is easy for
journalists to turn into a story. Write both in the same style and both get weaker.

So generate two separate Al drafts. Structure matters most in a policy document. In a press release,
the opening paragraph is everything. Journalists typically scan from top to bottom fast.

Press releases follow a fixed format.
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The order is: headline, body, candidate quote, date, and contact information. Give Al the core facts,
for example, "Our candidate visited the traditional market today, heard the difficulties of the
merchants, and pledged support for market modernization," and Al produces a polished draft in
proper press-release format almost instantly.

It also generates several attention-grabbing, on-point headlines that journalists will respond to.

When writing a press release, the inverted pyramid structure is essential. Put the most important
conclusion first, then add supporting details as you move toward the end.

Tell Al: "Write a press release about our candidate visiting the market at 2 p.m. today, listening to the
merchants' difficulties, and pledging support. Choose a headline that catches the eye without being
sensationalized," and the result is a draft journalists can practically use as-is. Of course, the more
detailed and thorough the facts you feed in, the more complete the Al-generated press release
becomes.

As a side note, you can ask Al to write a rebuttal from the exact opposite perspective in response to
the opposing camp's statements or claims.

When you provide counterarguments and supporting evidence, Al produces more precise writing.
This approach is highly useful in election campaigns.

You can also ask Al to write a rebuttal not to counter opponents, but for self-checking and internal
verification.

Before a candidate announces a new policy pledge, ask Al to write a piece criticizing that pledge. You
can prompt: "I'm planning to release this pledge. Write out how the opposing side would likely rebut
it." Al will map out the pledge's weaknesses, anticipated lines of criticism, and the rhetoric the other
side might use.

Getting this rebuttal in advance has several advantages. You can find gaps in your pledge early and
fix them. You can prepare for questions that might come up at debates or press conferences. And
when the opponent attacks, you can respond calmly instead of being caught off guard.

Here is an example prompt: "I am preparing a pledge called 'Provide 5 million won in startup support
grants for young entrepreneurs'

Write an anticipated rebuttal predicting how conservative media or the opposing candidate's camp
would criticize this pledge,

and write it in a sharp, cutting tone."

To strengthen your argument, you first need to know its weaknesses. Al is well-suited for this
because it presents counterarguments objectively, without emotion.

It is also useful when building policy materials.
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You can ask Al to research or summarize complex statistics or successful cases from other regions.
Prompt it with: 'l want to develop a policy to improve school zone safety. Find examples from
advanced countries abroad and adapt them to our region." Al will propose specific implementation
plans.

You can feed Al your region's statistical data or specific problems and ask: 'Suggest creative pledge
ideas to solve this problem.'

Never release Al-written text as-is.

You must always go through a verification process. Al sometimes fabricates facts that do not exist;
this is called hallucination. A human must check whether numbers are accurate and whether names
of people and places are correct.

There are three groups of verification checkpoints.

The first is Fact. Check numbers, dates, place names, organization names, and terminology. Confirm
that units are correct; mixing 'persons' and 'households' gets caught immediately. For percentages,
always state what the denominator is.

The second is Style. Keep one argument per sentence. Cut modifiers. Words like 'groundbreaking'
and 'unprecedented' are better left out. The third is Tone and Manner.

Check whether any words clash with the candidate's usual speaking style or the party's established
tone.

Here is an example.

Candidate C's campaign caught the opposing candidate making a verbal error at a debate. They
needed to issue a rebuttal press release immediately. A campaign staffer typed into ChatGPT: "The
opposing candidate said A, but that is not accurate. The fact is B. Write a press release in the form of
a statement expressing regret and demanding an apology. Use a firm, serious tone."

A draft came out in 10 seconds. The campaign verified only the factual B portion, then sent the email
to journalists within 15 minutes.

Using Al cuts press release writing time from one hour down to ten minutes. The time saved can go
toward field work or meeting journalists, making the campaign far more efficient. The chances of
getting coverage also go up, because journalists prefer well-organized press releases. Even without a
former journalist on staff, you can produce releases that feel professional.

[Prompt Example 1: Drafting a Press Release] "Role: PR officer with a background as a political
reporter. Situation: [Date: May 5, Location: Children's Grand Park, Content: The candidate
volunteered to pick up litter on Children's Day, Key quote: "l will build a clean city where children can
run and play freely."] Request: Based on this, write a press release with a warm and moving tone.
Propose 3 compelling headline options designed to drive clicks. Include one photo caption line as
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well." [Prompt Example 2: Checking Policy Material Logic] "Role: Fact Checker. Input: [Body text of
the Al-written press release] Request: From the press release above, list every part that requires
fact-checking (statistics, dates, names of laws, names of people, etc.). This will be a checklist for me
to verify directly. Also flag 10 candidate overstatements and 10 candidate run-on sentences." Note:
When drafting press releases and similar materials, it is sometimes necessary to assign a particular
viewpoint or angle. In politics, differing values and philosophies genuinely point in different directions,
so this kind of framing clearly has its place.

When writing with Al, the basic principles for crafting prompts are as follows.

The Six Core Elements of a Prompt. When using Al to write criticism in the political arena, a clear
prompt structure is essential. Here is how the six elements introduced in the attached materials apply
to political attack writing.

The first is 'Who.' Establish the identity of the writer clearly. Set the speaker's position: 'l am a
Member of the National Assembly,' 'l am the spokesperson for the People Power Party," 'l am the
head of a civic organization.' This choice changes the tone and authority of the writing.

The second is "To Whom.' Identify the target of the criticism. Be clear about whether this is a
parliamentary interpellation directed at the Prime Minister, a statement aimed at the opposing party
leader, or an attack on a specific minister's policy.

The third is 'Why.' State the purpose of the writing. The format (parliamentary interpellation, press
conference statement, commentary, or formal declaration) determines the style and structure.

The fourth is 'Content.' Include the specific substance of the criticism. State your core argument, for
example: 'The government's housing finance policy is blocking ordinary citizens from owning homes.'
If there are particular phrases or four-character idioms you want to use, add them here.

The fifth is 'Tone.' This is where instructions like 'scold sharply,' 'mix in satire,' or 'go on the verbal
offensive' belong. Decide whether the piece should be a composed rebuttal, a fierce denunciation, or
cold sarcasm.

The sixth is 'Length.' Specify a concrete target: around 700 characters, a 3-minute speech, 1,500
characters, and so on.

The Core Message: The Seventh Element That Makes Writing Stick. If the six elements make writing
happen, the core message makes it last. For a critique to go beyond just attacking an opponent and
actually stay in voters' minds, a core message is essential. Keywords like 'one rule for me, another for
thee,' 'incompetence and arrogance,' or 'ignoring people's livelihoods' should be embedded in the
prompt so they run through the entire piece.

Persona: Perspective Decides the Writing. The same subject produces entirely different writing
depending on whose perspective you write from. The attached materials illustrate this with an
example where Hayek's work was written from the viewpoint of a conservative editorial writer and



then a progressive one. When drafting political critiques, specifying a clear persona such as 'from the
perspective of a ruling-party lawmaker,’ 'from the perspective of the opposition floor leader,' or 'from
the perspective of a centrist citizen' produces writing with a consistent voice.

Mirroring the Structure of Strong Writing. Like a cuckoo laying its eggs in another bird's nest, this
method borrows the structure and style of a famous speech or piece of writing to carry your own
message. You could, for example, write a political critique modeled on President Kennedy's inaugural
address. Specify 'in the style of Kennedy's inaugural address' in the prompt, feed Al the speech text
in advance, then ask it to pour new content into that framework. Because the new message rests on
a proven rhetorical structure, the result is more persuasive.

Strategy for Citing Classics and Popular Culture. To add depth to a critique, you can draw on
classical texts or films. Citing classics borrows the insights of thinkers like Aristotle or Confucius to
build authority and credibility. Because such references carry universal messages that cut across
eras, they create intellectual connection with readers. However, forcing them onto modern topics can
come across as pedantic, and Al carries a real risk of fabricating quotations that do not exist, so
fact-checking is mandatory.

Citing films works well for building broad popular appeal. A mood that words alone struggle to convey
can be delivered as an image through a film reference. That said, readers unfamiliar with the film may
miss the analogy entirely, so you need to keep your target audience in mind.

Writing through dialogue with Al produces better results than one-shot prompts. Going back and forth
over multiple rounds helps refine the work. Repeated questioning lets you catch logical gaps before
they reach the final draft. Unexpected angles the Al raises can become new arguments. The
downside: it takes time, and in long conversations the Al may lose track of early context, so key
constraints need to be restated each round.

Political writing must be sharp without losing dignity. Al is a useful tool for striking that balance, but
the final judgment and responsibility belong to the person.

4 Infographics / Comparison Tables
Nobody reads campaign materials packed with dense text.

"Infographics" that use images, tables, and graphs are far more effective. A range of Al tools can be
used, including Google Gemini Nano Banana Pro, NotebookLM, and Claude.

Building a good infographic requires "design": converting sentences into numbers and visuals. What
Al does better than drawing the picture itself is designing the "content" that goes into it.

In infographics, the "sentence" comes before the "picture.”

In comparison tables, the "Comparison Axis" comes before the "table." A comparison axis defines
what you are measuring against: benchmarks like "year-over-year," "vs. other regions," "before vs.
after adoption," or "Option A vs. Option B." Without a defined axis, you end up with a list of numbers.
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A list of numbers doesn't help anyone understand anything.

The first step is "extracting numbers." Go through the long-form policy document and identify parts
that can be expressed as figures.

"We will significantly increase the budget" is far weaker than "Budget doubled."

Hand Al the text and ask "Pull out data from this that can be highlighted as numbers" and it will find

key figures like "100 installations,"” "90% satisfaction rate," "route shortened by 5km."

Next is "standardizing units." The most important thing when building a comparison table is the
baseline.

When comparing yourself to an opposing candidate, or comparing past to future, the units must be
consistent. If you speak in pyeong and your opponent speaks in square meters, voters will be
confused.

Ask Al: "l want to build a comparison table from these two documents. Please standardize the units
so they're easy to read and condense them into short phrases that can go inside the table cells."

If some figures are in units of 10,000 won and others in 100 million won, comparison gets difficult.
Say "Standardize all amounts in units of 100 million won and organize them into a table" and it will
clean everything up neatly.

Setting the comparison axis also matters. Ask it to define what to measure against and it will suggest

clear criteria like "budget size," "completion date,” and "number of beneficiaries."

When comparing your candidate to the opposing candidate, think carefully about which criteria make
your candidate stand out.

It helps to ask Al: "Our candidate is a welfare specialist and the opposing candidate is an economics
specialist. Recommend 5 comparison table items that highlight our candidate's strengths." You might
get items like "consideration for vulnerable groups" or "number of resident consultations."

It's convenient to lock in 6 comparison axes you use regularly in practice.

First, before/after comparison; second, regional comparison (our area vs. others); third, group
comparison (youth vs. middle-aged and older); fourth, scenario comparison (current state vs.
proposed improvement); fifth, cost vs. impact; sixth, time vs. impact.

Sentences must be cut as short as possible.

Infographics don't need predicates like "we will do this." End with noun phrases that close cleanly.
Phrases like "Installation complete" or "Groundbreaking scheduled" work well.

Tell Al: "Summarize these sentences into words of 5 characters or fewer that can fit inside graph
labels or table cells" and the design work becomes much easier.
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Let's look at a real example.

Candidate D wanted to publicize that the local crime rate had dropped. They uploaded a Statistics
Korea Excel file to an Al tool and had it analyzed. They asked: "l want to draw a graph showing how
crime rates changed over the past 4 years. What type of crime dropped the most dramatically?"

The Al answered: "Theft crimes dropped by 40%, which is the most striking decline." Candidate D
created an infographic highlighting only the theft crime reduction graph, paired with the tagline "No
more worrying about thieves in our neighborhood!" and distributed it.

This approach helps voters understand. Even complex policies become clear in a single glance at
one image. There's no better way to show intuitively that your candidate is clearly ahead of the other.

Numbers carry the assumption that they don't lie, so well-organized figures build more trust than a
hundred words ever could.

[Prompt Example 1: Organizing comparison table data] "Role: Data visualization specialist. Data:
Candidate A (the opponent) pledged to attract a large discount store; our candidate pledged to
modernize the traditional market. Request: | want to build a table comparing the pros and cons of
both pledges. Organize short keywords comparing the two pledges in terms of local economic
revitalization, job creation, and resident convenience in table format. Name the comparison row
labels so that our candidate's pledge comes across as more realistic and faster to deliver." [Prompt
Example 2: Summarizing infographic text] "Role: Infographic copywriter. Data: Our city's green space
ratio increased from 15% to 25%. Request: | want to put this number into an infographic. Simply
saying '10% increase' is dull. Suggest 3 figurative expressions that convey what this change means
for residents' lives. Extract the graph title, X-axis and Y-axis labels, and the key number to highlight,
and produce an infographic brief."

5 Multilingual Campaign Materials

There are many multicultural households and foreign voters to consider. As of November 2024,
long-term foreign residents in Korea numbered 2,583,626, about 5% of the total population. The
population with a migration background, including foreigners, naturalized citizens, and
second-generation immigrants, reaches approximately 2.71 million. The number of multicultural
students hit a record high of 193,814, up 7% from the previous year.

Multicultural marriages in 2024 totaled 21,450 cases, up 5% year-on-year. Multicultural births
reached 13,416, an increase of 10.4%, the first rise in 12 years and the largest single-year increase in
15 years.

More than 65% of multicultural households reported monthly incomes above 3 million won, the
highest share since records began. 57% of multicultural households live in the metropolitan area.

Multilingual campaign materials have become a strategy for capturing hidden votes. Running text
through a translation tool alone often produces awkward or misleading output. Generative Al goes
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beyond word-for-word translation and helps account for cultural context as well.

In multilingual campaign materials, translation is half the work. The other half is "consistent
expression." When the language changes, the same candidate can easily come across as a different
person. That's why, before any translation begins, you establish a small set of rules. Three things
matter most: first, a Glossary; second, a Forbidden Terms List; third, Style (tone rules).

The first thing to do is build a 'glossary.' In elections, proper nouns and policy names matter.

The candidate's name, place names, and the party's core slogans must always be translated using
the same words. Set the rules with the Al in advance: "From now on, translate the candidate's name
'Hong Gil-dong' as 'Gil-dong Hong' in English, and always render 'Happy City' as 'Happy City." This
prevents inconsistent terminology across translations. Translating 'A Society We Live in Together' as
'Living Together' in one place and 'Social Harmony' in another creates confusion.

The glossary doesn't need to be elaborate. A single Excel sheet is enough. Include 30 to 80 of the

jobs,

candidate's core words: things like "promise," "accountability," "safety," "fairness, care,"

"local economy," "transportation," and "small business owners."

Next, set your 'forbidden words' and 'tone' rules. Certain expressions can offend specific cultural
groups. Words that clash with your party's identity should be off the table. Tell the Al: "Avoid
aggressive or slang expressions," or "Translate in a very polite, gentle tone, as if speaking to a
neighbor." Al handles culturally appropriate phrasing well across Vietnamese, Chinese, English, and
other languages.

Keep tone rules short. Examples: "Use formal register," "No imperative sentences," "No accusatory
language," "Sentence length: 20-25 words or fewer (in English)."

With these rules in place, the output stays consistent even when translators change. It's far more
effective to set different personalities per language: "English translation: formal and polished

(Formal); Chinese translation: warm and neighborly (Friendly)."
Translated output can be verified through 'back-translation.’

Ask the Al to translate the foreign-language output back into Korean. If the meaning comes out
differently from the original, the translation is off. This process lets staff members who don't speak the
target language still check the content to a reasonable degree.

Here is a real example.

Candidate E's camp learned there was a Koryo-saram (ethnic Korean) village in the district. Sending
Korean-language materials alone seemed unlikely to reach them. Using ChatGPT, the camp
translated five key pledges into Russian, with the specific instruction: "Use words that Koryo-saram
compatriots commonly use." They also added a thoughtful touch: Korean pronunciations written in
Russian script beneath each translated phrase. That tailored campaign material earned Candidate E
near-unanimous support from the village.
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Multilingual campaign materials project an inclusive image: "We look out for minorities too, and leave
no one behind."

Voters who speak those languages are deeply moved to see campaign materials in their native
tongue. Delivering a unified message through a glossary also projects an air of professionalism as a
bonus. Because Al produces a draft that is more than 90% complete and only needs review, the
savings in cost and time are substantial.

[Prompt Example 1: Glossary-Based Translation] "Role: Professional translator and cultural
anthropologist. Task: The following words are designated as official terminology for our campaign.

» Candidate name (Kim Cheol-so0): Cheol-soo Kim * Slogan (Power to Change Tomorrow): Power to
Change Tomorrow. Request: Using these terms without exception, translate the greeting below into
English and Chinese. Keep the tone polite and respectful. Also explain what nuance (moving, stiff,
etc.) each translated sentence would carry for a native reader." [Prompt Example 2: Culturally Aware
Translation] "Role: Reviewer. Task: | want to translate the following pledge content into Chinese and
Vietnamese. It concerns welfare support for immigrant women. Request: Don't just swap words.
Translate it so that immigrants from those countries feel warmth and respect when they read it. After
translating, provide a back-translation as well, and flag any expressions that fall under forbidden
words."

6. A Guide to Using Image-Generation Al in Election Campaigns

Image-generation Al is a tool that creates images from text prompts. Several options are available,
including Nano Banana, Midjourney, DALL-E, and Stable Diffusion. This section walks through
specific examples of how to put these tools to work in an election campaign.

A. Candidate Profile Photos

The candidate's official profile photo is the foundation of every campaign material: business cards,

posters, the website, social media, all of it.

Before the actual shoot, generating Al sample images in various styles lets you review which
backgrounds and lighting suit the candidate best. Handing those references to the photographer
makes communication far smoother.

Example 1: Formal, Trust-Building Style

"Studio portrait against a black background. A man in his 50s wearing a dark navy suit and a sky-blue
tie. Soft side lighting. A natural smile. Professional, trust-inspiring atmosphere.

35mm lens texture. High resolution."

Example 2: Warm, Casual Style
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"Studio portrait against a bright beige background. A woman in her 40s wearing a white blouse and a
navy jacket. Facing the camera with a broad smile. Warm, soft natural-light feel. Friendly and relaxed
atmosphere. Portrait lens effect.”

Example 3: On-the-Ground Leader Image

"Outdoor portrait. A man in his 60s with shirt sleeves rolled up. A blurred city skyline behind him.
Golden hour lighting with a warm sunset glow. Decisive, energetic atmosphere. Cinematic
composition." In planning profile photo styles, Al's role is to 'set guidelines for the actual shoot.' The
point is not to use Al-generated images as-is, but to visualize different styles in advance.

For example, if the candidate wants a "young and dynamic image," use Al to generate various
combinations of backgrounds and outfits. You can compare whether an outdoor setting works better
than a studio, or whether formal wear beats casual. When discussing options inside the camp,
showing an Al-generated image is far more efficient than trying to describe it in words.

On the day of the shoot, hand the photographer the same reference images. You can make precise
requests: "Blur the background this much, light from this direction, aim for this kind of expression."

B. Business Cards

An election business card must pack a lot of information into a small space: the candidate's photo,
name, ballot number, party affiliation, slogan, and contact details. Adding a subtle background pattern
or decorative element sets the card apart from ordinary ones. Al can generate patterns that match the
character of the district or the campaign's overall concept.

Example 1: Abstract Pattern of Regional Symbols

"Minimal geometric pattern design. Soft curves abstracting a mountain ridgeline and river flow. Subtle
blue and green gradient. Seamless repeating pattern for a business card background. Light feel at
roughly 20% opacity. Elegant and restrained atmosphere."

Example 2: City Skyline Silhouette

"Simplified silhouette pattern of a city skyline. Minimal design with repeating buildings. Single-color
gray tone. For decorating the lower edge of a business card. Modern and refined atmosphere. Vector
style."

Example 3: Traditional Patterns Reinterpreted for the Modern Era

"A pattern that reinterprets traditional Korean roof-tile motifs in a contemporary style. Geometrically
simplified forms. A combination of navy and gold. An elegant, refined atmosphere. Seamless
repeating pattern. For business card backgrounds."

Example 4: Local Specialty Motif
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"A repeating pattern of simplified apple icons. Pastel tones of red and light green. A cute,
approachable feel. For decorating business card corners. Minimal illustration style." The background
pattern on a business card should not draw too much attention. The candidate's information is the
main act; the pattern is the supporting cast.

When prompting Al, include phrases like "20% opacity," "subtle," and "light" to request a restrained
design.

Patterns that reflect the character of the district make voters feel at home. In mountainous areas, you
can abstract mountain ridgelines; in coastal areas, waves; in farming areas, rice stalks. Using the
silhouettes of local landmarks , bridges, towers, well-known buildings , is another solid approach.

Rather than using Al-generated patterns as-is, adjust the color and opacity in an editing tool. Resize
and reposition them to fit the business card layout. If text will sit on top of the pattern, always check
that readability is not compromised.

C. Election Poster Layout Concepts

An election poster must catch a voter's eye within seconds on the street. Color, layout, and
typography all matter. Using Al, you can quickly generate multiple poster concepts in different styles
and compare them. This is useful for settling on a direction within the campaign before handing the
work to a professional designer.

Example 1: A Hopeful-Atmosphere Poster

"Election poster design in 16:9 ratio. Gradient background blending sunset orange and sky blue. At
the upper center, a Korean calligraphy-style slogan reading 'A Tomorrow We Build Together." A
circular frame at the center (area for inserting a portrait photo).

At the bottom, a placement area for the candidate's name and ballot number. Warm and hopeful
atmosphere."

Example 2: A Bold, Striking Poster

"Election poster design in portrait ratio. Deep navy background. Diagonal light-ray effect coming
down from the top. A large circular frame at the center. Bold Gothic-style slogan area at the bottom.
Ballot number and name area at the bottom right. Dynamic and powerful atmosphere. Modern
political poster style."

Example 3: A Retro-Style Poster

"Korean poster style of the 1960s-70s. Geometric patterns with bold primary color contrasts. A
combination of red, blue, and yellow. Circular or rectangular frame at the center. Large slogan area at
the top. Nostalgic yet fresh atmosphere. Silkscreen print feel."

Example 4: A Community-Rooted Poster
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"A warm poster design in watercolor style. A faint illustration of local landmarks in the background.

Soft pastel tones. A gentle circular frame at the center. Korean typography with a handwritten feel.
Warm and familiar atmosphere." When creating poster concepts with Al, it is important to clearly

designate 'the area where the candidate's photo will go.' Use terms like "circular frame," "rectangular
frame," and "portrait insertion area." Having Al produce a blank frame or silhouette is more practical

than having it generate a fictional person.

When choosing colors, consider how they work with the party's colors. If the candidate belongs to a
specific party, start with the party's primary color and mix in secondary colors to avoid monotony. For
an independent candidate, choose colors that match the character of the district or the campaign
message.

After generating multiple concepts, review them together with campaign staff. Gather opinions like
"This background color works," or "That layout is easier to read at a glance." A professional designer
then produces the final poster based on the direction agreed upon.

D. SNS Content Thumbnails and Card News Backgrounds

Running SNS channels on Facebook, Instagram, YouTube, and the like requires a steady stream of
images. Post thumbnails, card news backgrounds, and story images all need to be produced daily. Al
can generate background images suited to each content topic quickly.

Example 1: Policy Explainer Card News Background

"Clean infographic-style background. Light sky-blue gradient. An abstract city skyline silhouette at the
bottom. The top two-thirds left as white space for text insertion. Modern and professional atmosphere.
Square ratio."

Example 2: Campaign Schedule Announcement Image Background

"Background design with a bright, lively atmosphere. Warm gradient of yellow and orange. Geometric
decorative elements at the corners. Wide text area at the center. Energetic and upbeat feel. 16:9
ratio."

Example 3: Youth Policy Content Background

"Trendy graphic design background. Gradient of purple and pink. Abstract wave shapes and dot
patterns. Contemporary Y2K aesthetic. Young and dynamic atmosphere. 9:16 ratio for Instagram
Stories."

Example 4: Senior Welfare Policy Content Background

"A warm and cozy background. Soft combination of light beige and pale green. Subtle floral pattern.
Calm and settled feel. Ample white space for text readability. Square ratio."

Example 5: YouTube Thumbnail Background
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"A YouTube thumbnail background that commands attention. High contrast between red and white.
Layout split along a diagonal line.

Portrait photo area on the left, large text area on the right. Dynamic atmosphere that invites clicks.
16:9 ratio." For SNS content background images, 'white space for text' is the key. When prompting Al,

emphasize "text insertion area," "white space," and "readability." If the background is too busy, the

text becomes hard to read.

Vary the tone based on the target voters. Content for younger audiences should use trendy colors
and styles; content for older audiences should feel calm and warm. Even for the same policy,
adapting the visual approach to the audience makes a real difference.

Card news is made up of multiple slides, so you need several backgrounds in a consistent style. If the
first background turns out well, generate a series by tweaking only the color in the same prompt.
Request variations like "same style but in light green" or "same style but in orange."

5. Infographic Visual Elements

When explaining policy, visualizing numbers and data makes it easier to understand. Al can generate
the icons, chart backgrounds, and decorative elements that go into an infographic. Infographics that
present complex policy at a glance are also well-suited for sharing on social media.

Example 1: Icon Set for Budget Allocation Visualization

"Flat design icon set. White background. Themes: education (book, pencil), welfare (heart, hand),
environment (tree, globe), economy (coin, graph), safety (shield, fire truck). Each icon the same size
and style. Clean, clear shapes. Monochrome in shades of blue."

Example 2: Background for Step-by-Step Process Explanation

"Infographic layout showing a 4-step process. Arrows flowing left to right. Circular frame for each
step. Light blue background. Clean, professional business style. Horizontal 16:9 ratio."

Example 3: Background for Comparison Chart

"Infographic template comparing two items. Screen divided vertically in half. Left side light red, right
side light blue. VS label area in the center. Space for text and numbers in each section. Intuitive
contrast layout."

Example 4: Timeline Visualization Background

"Infographic background showing a historical timeline. Horizontal line with year markers. Layout
alternating content above and below the line. Beige vintage paper texture. Chronicle style." Since the
purpose of an infographic is to convey information, the Al image serves only as a skeleton and
decoration. Actual numbers and text must be entered accurately in an editing tool. Do not use
numbers or text generated by Al, as they frequently contain errors.

39



The workflow for creating a policy infographic goes like this. First, organize what you want to
communicate. Say you are visualizing this information: "This year's education budget increased 20%
compared to last year.' Ask Al for education-related icons and arrow graphics showing an increase.
Use the generated image as a background, then enter the exact numbers and explanatory text in an
editing tool.

When creating an icon set, emphasize consistent style. If icon styles vary within a single infographic,
it looks cluttered. Request that line weight, color, and shape remain uniform throughout.

6. Visual Content

Elections are local. Voters care about their own neighborhoods. Visual content featuring local
landmarks, attractions, and specialties conveys the impression that 'this candidate knows our area
well." Al can generate illustrations or map-style images that reflect local character.

Example 1: Hand-Drawn Style Regional Map

"Hand-drawn tourist map in Studio Ghibli style. Watercolor and pen on parchment texture. Landmarks
such as Gyeongbokgung Palace, Namsan Tower, the Han River, and Gwanghwamun depicted in
cute isometric style. All text in Korean handwriting. Warm, cozy atmosphere. 16:9 ratio."

Example 2: Local Specialty lllustration

"Warm illustration of a basket filled with apples and pears. Watercolor style. Faint orchard scenery in
the background. Abundant and cozy rural atmosphere. Korean calligraphy reading 'Our Plentiful
Hometown.' Postcard feel."

Example 3: Local Festival Atmosphere Image

"Vibrant night scene illustration of a traditional market. Colorful street stalls and lighting. Silhouettes of
people. Warm atmosphere that seems to carry smoke and the smell of good food. The feel of a
Korean traditional market. Portrait ratio."

Example 4: Regional Development Vision Image

"Future cityscape concept art. The area's current landmarks preserved, with eco-friendly buildings
and parks developed around them. Low-angle perspective. Hopeful and forward-looking atmosphere.
Realistic yet visionary style." Regional map-style images are useful for many purposes, including
announcing campaign schedules, explaining policy, and creating social media content.

Announcing 'We're campaigning here' with a text message alone draws far less attention than pairing
that notice with a charming hand-drawn map.

Images featuring local specialties or landmarks create the sense that 'this candidate is one of us.' For
rural areas, use rice paddy scenery; for fishing villages, the sea and boats; for cities, recognizable
buildings.
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That said, do not depict buildings or facilities that do not actually exist as though they do. Label them
clearly as a 'future vision,' or make it obvious that the image is an illustration.

7. Character and Mascot Design Drafts

Some campaign teams create and use a campaign mascot. A friendly character softens a stiff
political message. This is useful for social media content and merchandise in particular. Al can
quickly generate character drafts in a range of styles.

Example 1: Animal Mascot

"Cute squirrel character design. Pose holding an acorn. Bright brown fur and big eyes. Small acorn
hat on its head. Friendly and hardworking image. SD (super-deformed) character in 2-head
proportion. Includes multiple expressions (smile, fighting spirit, thinking, etc.). White background."

Example 2: Regional Symbol as a Character

"Character design based on a stone pagoda. Pagoda-shaped body with a cute face. Small arms and
legs. Decorative elements inspired by hanbok. Traditional yet modern feel. Warm gray tones.
Includes multiple poses (greeting, guiding, cheering, etc.)."

Example 3: Sticker Character Set

"Chibi character sticker set with a range of emotional expressions. 12 expressions including V-sign,
wink, thumbs up, fighting spirit, heart, tears, and sleepy. Variations of the same character. Placed on
a red background. Messaging app sticker style." When creating a campaign mascot, it is safer to
draw on the campaign message or regional symbols rather than directly reflecting the candidate's
personal characteristics. Caricaturing the candidate's appearance can come across as mockery, and
opposing camps may use it for parody.

When choosing an animal mascot, consider symbolic meaning. For diligence, choose a bee or an
ant; for wisdom, an owl; for friendliness, a dog or a cat.

Once a direction emerges from the Al-generated character drafts, commission a professional
illustrator to raise the quality. To use the final character across merchandise and content without
copyright concerns, it is best to create it in-house or secure ownership through a commissioned work
agreement.

8. Banners and Banner Layouts

Al can help you plan the layout of banners hung at campaign rally sites or election offices, as well as
online ad banners. For wide horizontal banners, text placement and color combinations matter most.
Use Al to quickly generate multiple layout concepts and compare them.

Example 1: Rally Site Banner

41



"Wide horizontal banner layout design. Aspect ratio 5:1. Circular candidate photo area on the left.
Large slogan text area in the center. Candidate number and name area on the right. Blue background
with white text. Simple composition readable from a distance."

Example 2: Election Office Exterior Banner

"Tall vertical banner layout. Aspect ratio 1:3. Party logo area at the top. Large candidate photo area in
the center.

Slogan and contact information area at the bottom. Red and white contrast. Designed to hang on the
exterior wall of a building."

Example 3: Online Banner Ad

"Web banner ad layout. 728x90 pixel dimensions. Small candidate photo on the left, key message in
the center, 'Learn More' button area on the right. Gradient background. Modern design that
encourages clicks." The most important quality in banner design is readability. People passing by at a
rally site need to take it in at a glance. When prompting Al, emphasize "visible from a distance" and
"simple composition."

Colors must contrast sharply between background and text. Choose high-contrast combinations like
white text on blue, or red text on white. Colors with similar tones placed together become hard to read
from a distance.

Banners hang outdoors, so factor in weather and lighting conditions. Think about whether the text
stays readable in backlit situations, and how the banner looks when lit at night.

9. Debate and Press Conference Backdrops

Debates, press conferences, and live streams all call for a backdrop behind the candidate. Al can
help plan background designs that incorporate campaign slogans or logos. The same designs work
as virtual backgrounds for video calls and YouTube streams.

Example 1: Press Conference Backdrop

"Press conference backdrop panel design. Campaign logo areas arranged in a repeating pattern.
Light blue logo pattern on a white background. Clean, professional appearance. Visually balanced for
on-camera use. Wide 16:9 ratio."

Example 2: Online Debate Background

"Virtual background for video conference. Modern office setting. Large windows and a blurred city
skyline in the background.

Potted plant in the foreground. Professional yet approachable atmosphere. High resolution."

Example 3: YouTube Live Stream Background
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"Solo broadcast studio backdrop design. Navy-colored wall with soft ambient lighting. Bookshelf and
potted plant on one side. Campaign slogan in a neon-sign style decoration on the other. Young and
polished atmosphere. 16:9 ratio." A backdrop for a debate or press conference must keep the focus
on the candidate. Anything too flashy or complex draws the eye away. Calm colors and simple
patterns work best.

Repeating logo patterns, commonly called 'step-and-repeat' backdrops, are standard at press
conferences. Logos are packed tightly so at least one appears in any photo regardless of angle.
When generating the pattern with Al, emphasize "repeating" and "evenly spaced arrangement."

A virtual background for online broadcasts should look natural, as if the candidate is actually in that
space. The direction and brightness of lighting in the image must match the actual recording
environment, or the result will look off.

10. Promotional Merchandise Design Concepts

Al can help you develop designs for campaign giveaway items. Generate multiple concepts quickly
so the candidate and campaign staff can review them together.

Example 1: Hand Fan Design

"Front face design of a hand-held fan. Candidate photo inside a circular frame. Candidate number
and name below. Background in a cool blue gradient. Wave pattern decoration. Summery, refreshing
feel. Bright and approachable atmosphere."

Example 2: Sticker Set

"Set of circular sticker designs. Six versions. Each featuring a different slogan text area. Unified
campaign colors (blue and white). Simple, charming style. Sized well for sticking on laptops or
tumblers."

Example 3: Eco Bag Design

"Design to be printed on a fabric eco bag. Campaign slogan rendered in clean typography. Minimal
line illustration. Leaf graphic carrying an eco-friendly message. Single-color print. Refined and
practical enough for everyday use." The key question in merchandise design is whether recipients will
actually want to use the item. Objects dominated by large candidate photos can feel awkward to carry
around daily. Keep designs slogan- or logo-focused, and voters will still use the items long after the
election.

For seasonal items like fans, timing matters. A fan distributed in summer calls for cool colors and
imagery; hand warmer packaging handed out in winter calls for warm tones.

Al-generated designs must be adjusted to fit the actual shape and size of the item. Placing a
rectangular design directly onto a circular fan will result in cropped areas. Final files should be
prepared to match the print shop's specifications.
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11. Event Invitations and Notices

Al can help create invitations and notices for various events such as campaign launch rallies,
supporter gatherings, and policy forums. Try a range of styles, from formal invitations to casual
announcement cards.

Example 1: Campaign Launch Rally Invitation

"Formal event invitation design. Portrait orientation. Gold border decoration at the top. Event name
and date/time area in the center. Venue and information text area at the bottom. Navy background
with gold accents. Refined atmosphere that builds anticipation."

Example 2: Policy Forum Announcement
"Friendly event announcement card. Square format. Soft pastel colors. Event theme at the top.

Date/time and venue information area in the center. Registration details area at the bottom. Rounded
corners with illustrated accents. A warm, approachable feel."

Example 3: Online Live Broadcast Announcement

"Online event promotional image. 16:9 ratio. Gradient background with a neon-style border.
Broadcast title in large text at the center. Date/time and platform information below. Space for
YouTube/lnstagram icons. Young and trendy feel." The tone of an invitation depends on the nature of
the event and its audience. Formal events like a campaign launch call for a refined design, while
relaxed events like a youth forum call for a friendly one.

Digital invitations are often sent via KakaoTalk or text message. Check the file size and format, and
test how they display on a mobile screen. Small text is hard to read on a smartphone, so keep the key
information (date, time, and venue) large and prominent.

When producing printed invitations, confirm the envelope size and postal dimensions. Get printing

quotes in advance so you can plan your budget.
Ta. Campaign Vehicles and On-Site Decorations

When planning visuals such as campaign vehicle wraps, stage backdrops, and banners, you can use
Al to draft initial concepts. It also helps you think through which designs will work in a
three-dimensional space before committing.

Example 1: Campaign Vehicle Wrap

"Campaign vehicle wrap design concept. Side panel of a white van. Large candidate photo area,
candidate number, name, and slogan placement. Blue and white color scheme. High-contrast design
that stands out while the vehicle is moving. Dynamic and clean layout."

Example 2: Campaign Stage Backdrop
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"Outdoor rally stage backdrop design. Wide horizontal banner style. Campaign logo and slogan at the
center. Geometric pattern decoration on both sides. Large text readable from a distance. Vibrant and
hopeful color scheme."

Example 3: Support Picket Sign

"Handheld cheering picket sign design. Heart or star shape. Candidate number on one side, rally
message on the other. Bright fluorescent colors. Simple design visible from a distance." Campaign
vehicle designs must work while the vehicle is in motion. The candidate number and name need to be
legible from a passing car, not just one stopped at a traffic light. Make the text as large as possible
and keep the information to a minimum.

Keep in mind that the stage backdrop will appear in photos and video. Design it with an eye on how it
will look behind the candidate on TV news and YouTube clips. Too much detail looks chaotic; too little
looks bare.

Cheering picket signs are held and waved by supporters. They need to be light, comfortable to grip,
and visible from far away. Fluorescent or bright colors work best.

You're probably wondering how to write a prompt. The easiest approach is to tell an Al like Claude or
ChatGPT: "I need an image or infographic for this purpose. I'm planning to use Nano Banana, so
write me the prompt for that." The Al will draft the prompt, and you can paste it directly into Sora,
Nano Banana, or whichever tool you're using.

Pa. Precautions
Legal Compliance 1.

Deepfake regulations: Starting 90 days before election day, content that synthesizes or edits the face
or voice of a candidate (including the candidate themselves) or any third party using Al is prohibited.
Even before the 90-day window, you must disclose that the content was Al-generated.

2.

Al disclosure requirement: When using Al-generated or Al-edited content in campaign activities, you
must label it as such. Insert phrases like "Al-generated” or "Created with Al."

3.

False information prohibition: If Al-generated images or information contain false facts, you may face
legal liability. Always verify what the Al produces.

Technical Precautions 1.
Text errors: Korean text generated by Al can come out garbled or with incorrect characters.

It is safer to type any text appearing inside images directly using a separate editing tool.
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Human anatomy errors: In Al-generated images of people, the number of fingers, the shape of teeth,
and the placement of ears can look abnormal. Check carefully.

3.

Resolution limits: Al-generated images may not be suitable for large-format printing. Banners and
oversized posters require high-resolution files.

4.

Copyright: Al may reproduce image styles that appeared in its training data. Avoid requesting the
style of a specific artist or brand, and write your prompts in general terms.

Operational notes: 1.

Final review: Every Al-generated image must be reviewed by a person. Release it publicly only after a
designated camp official has approved it.

2.

Visual consistency: Mixing multiple styles makes the campaign look scattered. Set a clear direction at
the start and stick to a consistent color palette and style.

3.

Documentation: Keep a record of how each Al tool was used, including the prompt, date and time of
generation, and intended purpose. This record becomes supporting evidence if questions arise later.

4.

Sensitive information: Do not upload voter personal data, internal strategy documents, or any other
sensitive material to Al tools.

Image-generation Al is a practical tool for producing visual content in election campaigns. Even a
small camp without a dedicated designer can quickly draft a range of design concepts. That said,
every Al-generated output must be reviewed by a person, and the team must confirm that it meets all
legal requirements. Al provides a starting point for the creative process; the final call and the
responsibility that comes with it belong to the people running the campaign.

«— Previous
See all chapters
Next —

Lawyer - Former Member of the National Assembly - Al Policy Researcher
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Chapter 4. Digital Campaigning
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See all chapters

Next —

1 Website / Blog

A website and blog are the candidate's digital headquarters. Social media posts fade as time passes,
but blog posts keep getting discovered through search. A post written once keeps working long after
you publish it. To run this space well, you need a Content Calendar that decides in advance what to
post each day.

A Content Calendar is a tool that captures on one sheet what to say, who to say it to, what format to
use, and who creates and reviews each piece. With Al, you can build a month's plan in no time. Feed
in the candidate's key pledges, the local event schedule, and the number of days left until election
day, and Al suggests the right topic for each date.

When building the calendar, start by defining the basic columns.

Include: date and time, channel, content type, title, key points, search keywords, source materials,
author, reviewer, and status.

Tell Al "Pick the topics for this week" and it analyzes local issues and the candidate's schedule to
assign themes. Tell it "Arrange each topic into a post format" and it builds a structured lineup:
Monday for the weekly schedule overview, Wednesday for a key pledge explanation, Friday for a field
visit report.

An Approval Loop is the process of having multiple people review a post before it goes live.

Al drafts the post, a staff member refines it, then the campaign manager or the candidate gives final
approval. Connect this process with an automation tool and approvals arrive via messenger and
complete with a single click. The loop should not be complicated. Three steps are enough: draft,
review, approve.

One campaign decided to blog about its redevelopment pledge. Staff told Al: "Plan a five-part series
capturing the voices of market vendors." Al proposed: Day 1, the history of the market; Day 2, vendor
interviews; Day 3, specific environmental improvements; Day 4, success stories from other districts;
Day 5, the candidate's promises. Staff took that plan and executed it as written.

You can also plan content around local festival dates.

Before the festival, post anticipation pieces; during, post live updates; after, post wrap-up summaries.
Al reads the festival schedule and automatically distributes topics. Build weekly recurring segments
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and voters start looking forward to the next post. Lock in Monday for "This week's schedule,"
Wednesday for "Local issues explained simply," and Friday for "Questions the candidate answers
directly," and the team's output pace stabilizes.

This approach cuts the time spent each day deciding what to post.

Writing a single blog post used to take hours; with Al, 10 minutes is enough. Staff can spend the
saved time meeting voters or working on higher-priority strategy. Posting on a consistent schedule
builds trust with the voters who visit the blog.

The candidate's message stays consistent rather than scattered. With a stockpile of pre-prepared
posts, online outreach doesn't stop even when unexpected schedule changes come up. Search
engine optimization (SEO) also improves, so when voters search for local issues, the candidate's
posts rank higher.

Prompt Example 1: "Our candidate's core keywords are 'safe school routes,' 'reviving the traditional
market,' and 'youth jo

bs.' Create a content calendar in table format for blog posts from this Monday through Friday. For
each date, include the title, 3 lines of key content, the target audience, and 5 search keywords. Add
emotionally resonant topics for the weekend."

Prompt Example 2: "Write a blog post about the candidate's visit yesterday to a senior welfare center.
Ba

sed on conversations with the elderly residents, write in a warm and respectful tone. At the end,
naturally summarize three pledges for senior citizens. Keep it around 1,500 characters."

2 Managing Each Social Media Channel
Speed is everything on social media.

Posting what happens in the field right away matters. Facebook, Instagram, and X (formerly Twitter)
each use different language and style.

The same content must be expressed differently on each channel to get a response from voters. Al
helps you manage all these channels at once.

An Immediate Draft is the practice of generating a post on the spot to match the situation in the field.

When the candidate sends a photo from the field, Al produces a short, punchy caption for that
moment. Or the candidate can take a photo, think of a few words that come to mind, and ask Al to
generate a post for social media.

You can pull a serious piece for Facebook, an emotional one for Instagram, and a brief one for X all at
the same time. Rewriting for each channel by hand takes hours, but Al converts the content the
moment you specify the target.
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Thread Decomposition is the technique of breaking long content into short pieces.

Post a long speech or policy document all at once and people won't read it. Use Al to split the content
into 5 to 6 short posts that chain together like train cars.

The first post delivers the conclusion in one line.

The second gives the reasons.

The third provides the evidence.

The fourth lays out the action plan.

The fifth invites questions and opens a conversation.

This way, even complex policy becomes easy to follow.
Responding to comments is at the heart of connecting with voters.

Social media gets supportive comments, but also critical and hostile ones. Al reads the tone of each
comment. For supportive ones, it drafts a polite thank-you; for questions, it searches the policy
platform and provides the correct answer.

It drafts polite replies even to hostile comments, preventing emotional mistakes. Sort comments into
six types: support, questions, misunderstandings, criticism, mockery, and repeated attacks. Prepare
a template for each.

The candidate has finished a neighborhood cleanup volunteer session. Along with a description of the
on-site photos, ask Al: "Write posts for Facebook and Instagram that carry the pledge to build a
cleaner neighborhood.'

Al instantly produces a sincere, aspirational post for Facebook and snappy copy with hashtags for
Instagram. Convert a 30-minute speech video to text, then tell Al: 'Pick the five most important points
from this and turn them into an X thread.' It pulls only the essentials and extends the content's reach.

Consider the case of adapting a youth housing policy pledge for each platform.

Give Al a 2,000-character speech and have it convert the text into a logical, emotionally resonant
style for Facebook. For Instagram, it generates emotionally rich copy and a full set of hashtags.

For X, it breaks the content into five connected posts with an opening line designed to spark curiosity.
This makes true 'One Source Multi Use' possible: one piece of content reformatted for every platform.

Using this approach, campaign messages spread across more places and reach a broader pool of
voters.
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Responding to comments quickly gives voters the impression that the candidate communicates well.
That perception helps build support and shapes a favorable online climate.

Research suggests voters rate contact more positively when it comes through multiple channels.
Repeating the same message in different formats across platforms builds cumulative recall.

Prompt Example 1: "Read this education policy announcement and, for an Instagram post, mix in
some emojis and

summarize it in three lines with a friendly tone. Write it so parents in their 30s can relate, and
recommend 10 relevant hashtags."

Prompt Example 2: "A critical comment has appeared on the candidate's SNS: 'The pledges sound
good, but are they actually achievable?' Draft a reply

that is polite and not defensive, lets voters know that a specific budget plan is already in place, and
invites further dialogue. Keep it under 150 characters."

3 YouTube Scripts (Short-form / Long-form), Subtitles, and Thumbnail Copy Optimization

YouTube has become a more influential video medium than television. But producing video takes a
lot of time.

Using Al can dramatically cut the time from script writing to upload.

Short-form video is under one minute long. It goes on platforms like YouTube Shorts, Instagram
Reels, and TikTok.

With short-form, the first three seconds decide everything.

You need an opening line that grabs attention right away. Tell Al: "Write a 50-second Shorts script.
Open the first three seconds with a shocking question, present three solutions in the body, and close
with a request to like the video.'

Shorts can run up to three minutes, but slow delivery at any length causes viewers to leave
immediately. With short-form video, pacing is everything.

Long-form video is five minutes or longer.

The story structure has to be solid for viewers to stay till the end. Al organizes content into opening,
body, and close in a way that keeps things moving. Starting with a question pulls viewers in because
they bring their own answer with them.

Open with a question like "Why does this problem keep coming back?' then build the video around
three causes, three solutions, and three local applications. Set a fixed length format, such as 6
minutes, 10 minutes, or 18 minutes, and production becomes much easier.



Al helps with subtitles too.

It transcribes the spoken audio and shows you how to add color or adjust font size for emphasis.
Where editors once typed every word by hand, Al now generates a subtitle file in seconds.

Fix a few typos and it's ready to use, cutting editing time in half. Many viewers watch with the sound
off. Subtitles work better when they capture meaning rather than transcribing every word.

Thumbnail copy optimization is the small difference that determines view counts.
No matter how good the content, a dull thumbnail means people won't watch.

Rather than writing '"Announcing our policy pledge,' Al suggests several curiosity-provoking lines like
'Here's how our neighborhood is about to change.'

Strong thumbnail copy often follows a 'problem + benefit' pattern. Think '3 Ways to Cut Your
Electricity Bill' or 'Gridlock Fixed. Here's How.'

Keep thumbnail text to 7 to 10 characters. If the title and thumbnail say the same thing, you're wasting
the combination. Make the two work together as a single sentence and clicks go up.

The candidate filmed a video eating tteokbokki at the market.

Ask Al: 'Use this moment to write a 30-second TikTok script promoting the traditional market
revitalization pledge.' Al produces an entertaining script that connects the spicy kick of tteokbokki to
the candidate's bold, no-nonsense drive. One city council candidate who had only 500 subscribers
went all-in on Shorts.

Instead of posting full campaign videos, he told Al: 'Clip just the funniest 15 seconds from this video.'
A scene of the candidate sweating through a mouthful of spicy food at the market got the subtitle:
'Spicy! So spicy! Just like the cost of living these days!' The video hit 100,000 views.

Using this method, even a small team can post video every day.
When subtitles are clear and the content is concise, viewers watch the video all the way through.
As a result, the video gets picked up by the YouTube algorithm and reaches more voters.

One long-form video can be cut into 10 short-form clips. Even a campaign with limited video editing
skills can produce professional-quality content with Al assistance.

Prompt Example 1: "Write a one-minute Shorts video script explaining the youth employment pledge.
Start the first sentence with '

If you're job hunting, you need to hear this' as your opening hook, quickly cover 3 key policies in the
body, and end with a call to subscribe."
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Prompt Example 2: "Suggest 5 short, punchy phrases for the thumbnail of a local festival viog.

Each phrase should be 10 characters or fewer and make local residents think 'Wait, that's my
neighborhood!" and click."

4 Text Messaging (SMS/LMS/RCS)
Text messaging is a powerful tool that goes directly to voters' phones.
Social media can be blocked by algorithms, but a text goes straight to your contact list.

A well-crafted text can be the deciding push that gets a voter to the polls. But a careless one can
irritate voters, so it pays to write carefully.

You need to understand the different types of text messages first.

SMS (short text) runs about 45 Korean characters, so a punchy, at-a-glance phrase matters most.
LMS (long text) allows around 1,000 characters, so it can carry a compelling story or detailed
information. RCS (next-generation messaging) supports images and buttons, much like KakaoTalk.
Al crafts the most effective copy for each format.

Al-assisted text writing starts with building templates.

Announcement type: "what, when, and where." Engagement type: "one question with a response
link." Summary type: "one policy in 3 lines." On-the-ground type: "a photo link and one sentence.”
Urgent type: "2 lines of facts and 1 line of guidance."

Tell Al: "Summarize this pledge in 40 characters or fewer for SMS. Use words that make the benefit
feel significant,” and it gives you exactly the right phrase.

Personalization matters. Including the recipient's name or neighborhood creates the feeling of a
message written just for them.

Al adjusts the tone based on the recipient's age or gender. For younger voters, it writes RCS
messages with well-placed emoji. For older voters, it writes polite LMS copy with shorter sentences.
The same pledge, written differently, can feel like a completely different promise.

Auto-inserting required disclosures is a feature that prevents mistakes.
There are certain phrases that must appear in every campaign text message.

An Al-powered system automatically appends this required information to the end of each message

without fail.

Set up the prompt in advance with: "Leave space at the front for the candidate's name and ballot
number, and at the end for the opt-out number," and it prevents mistakes.
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RCS takes things one step further.

You can use rich formats like cards, images, buttons, and quick replies. "Short surveys," "event

RSVP buttons," and "FAQ buttons" can all be handled directly inside the message.

You can tell Al: "I'm sending 3 card news images explaining this pledge via RCS. Write the
description text under each image and name the buttons at the bottom." Cut one click from inside the
message and participation goes up.

On a heavy-rain day, send a welfare check message to residents. Tell Al: "Write a text for residents
worried about rain damage, with warm words of comfort and a promise to review safety measures."
Al produces a caring message that puts resident safety first, not a stiff list of pledges.

When creating an RCS invitation to a new pledge announcement event, Al writes button labels like
'View Event Location' and 'Learn More About the Pledge' to improve click-through rates.

This approach lets you craft thoughtful messages that don't read like spam, building a real connection
with voters. Sending the same content repeatedly causes fatigue. Al tracks how many times a
message has gone out and suggests fresh copy each time, cutting voter irritation.

By sending the most effective message within a limited number of contacts, you keep voter fatigue
low and recall high.

Prompt Example 1: "Write a Chuseok greeting text message to send to residents in their 70s. Start
with warm wishes for good health

and weave in a promise to improve local senior center facilities. Write it as a long text (LMS), broken
into short sentences so it reads clearly at a large font size."

Prompt Example 2: "Write a short encouraging message for commuters heading home from work.
Add a one-line reference to the traffic congestion solution

pledge, keep the whole message under 45 characters, start with a friendly tone, and mark a spot at
the end for the opt-out number."

5 Real-Time Issue Response
During an election, unexpected news breaks constantly.
You need to respond quickly to attacks from the opposing candidate or sudden local incidents.

Al that cuts draft-writing from an hour down to a minute helps the campaign respond fast. Issue
response isn't about talking well; it's about having a system. Issues usually break at night, emotions
run high, and information is incomplete. When the organization wavers at that moment, mistakes
happen.

The draft-review-publish system runs in 6 steps.
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Step one: Detection. Set a keyword list and monitor it. Include the candidate's name, platform
keywords, local incidents, and competing issues.

Step two: Classification. Sort incoming issues into A (immediate), B (same day), or C (hold).

Step three: Draft. A gets a first-pass statement within 15 minutes, B gets a full explanation within 2
hours, and C gets a written summary the next day.

Step four: Review. Check only three things: facts, tone, and potential harm.

Step five: Publishing. Lock down the channels. X handles breaking news, Instagram handles
summaries, YouTube Community posts handle organized recaps, and the blog holds the supporting
evidence.

Step six: Documentation. Record what was posted, when, and why.
The moment a news story breaks, Al analyzes it and drafts the campaign's position statement.
What would take a person an hour gets done in one minute.

Say the opposing candidate distorts and attacks your candidate's platform. Feed Al your platform
document and the opponent's criticism. Al fact-checks the attack and gives you the skeleton of a
logical rebuttal. Even a single position statement needs 5 versions.

A one-line version, a three-line version, a Q&A version, a video narration version, and a
comment-reply version. Writing each one by hand means pulling an all-nighter. Use Al to pull the
drafts and let people handle only the facts and tone.

Al is also used during the review stage.

A finished draft doesn't go live immediately; an expert or the candidate reviews it first. Al flags in
advance any words or tones that could cause problems.

Ask Al in advance how your position statement will land with voters. Tell it, "Review this text for parts
that might confuse voters and any words that could come across as aggressive," and Al responds
with objective feedback. Once the review is done, post to all connected online channels at once.

Real-world cases show how powerful this system is.

A sudden power outage hits the district. Al reads the breaking news and immediately drafts a
statement: "We understand the hardship this causes residents, have asked KEPCO for a prompt
restoration, and will do everything possible to ensure a thorough safety inspection.”

The campaign reads it, fixes any typos, and posts it right away.

Three days before the election, the opposing side spread a false rumor claiming the candidate had
done something wrong.
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The campaign stayed calm and fed the evidence straight into Al. A complete rebuttal came out in 5
minutes and was distributed within 20. The opponent's attack lost its force in the face of a fast, clear

response.
A real-time response system stops false rumors from spreading in their early stage.
It gives voters the impression that the candidate has a clear read on the situation and is moving fast.

When controversy hits, the ability to respond calmly rather than panic raises the campaign's sense of
stability. In a crisis, having an internal Q&A guide ready to support fast responses is critical. When
you already know 'if this question comes in, we answer it this way,' emotions go down and speed

goes up.

Prompt Example 1: "According to a news report just out, library construction in our district has been
delayed. Write a position statement that addresses res

idents' disappointment and conveys the candidate's commitment to securing the budget and resolving
the issue. Provide a 3-sentence version for posting within 15 minutes and a detailed version for
posting within 2 hours."

Prompt Example 2: "Online communities are misreading a past statement by the candidate. Write a
sincere clarification that explains the orig

inal intent respectfully and apologizes where an apology is due. Respond logically, not emotionally."

6 Podcasts, Local Communities, and Targeted Content

There are times when the talk of your own neighborhood matters more than the big broadcast news.
This is what the Micro Media strategy is about.

The idea is to reach places with a small but committed audience: mom cafes, apartment resident
group chats, local Karrot Market boards, early-morning soccer club Band pages, and local

YouTubers' podcasts.

In the past, only large outlets like newspapers and television mattered. Now, small spaces where a
committed audience gathers are just as important.

The Micro Media strategy runs in 4 steps.

Step one: Map it. List 30 communities inside the district. 20 online and 10 offline is enough. Note the
organizer, main interests, rules, and the best times to post.

Step two: Break the content down. Pull 5 formats from a single topic: a summary post, a question
post, a case study post, a short audio clip, and a short video.

Third: targeting. Match each community to just one interest. Say everything and no one listens.
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Fourth: staying connected. Promote yourself nonstop and people see through it right away. Answer
questions, organize information, relay constituent complaints. Be someone genuinely useful.

Al analyzes the character of these small communities.

Take the same pledge to improve playground conditions. For a mom cafe, it becomes: "I'll take care
of every detail, with the heart of a mother raising children." For an apartment residents' forum, it shifts
to: "Creating a pleasant environment that raises the value of the complex."

For self-employed business owner communities, the details that matter are parking enforcement
hours, delivery routes, and construction schedules in the commercial district.

For parent communities, what matters is after-school care hours, school commute routes, and safety
near schools. For young adult communities, it's housing, transportation costs, and job connections.

Al also writes scripts for podcasts and local radio programs.

Write scripts that talk warmly about local issues (parking problems, getting streetlights installed in the
park), not grand political speeches.

A fixed 15 minutes each week is enough: one local problem, one solution, one upcoming event. You
don't need to sound like a broadcaster. Consistency matters more.

Before appearing on a local podcast, have Al summarize the channel's past episodes and analyze
the host's style and the kinds of questions they typically ask.

Real examples show how well this strategy works.

A new-town apartment complex is home to many young parents. Ask Al: "Write a post promoting the
pledge to build stroller-friendly walking paths. Keep the tone soft and natural, the way people talk in
mom cafes."

Al responds with a tailored post that speaks to mothers' everyday concerns and introduces the
pledge with genuine empathy.

A district chief candidate appeared on a popular podcast that many local young people follow. Instead
of stiff political talk, he honestly shared his own failures. After the episode aired, comments flooded in:
"l thought he'd be the typical out-of-touch type, but he's actually kind of interesting."

Make your community content informational. Posts like "a summary of the parking situation," "a map
of dangerous sections on the school commute route," or "how to file a garbage complaint" actually

survive in online communities.
Then attach the candidate's proposed solution. Reverse the order and you get pushback.

This strategy works its way into each voter individually. The goal is to earn the comment: "This
candidate actually knows our neighborhood's problems." Trust built in a small channel outlasts trust
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built through big, fast ones.
Prompt Example 1: "Write a greeting to post in the group chat of our neighborhood hiking club.

Briefly and naturally mention the wildfire prevention campaign and the hiking trail maintenance
pledge. Write in a friendly tone, like a fellow club member, so it doesn't read like advertising."

Prompt Example 2: "Write a post for a community popular with college students, promoting the 'safe
late-night commute guide for students living alone'

Use current slang where it fits to keep it fun, and make sure it doesn't sound like a stiff politician."
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Chapter 5. The Offline Field: Speeches, Stumps, and Debates
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Elections are won or lost in the field. The moment you make eye contact with a voter and shake their
hand, your sincerity comes through. No matter how good your online content is, if you stumble over
words or panic under questioning on the ground, trust collapses. This chapter covers how to use Al
across all offline activities , from writing speeches to preparing for debates to gathering real-time
feedback from the field.

1 Speeches for Campaign Launches, Stumps, and Press Conferences (5/10/20 Minutes): Drafting
and Rehearsal

The key to writing speeches quickly and effectively is to lock in your 'one-sentence message' first.

That one sentence must carry everything: why the candidate is running, what they will change, and
what they are asking of voters. With that frame in place, a five-minute speech and a twenty-minute
speech will both hold together.

The method is to design speeches in modules. Instead of writing a speech as one continuous piece,
you break it into parts that can be assembled like building blocks.

The first part is the opening. Here you build common ground with the audience and make the case for
why the current situation must change.

The second part is the body. You lay out three core pledges. In a five-minute speech, you name each
pledge; in a ten-minute speech, you add one short example per pledge; in a twenty-minute speech,
you include figures and direct responses to counterarguments.

The third part is the close. You ask for the vote and end with a line that stays with people.
The sequence for using Al is equally straightforward.

Start by feeding Al ten lines on the candidate's background, ten on local issues, and ten on policy
pledges.

Then ask: 'Draft a five-minute speech from this material.'

Once the draft is ready, ask: 'Build a ten-minute version and a twenty-minute version on the same
frame.' Then ask: 'Cut the sentences shorter and make it easier to read aloud.' Done this way, three
speech lengths are ready within ten minutes.

Checking that the written text reads naturally out loud matters.
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Ask Al to mark comma positions, breathing points, and words to stress. For example, asking for stage
directions like '(breath) | am (stress) your neighbor's son' makes rehearsal far easier. Listening to the
speech through a text-to-speech (TTS) tool is also worth doing. Sentences that look fine on the page
can sound awkward when heard aloud.

Rehearsal must lock in three things at once: timing, volume, and expression.
On days one and two, read from the full script.

On day three, work from keyword cards only.

From day four on, record yourself on a smartphone.

When watching the footage, check five things.

Did you say who you are within the first fifteen seconds? Do the three core points come through
clearly? Are the sentences too long? Are your hand gestures distracting? Did you ask for action at the
end?

One candidate had prepared a twenty-minute speech for a campaign launch. Then it started to rain.
The audience was opening umbrellas and losing focus. The candidate switched on the spot to the
five-minute version.

The policy explanations were cut entirely. The candidate delivered one line , "Your willingness to
come out in the rain soaks me with gratitude' , followed by a single core pledge, then stepped down.
The crowd responded with even louder applause. Because the preparation was solid, the candidate
could adapt to the moment.

Another candidate was told his delivery sounded stiff.

He asked Al: 'Rewrite this so a fifth-grader can follow it , as if the guy next door is talking.' He read the
finished script aloud until it felt natural in his mouth. At stump events, people told him the words were

going straight in.
The payoff is clear.

Speech writing takes far less time. Campaign staff who used to write scripts through the night can
now focus on drawing out the candidate's voice from an Al-generated draft. Speech length can be
adjusted freely to match conditions, so sudden changes no longer throw anyone off. Voters hear only
the essentials, with nothing extra in the way, so attention stays higher.

Prompt Example 1: '"Write a twenty-minute speech for a general election campaign launch. The
audience skews 50 and older.

The core message is "Restoring the self-respect our region has lost." Talk about how lively our city
once was, express genuine regret over today's stagnation, and close with an inspiring vision of the
future | will bring. Keep the sentences short.'
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Prompt Example 2: 'Trim the twenty-minute speech above into a five-minute version and a ten-minute

version.

The five-minute version should keep only the three core pledges and the closing line. The ten-minute
version should add one brief example per pledge. Mark applause cues with (applause).'

2 Street Remarks and Greetings: Tailoring Scripts by Location, Time, and Audience

Street campaigning is a three-second contest. That is all the time you have to catch a passerby's ear.
Repeating the same line like a parrot is just noise. The words must shift with the time of day, the
location, and the people listening.

Build a 'line bank.' Draw a table. Put time slots along the top , morning, midday, evening , and
locations down the side: traditional market, subway station, school gate, apartment complex,
industrial park, government office. Fill each cell with a ten-second line, working through it with Al.

Fixing the structure and swapping only the key words is what works in practice.

For example, set a frame like: 'Thank you for all your hard work with OO. | will make sure the OO
problem gets solved. I'm candidate number O, OOQ.' Then swap in the specific details for each

situation.

At the subway station during the morning commute, the line becomes: "Thank you for your hard work
getting to the office. | will fix the transportation problem." At the restaurant alley in the evening, it

becomes: "Thank you for your hard work today. | will fix the cost-of-living problem."

The keywords that work vary by location. At traditional markets, words like "business," "customers,"

and "parking" land well. Outside schools, words like "school commute," "safety," and "school meals"

open parents' ears.

At industrial complex entrances, words like "jobs," "commuting," and "bus frequency" are the right fit.
Describe each location's characteristics to your Al and ask it to pull out the messages people there

most want to hear.

Time of day matters too. In the morning, go with short, energizing encouragements. A line like "Have
a great day" works well. Stopping a busy commuter to explain policy does more harm than good. At
lunch, connect your words to meal costs or taking a break. In the evening, comfort lands. A warm line
like "You've worked hard today. Please get some rest" builds goodwiill.

On the ground, approach in three stages.
Stage one is the "hook line" you throw at people walking by. It must be short and punchy.

Stage two is the "connection line" for anyone who stops. Tell them who you are and why you are
there.
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Stage three is the "action line" that leads to a business card or a photo. It is a request like "Would you
take one of my cards?"

Here is a real example. One campaign targeted an office-dense area during the lunch hour. When
they asked Al to analyze "what office workers worry about at lunch," keywords like "the cost of lunch,"
"too little break time," and "wanting a quiet cup of coffee" came back.

The candidate called out over the campaign vehicle's microphone: "Office workers, these days ten
thousand won barely covers lunch. | will ease the burden of your lunch bill. Enjoy your meal!" Passing
workers smiled and waved. They felt someone understood their situation.

One candidate added "Don't forget your umbrella" on a rainy morning. Voters thought, "This person is
thoughtful." Lines tailored to the weather, the day, and the hour raise how much voters like the
candidate.

The power of this method is turning noise into a message. A campaign that just shouts the
candidate's name is only noise to voters. But when the words fit their situation, ears open. Build a line
bank in advance and your campaign workers will pick up the microphone with confidence.

Prompt Example 1: "Write 10-second lines for broadcast from a campaign vehicle. Combine 6
locations (traditional market,

subway station entrance, elementary school gate, apartment complex, industrial complex entrance,
district office entrance) with 3 time slots (morning, lunch, evening) to produce 18 lines. Keep the
sentence structure similar and only swap the key words."

Prompt Example 2: "Tomorrow at 4 p.m., | will greet people at the crosswalk in front of an elementary
school during dismissal time.

The main audience is parents picking up their children. Using 'school commute safety' and 'learning
environment' as keywords, write three emotionally resonant 15-second lines that win over parents.
Keep the political tone light."

3. Small-Group Meeting Scripts and Q&A Cards

Small-group meetings are where a candidate's true character shows. At a roundtable or tea session
with ten or twenty people, conversation matters more than a one-way speech. Walk in unprepared
and you risk awkward silences or being caught off guard by an unexpected question.

The method starts by locking in a time structure for the meeting. Take a 60-minute session as an
example.

The first five minutes cover greetings and the purpose of the meeting. From minutes five to fifteen,
attendees give brief introductions. From fifteen to thirty, the candidate covers three key points. From
thirty to fifty-five, questions are taken. The last five minutes wrap up and outline next steps. With this
skeleton in place, the meeting stays on track.
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Al plays the role of facilitator's assistant before the meeting.

Enter the type of attendees: details like "12 apartment resident representatives" or "15 local
small-business owners." Then have Al generate five things: five light icebreaker questions, twenty
questions attendees are likely to ask, ten sensitive or hostile questions, and a 20-second answer
outline for each question.

Q&A cards are a powerful tool on the ground. Write the anticipated question on the front of an A6-size
card and a three-line answer outline on the back. The "problem-cause-solution" structure is simple
and effective. For a "parking problem" card, the back might read: "100-space shortfall in current lots
(problem); the city has not secured land (cause); if elected, negotiate nighttime opening of nearby
public parking facilities (solution).”

The candidate reviews the cards in the car on the way to each event.

When answering a question, do not reply immediately. Start with a "clarifying echo™: confirm what the
person said with a line like "So your biggest frustration is the parking situation?" This buys time, and
the other person feels heard. Keep answers short. Close each answer with a follow-up commitment,
such as "I'll send you the relevant materials afterward."

At an apartment residents' representative meeting, one candidate faced the aggressive question: "Fix
the inter-floor noise problem." Instead of promising the impossible, the candidate answered honestly.
"Inter-floor noise is a structural issue. It can't be eliminated entirely. What | will do is activate dispute
mediation centers and create a program that subsidizes part of the cost of soundproofing
renovations." When a realistic alternative was put on the table, residents nodded.

The strength of this method is that it shows the candidate's competence and sincerity at the same
time. In small-group settings, a candidate's eyes and manner come through directly. A smooth flow
and answers that don't stumble leave the impression: "This person is prepared.” Handle a tough
question with composure, and trust shoots up.

Prompt Example 1: "l am visiting a local senior center to talk with 30 elderly residents for 30 minutes.

Write an engaging and respectful facilitation script so the seniors do not get bored. Open with
health-related good wishes, include one short quiz or conversation topic in the middle, and close
warmly with a promise of support for the senior center."

Prompt Example 2: "I am holding a roundtable with 15 local small-business owners. With recent
interest rate hikes and rising rent,

the mood is tense. Anticipate five aggressive questions the merchants might ask, and write answers
for each that stay calm and point to realistic solutions. Format each answer in three lines
(problem-cause-solution) so it fits on the back of a card."

4. Debate Preparation: 100 Anticipated Questions and 30-Second / 1-Minute / 2-Minute Answers
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An election debate is a test. Freeze up or give a muddled answer on live television and your poll
numbers drop. Prepare thoroughly so you can answer any question with ease.

The method starts by sorting anticipated questions into topic groups.

Example topics include livelihoods, jobs, transportation, education, safety, welfare, housing,
environment, public administration, and political reform. For each topic, set one "core position
sentence" first. For transportation, the core position is: "l will cut commute times by 30 minutes."
Attach the specific questions under that core position. Even when the exact question shifts, the
backbone of your answer holds.

Prepare three versions of each answer based on time length.

The 30-second answer has three sentences: the first states your conclusion, the second gives your
reason, and the third makes a promise. For example: "l support it. The reason is resident
convenience. If elected, | will start immediately." The 1-minute answer uses a four-part structure: the
problem (what is difficult), the cause (why it is happening), the solution (what you will do), and the
evidence (why you can do it). The 2-minute answer uses a five-part structure: open with one brief
story, then the problem, two solutions, and a closing promise.

Using Al as a mock opponent works well.

Tell the Al: "You are my opponent now. Attack me relentlessly and sharply." Feed in local issues, the
candidate's past statements, and weaknesses in your platform, and the Al will throw pointed
questions back at you, things like "Where will you find the funding?" or "You opposed this before.
Why have you changed your position?"

One technique used often in debates is Bridging. It is the method of steering any question back to
your core message. Pick one set phrase. Say something like "That point matters too, but the issue
citizens are dealing with right now is this," then deliver your prepared answer. When taking criticism,
lower the temperature first. Lead with one sentence such as "l understand the concern," then follow
with a short factual rebuttal. A long rebuttal works against you.

One candidate had a history of switching parties, and that was a liability. Using Al, the campaign
generated more than 20 attack questions on that issue. Instead of making excuses, the candidate
prepared a 30-second answer built around the frame "I made a decision for the sake of this region's
development." When the opponent brought up the issue in the actual debate, the candidate answered
cleanly in 30 seconds and immediately fired back a counter-question. It broke the opponent's attack
momentum and seized control of the exchange.

Another candidate ran mock debates with Al dozens of times.

One day, the Al pointed out: "The budget estimate on page 38 of your platform is incorrect." When
the team checked, there was indeed a calculation error. They were able to correct it before the actual
debate. Al had served as a meticulous fact-checker as well.
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The value of this method is that it lets you stay composed no matter what comes at you. After
practicing 100 questions in advance, most of what comes up in the real debate will already be within
the range you have rehearsed. You also develop time control. Being able to switch freely among
30-second, 1-minute, and 2-minute answers means you can use your allotted speaking time
efficiently.

Prompt Example 1: "I am running for mayor of City A. The biggest problems in our city are downtown
hollowing-out and

traffic congestion. Please come up with 10 difficult questions that an opposing candidate or panel
might ask about these two issues. Focus on sharp questions that probe for funding plans and
feasibility."

Prompt Example 2: "The question is: "You said you would build a public library. How will you secure
the site and cover operating

costs?' Please write three versions of an answer to this question: a 30-second answer (brief, core
points only), a 1-minute answer (with specific figures), and a 2-minute answer (presenting a vision
with a success story). Write in a confident tone."

5 Analyzing the Opposing Candidate and Rebulttal

Performing well yourself matters in an election, but so does finding the opponent's weak points and
rebutting them with logic. Blanket attacks invite backlash, but scrutiny grounded in facts is legitimate

campaign work.
Start by gathering the opposing candidate's materials in one place.

Collect the opponent's platform, press releases, SNS posts, past interviews, and council meeting
records, and organize them with dates and sources clearly marked.

Convert this material into a topic-by-topic table. Create columns for topics such as transportation,
welfare, and the economy, and summarize in one line what the opponent has said on each topic. If
you can't write a one-line summary, that claim will also be hard to explain in the field.

Feed this material into Al and have it run an analysis.

Ask it: "Find parts where the opposing candidate's past statements contradict their current platform.
The Al will compare thousands of pages in seconds and surface contradictions such as "opposed
development in 2019 but pledged development in 2024." Ask it: "Find pledges where the budget
estimates are unrealistic," and it will run the numbers and produce analyses like "This pledge would
require 30% of the city's budget, but there is no plan to raise the funds."

A rebuttal has four steps.
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Step 1: Quote the opponent's claim briefly. "The opposing candidate promises to give every citizen 1
million won." Step 2: State the facts. "Our city has a population of 500,000, so that requires 500 billion
won." Step 3: Spell out the impact. "To pay for that, heating subsidies for senior centers and school
meals for children would have to be cut." Step 4: Offer your alternative. "l will give twice the support to
people who genuinely need it." A rebuttal must always end with an alternative. Criticism without an
alternative makes you look like a brawler.

Here is a case in action.

The opposing candidate rolled out a bold pledge of "1 million won in support money for every citizen."
Our campaign used Al to analyze the city's annual budget. We calculated how much other welfare
spending would need to be cut to deliver that pledge. At a campaign rally, the candidate said: "To pay
for that, heating subsidies for the elderly, school meals for children, and scholarships for young
people would all have to go. Do you still want that money?" The audience stirred when confronted
with specific numbers. The opposing candidate had no real answer, and their approval rating dropped
shortly after.

There is another case.

Al found meeting minutes from four years ago in which the opponent had opposed development,
declaring "environmental preservation is the top priority."

But in this election, the same candidate came out with a pledge to "build a large-scale industrial
complex." At the debate, that contradiction was raised, politely but pointedly. "Four years ago you
said environmental preservation was the top priority. Why are you now pledging an industrial
complex? Have your convictions changed, or did you change your tune to get votes?" The opponent
fumbled, and the frame of "a candidate without principles" took hold.

The value of this method is that it shifts the fight from emotions to facts.

Going in with unsubstantiated attacks invites backlash, but rebutting point by point with data and logic
earns the assessment from voters that "this candidate has done the homework." Al lets you analyze
thousands of documents quickly and gain a strategic edge.

Prompt Example 1: "Here is a list of the ten key pledges the opposing candidate has announced. For
each pledge, please analyze the feasibility

score (out of 10), expected administrative obstacles, and logical weaknesses we can attack, and
organize it all into a table. Focus closely on pledges where the funding plan is weak."

Prompt Example 2: "The opposing candidate previously opposed development, citing 'environmental
preservation comes first,' but in this

election is pledging 'building a large-scale industrial complex.' Please write debate talking points that
highlight the contradiction between these two positions and expose the candidate's lack of principle.
Write in a polite but pointed tone."
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6 Collecting Voter Opinions and Al Analysis
A campaign stop is not a place to go to talk. It is a place to go to listen.

The offhand remark a citizen drops while shaking the candidate's hand, the complaint a campaign
worker hears while passing out cards, that's real public sentiment. These voices need to be captured
as data and fed directly into strategy.

The way to make this work is to keep field input simple.
There are three things a campaign worker needs to record.

Where they met, what they heard, and what needs to happen next. There's no time to write
paragraphs in the field. That's why tags and checkboxes work. Pick from tags like "Transportation,"
"Parking," "Education," "Safety," and "Cost of Living," then add a single-line comment. If it takes more
than 20 seconds per person, it won't get done.

Use a smartphone app or a shared document.

Workers post what they hear directly to a group chat or a Google Form. Short notes like: "Elderly man
near the traditional market, says buses come too rarely" or "Young mother at the apartment complex,
daycare waitlist is way too long." Another option is to record audio on the spot and convert it to text
later using speech-to-text (STT).

Al analysis follows a four-step loop: summarize, classify, alert, apply.
First, Al condenses the day's field input into a 10-line summary.
Second, it counts how often each tag appears.

Third, if any complaint tag spikes suddenly, it triggers an alert.

Fourth, those findings go straight into the next day's street remarks, speeches, and debate
responses.

Build this feedback loop and the field becomes the engine of the campaign.

Tags alone are shallow. A one-line comment is mandatory. The tag "parking is hard" stays flat without
the comment "says they spend 30 minutes circling every time they go to that mart"; add that, and the
message comes alive. Log sentiment too. Three options are enough: supportive, neutral, opposed.
Include a follow-up date as well.

Record what action was taken: "phone call," "text message," "materials delivered." As this data

accumulates, patterns emerge: which neighborhoods are raising which issues, and when.

Here are examples of how this works in practice.
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One candidate led with economic promises in the early days of the campaign. But field feedback told
a different story: residents were far more anxious about neighborhood safety than the economy. The
most common comment in the Al analysis was "the streetlights are too dark." The candidate
immediately changed the slogan to "Our Safe Neighborhood" and spent the following days walking
the alleyways in person, promising to replace the lighting with LEDs. Residents felt heard. Support
numbers went up.

There's another example.

The "parking" tag spiked sharply in one apartment complex. Al flagged it. When the team looked into
it, there had been a parking dispute in that complex. The next day, the candidate visited in person
and laid out a plan to expand parking capacity. Residents were stunned. The reaction: "We said
something yesterday and you're already here?"

The payoff from this approach is a campaign that feels alive.

Voters feel a jolt when they hear something they said yesterday reflected in the candidate's speech
today. For the campaign team, it means no more wasted effort on the wrong priorities; you scratch
exactly where residents are itching right now. Data-driven field response is the most reliable way to
move polling numbers.

Prompt Example 1: "Here are 50 citizen opinions collected today by 20 campaign workers across
different neighborhoods. Please classify these opinions

into the categories of Transportation, Welfare, Environment, Education, and Other. Summarize in one
sentence what citizens are specifically asking for in each category. Also identify the most urgent
'anger points' that need to be addressed."

Prompt Example 2: "Here is a transcript of what merchants said during yesterday's campaign visit to
the traditional market.

Analyze whether the overall mood is favorable or cynical toward our candidate. Extract the frequency
of words that appear repeatedly, and suggest 3 tailored 10-second remarks that could win the
merchants over when we return to the market tomorrow."
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Chapter 6. Public Opinion and Data Analysis
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1. Constituency Public Data / Election Statistics

To win an election, you need to know your district inside out. Not long ago, campaign staff spent
nights poring over Excel spreadsheets by hand.

Now you can use Al to analyze vast amounts of public data in minutes and surface the local issues
buried within.

The first step is gathering the data.

Download the past ten years of election results from the National Election Commission's election
statistics system. The data includes voter turnout, vote share by candidate, advance voting rates, and
gaps by precinct.

From Statistics Korea's National Statistics Portal (KOSIS), you can get age-group population, gender
distribution, and single-person household rates at the eup/myeon/dong level.

Local government websites publish citizen complaint boards, district council meeting minutes, and
budget reports. Collect all of this in one place.

The collected data needs to be aligned to a common unit.

Divide the constituency into si/gun/gu, eup/myeon/dong, and precinct units, then organize all data to
match those units. Putting election results, population structure, and complaint keywords side by side
in a single spreadsheet makes comparison straightforward.

Once the data is organized, hand the analysis over to Al.

Feed the Excel file into Al (ChatGPT works well for Excel analysis) and ask: "Find the three
neighborhoods where our party's vote share has declined in each of the last three elections, and infer
why."

Al doesn't just look at the numbers. It also checks whether new apartment complexes moved in,
whether the younger population grew, and what kinds of complaints keep recurring.

The same approach applies to uncovering local issues.

Gather the past year of post titles from the district office's complaint board and local council meeting
minutes into a text file, then have Al read through them. Ask "Give me the top 5 complaint keywords"
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and you'll get specific problems like 'parking shortage,' 'garbage smell,' and 'bus frequency.' What
would take a person days reading through hundreds of pages, Al finds in minutes.

The key to issue discovery is comparison. Compare the same indicators three ways.

First, compare neighborhoods within your constituency. Turn observations into questions: why is
turnout low only in Dong A, and why did our party's support drop only in Dong B?

Second, compare your constituency's average against the city or provincial average. If your area
stands out in any way, that difference is the issue.

Third, compare across time. Track how the numbers shifted over the last two or three elections.
Where the gap is largest is where you need an explanation, and that explanation becomes the raw
material for your platform.

Here are some real examples.

One campaign in the Seoul metropolitan area used Al to analyze 50,000 complaints about illegal
parking enforcement filed with the district office over three years.

They found that complaints clustered around a crosswalk in front of a specific elementary school
during drop-off and pick-up hours. Banners at the site promised stricter enforcement. But what
residents actually wanted wasn't enforcement , it was a safe Drop-off Zone for their children.

The campaign turned this into a concrete pledge. They sent a targeted message , "Not more
enforcement. A space: Safe Drop-off Zone installation" , directly to parents in their 30s and 40s in that
neighborhood. It landed far more concretely than the opponent's vague promise to "solve the traffic
problem," and the campaign won strong support in that area.

There's another example.

A city council candidate had Al summarize public posts from local mom cafes and community boards.
They found that complaints about sidewalks too narrow and uneven for strollers far outnumbered
complaints about the lack of libraries. The candidate quickly built a 'Stroller-Friendly Sidewalk' pledge,
which drew a strong response from young parents. What had previously been just a gut feeling was
confirmed by data, and the candidate committed to it as a platform promise with confidence.

The effect is clear. Voters trust a candidate far more when they say "The parking shortage in Dong A,
the data shows it hasn't been resolved in five years. I'll fix it" than when they say "I'll work hard."

Internal campaign conversations shift from 'feeling' to 'evidence.' The field team finds it easier to
decide where to go first. The messaging team adds force with a single line of data. Staff spend less
time hunting for information and more time meeting voters.

When organizing your analysis, it helps to create 'local issue cards.’
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Each card holds one issue title, two supporting numbers, one quote heard in the field, and one line on
the proposed solution. As the cards pile up, they become the raw material for your policy platform.
Compress the key performance indicators (KPIs) to about ten on a single table and the entire
campaign can operate from the same picture.

[Prompt Example 1] "The attached Excel file contains our city's National Assembly election
vote-counting results for the past ten years. Find all dong where Party A (our party) saw a sharp
swing of 10% or more in vote share, then search the news to analyze what major changes , such as
large apartment complex move-ins or subway line openings , occurred in those neighborhoods at that
time. Write in plain language with formal declarative sentence endings." [Prompt Example 2] "I'll paste
500 post titles from the past six months on the 'Resident Requests' board of our constituency's district
office website. Categorize them into traffic, safety, and environment, summarize what problems
residents find most inconvenient, and draft a one-minute candidate speech addressing those issues."

2. Voter Data Analysis
Analyzing voters means taking a close look at who actually lives in your district.

It goes beyond just counting residents. You look at age, housing type, and whether they voted in past
elections. This is demographics analysis. With the data in hand, you avoid the mistake of handing out
the same flyer in a neighborhood full of college students in their 20s and one full of elderly residents
in their 70s.

The way to do this is to use Statistics Korea's National Statistics Portal (KOSIS) or the Ministry of the
Interior and Safety's resident registration population statistics.

All of this data is publicly available at no cost.

Collect age distribution by dong, male-to-female ratio, single-person household rates, and housing
type (apartment / detached house) across your constituency. Combined with past election result data
from the National Election Commission, a clear picture emerges of how voter turnout differs by
neighborhood and which party each area tends to support.

The most practical first step is dividing the area into zones.

Zone A is the core area where our party's support is solid. Zone B is contested ground where
persuasion can win voters over. Zone C needs further exploration. Zone D is where the opponent's
base is strong. Building this classification on past election results makes it easier to decide where to
focus resources.

After dividing zones, you divide people.
Segmenting people starts simply.

Pick just two or three axes: age group (young adults / middle-aged / elderly), living area (near transit /
school district / new town / old downtown), and issues of concern (transportation / housing / education

72



/ jobs).

For example, you might find that Dong A has a large population of voters in their twenties and thirties
but low turnout, while Dong B skews toward residents over sixty with high turnout. From there, you
build targeted strategies: send a 'get out and vote early' message to Dong A and push a pledge to
‘expand senior center support' in Dong B.

You can go further and assign a Propensity Score to each voter.

The score, on a scale of 0 to 100, estimates how likely a person is to show up at the polls and how
likely they are to back our candidate. Al trained on past voting patterns and demographic data
surfaces patterns such as 'this voter tends to turn out only in major elections' or 'this area votes for
the person, not the party.'

Feed neighborhood characteristics into Al and it can generate a voter Persona. Ask '"What does Kim
Yeonghui, a 35-year-old working mom in this neighborhood, struggle with most?' and it points to
specific concerns: childcare, the daily commute, anxiety over after-school pickup times. Messages
built around that Persona land better with real voters.

Here are some real examples.
In a recent local election, one city council candidate divided the district into five Micro-Target zones.

The studio apartment cluster near the university was mostly single-person households in their
twenties. The aging residential neighborhood, built some thirty years ago, was mostly long-time
residents in their sixties and older. The newly occupied apartment complex was mostly parents in
their thirties and forties. The candidate mapped these zones using registered addresses from the
voter database.

Text messages were tailored by zone. The studio district received messages about 'safe routes
home, doubling CCTV coverage' and 'young renter subsidy information.' The aging neighborhood got
messages emphasizing 'hospital escort service for seniors' and 'fast-track redevelopment.' The new
apartment complex received pledges to 'bring a public daycare center into the complex' and 'build a
neighborhood library.'

Data analysis also revealed that a significant number of multicultural households with voting rights
were concentrated in one zone. The candidate quickly printed a small run of business cards with
Vietnamese and Chinese alongside Korean and handed them out during visits to that area. Word
spread about the gesture, and the candidate received a surge of votes nobody had anticipated.

Another campaign analyzed data on pet-owning households in the district.

After confirming that a particular zone had a high proportion of single-person households with pets,
the campaign switched its campaign vehicle music to quieter songs in that area and made a pledge to
expand pet parks. Residents there had long complained about noisy campaigning, and the change
planted an image of a 'considerate candidate.' Vote share in that zone went up.
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The point of this kind of analysis is to make the campaign as efficient as possible.

You stop wasting limited campaign funds and time, and focus where votes are actually winnable. You
no longer spend money and effort on the opponent's firm supporters. Instead, resources go toward
Swing Voters who can be persuaded. From the voter's side, a candidate who speaks directly to their
life earns a hearing. Grand abstractions don't move people. What moves them is a candidate who
addresses the problem outside their front door or the concern inside their family.

Turning field notes into data matters just as much.

Even a single line belongs in a spreadsheet. Notes like 'apartment complex in year three of
occupancy, parking complaints rising' or 'repeated complaints about the school-zone walkway'
become raw material for message A/B testing later.

When qualitative field observations are combined with quantitative statistical data, the depth of
analysis changes entirely.

[Prompt Example 1] 'In our district's Dong C, single-person households account for over 40% of the
population, and residents in their twenties and thirties make up half the total. Based on this data,
suggest five small but certain happiness pledges that young people in this area would find most
relatable. They should require minimal budget and be executable immediately under the district
chief's authority.' [Prompt Example 2] 'Compare population data by dong in our city with voter turnout
data from the last election.

Find neighborhoods that are like sleeping giants: large populations but turnout below the national
average. Draft three versions of a targeted message to bring them out to vote: an emotional appeal
version, a benefits-based version, and a crisis-emphasis version.'

3 Social and News Monitoring

Where people used to gather and talk was the marketplace. Now it's Instagram, Facebook, local mom
cafes, and news comment sections. The conversations there are raw public opinion, unfiltered.
Watching them in real time is called Social Monitoring or Social Listening.

You need to know whether people like or dislike our candidate, and what topics they're talking about.
Implementation starts with defining what you monitor.

Key targets include Naver News comments, local mom cafes, Karrot (Danggeun Market)
neighborhood feeds, X (formerly Twitter), and YouTube comments. Even without expensive paid
tools, Al chatbots can get you a reasonable way there.

Every morning, search both candidates' names on major portals, collect the comments on news
articles that surface, and pull the top posts from local community boards.
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Run the collected text through Sentiment Analysis. Tell the Al: 'Here are 100 comments about our
candidate from today. Classify them: what percentage are positive, and what is driving the negative
ones?'

Al classifies each post as positive, negative, or neutral in seconds. It doesn't just scan for keywords; it
reads context. A phrase like 'Oh, they're really doing great~' registers as sarcasm, not praise,
because Al has learned to tell the difference.

Run Topic Modeling alongside sentiment classification.

The goal is to pull out the themes people keep returning to across thousands of posts. When people
talk about the candidate, are they bringing up 'transportation' issues most, or is it 'integrity'? Fix the
topics into buckets the campaign can actually manage.

Categories like transportation, real estate, education, safety, jobs, welfare, and local development.
Summarize the results twice a day. The morning summary is a planning tool: what to do today. The
evening summary is an assessment: what happened today.

Tracking how content spreads matters too. The aim is to find where negative misinformation started.
When a rumor circulates that 'the candidate made offensive remarks,' you trace whether the story first
appeared in YouTube comments or a group KakaoTalk chat. Ask the Al: 'Find the earliest post
containing this rumor, when and where it was posted,' then pin down the origin.

Knowing this lets you respond early and put out the fire. 'Where did it grow?' matters more than 'who
started it?' The same issue, if it blew up on YouTube, calls for a video response; if it spread through
local online communities, an in-person briefing works faster.

The alert system needs simple rules.

Trigger an alert when the negative sentiment ratio hits twice the 24-hour average.

Six consecutive hours of rising mentions for a specific keyword triggers an alert.

An alert fires when words like 'accident,' 'corruption,' or 'favoritism' appear alongside a district name.
Set the rules in advance, and your team can catch a breaking issue even in the middle of the night.
Here are some real-world cases.

During the campaign, the opposing side launched a negative attack. Our camp responded
immediately with a press release, but it landed flat. Social data analysis revealed that people weren't
reading it; the rebuttal was too long and too dense.

Instead, we found that card news, short visual summaries, was spreading widely in local group chats.
The camp quickly produced an image with the rebuttal condensed to three lines and distributed it,
stopping the negative narrative from spreading.
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Here is another case.
When a candidate's past remarks began drawing controversy, the team activated social monitoring.

Al analysis showed that criticism was intensifying on Twitter, but local parenting cafes and Band
groups showed almost no reaction.

The Al concluded: 'This issue is generating buzz only among politically engaged national audiences;
it is not on the radar of actual district voters.' Rather than amplifying the issue with an unnecessary
rebuttal, the camp quietly focused on local pledges and rode out the crisis.

The biggest value this system delivers is early warning.

Inside the camp, everyone may be saying 'we're going to win," but the online mood may already be
souring. This system catches that gap fast.

You can spot a small spark before it becomes a wildfire. And when a photo or remark from your
candidate suddenly catches on, you don't miss it; you find the window to push it further.

Data replaces vague fear with clear-headed response.

Compress the analysis into a one-page Issue Briefing. Include the issue name, the channels it is
spreading through, three representative quotes, the sentiment breakdown, five anticipated questions,
and three lines of recommended response. With that one page in hand, the camp wastes less time
flailing. Everyone on the team ends up using the same language when they talk about the same
problem.

[Prompt Example 1] "Here are 200 posts from today about our candidate, pulled from local parenting
cafes and Twitter. Give the overall mood a sentiment score out of 100, positive or negative. Extract
words that appear repeatedly in the negative posts (e.g., 'arrogant,’ too slow') and advise us on how
we should adjust our tone and behavior." [Prompt Example 2] "I have 50 news article comments
about our opponent's recently announced pledge to oppose building a new airport. Sort the
comments into two groups, those in favor and those against, and summarize the core points each
side is arguing. Analyze which position we should take in this debate to have the best shot at winning
over swing voters."

4 Data Triangulation: Polls + Field Feedback + Online Sentiment

Data triangulation takes its name from the mapmaking technique of finding your position by
connecting three fixed points.

In a campaign, trusting a single data source is dangerous. Poll numbers may look strong while the
actual crowd response on the trail is cold. An online storm may be raging before any poll has picked it
up. That's why you need all three sources read together.

Prepare three types of data.
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First, quantitative poll results. Track approval rating trends from automated response surveys (ARS)
or telephone interviews.

Second, voter reactions recorded by field workers at campaign events. Note whether people
accepted or refused a business card, how firm the handshake was, and what questions residents
asked most often.

Third, the online comment sentiment scores discussed earlier. Bring all three different data types
together on a single sheet.

In practice, this means producing an Integrated Daily Report every evening. Set unified axes: time
(week/day), area (town/village/region), and topic. Map poll questions to topic buckets. Attach the
same topic tags to field notes. Tag online data the same way. Once the tagging is consistent, the
tables line up and comparison becomes possible.

Converting each signal to a score from 0 to 100 makes the picture clearer. The poll signal covers
approval rating shifts and priority issue rankings. The field signal covers the rate of positive
responses, the frequency of hostile questions, and recurring complaints.

The online signal covers changes in mention volume and the negative sentiment ratio. Once scored,
you can see at a glance whether the three signals are pointing the same direction or pulling apart.

Feed all three datasets to an Al and ask: 'Analyze whether these three sources agree with each other
or contradict each other.'

For example: if the polls show our candidate up 10%, but field workers are reporting 'the mood is ice
cold,' and a particular verbal misstep keeps circulating online, that is a danger signal.

The polls are probably lagging a few days behind and have not caught the current slide. The reverse
is equally telling: if the polls show you behind but the field and online reaction has turned hot,
momentum is building and you should push harder.

Set conflict-resolution rules in advance. If two or more signals point the same direction, treat that
finding as high priority.

If only one signal stands out, do a quick verification: make 20 phone calls or interview 10 people in
the field. If all three signals diverge, run a message experiment (A/B test) to resolve the uncertainty.

Let's look at a real case.
One campaign kept trailing in the polls, and morale was low.

But when they looked at the integrated data, mentions in online communities used by voters in their
20s and 30s were spiking, and the tone was turning positive.

The field canvassing team also reported that young voters were approaching first to shake hands.
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The campaign trusted that signal and ramped up YouTube live streams aimed at younger voters.
They pulled off a come-from-behind win in the final stretch. Reading the current beneath the poll
numbers made the difference.

There is another example.
One mayoral campaign was consistently trailing by 5 percentage points in the polls.

The mood inside the camp had turned defeatist. Then the data team lead filed a triangulation report.
"Polling has been flat for two weeks, but online searches for our candidate have started to outpace
the competitor's. Most telling: the share of people taking our candidate's business cards at rallies
jumped from 30% last week to 60% this week. That's a signal that shy voters are starting to move."
Trusting that analysis, the campaign poured resources into a massive final-stretch push.

They hammered the "half-price transit fares" pledge, which had drawn the strongest field response. In
the end, they flipped every pollster's prediction and won by a slim 1.5 percentage points.

This method works by blocking confirmation bias. People naturally see what they want to see, so it's
easy to hear supporters say "the candidate is great!" and convince yourself the campaign is on track.
But stacking three hard data sources on top of each other reveals what's actually happening. It lets
you make precise decisions about where to put the campaign's resources. It fills the gaps between
signals from different data streams and eliminates blind spots. When the campaign is drifting in the
wrong direction, objective indicators correct the course.

To compile the results, build a weekly integrated report. List 10 topics and place the three signal
scores side by side. Add one line of campaign action on the right. Something like: "Transit: 2 briefing
sessions, 3 card news posts, route adjustment for field complaints." Debate shrinks. Execution grows.

[Prompt Example 1] "I have three data points. First: this week's poll numbers (flat). Second: field
campaign activist logs (strong response from seniors, nothing from young voters). Third: social media
analysis (sharp rise in mocking posts about our candidate among younger users). Using all three,
diagnose where our campaign stands right now and give us an urgent prescription for turning around
young voter sentiment." [Prompt Example 2] "Let me pull together the last three days of data. Polling
is trending up, but online there's noise around a controversy over our candidate's past remarks. At
field events, there's been no notable pushback. Can we read this as a phase where the online
controversy hasn't yet reached offline voters? Please give two scenarios , optimistic and pessimistic ,
for how this controversy might affect the vote at the ground level going forward."

5 Message A/B Variant Generation and Performance-Based Selection

The days of a few candidates and aides gathering in a conference room to pick campaign slogans by
gut feel , "this one sounds cool," "l like that one" , are over.

The same message can produce wildly different voter reactions depending on how it's worded.
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The scientific way to test is the A/B test. You create two or more different versions, measure the
response, and choose the better one.

The implementation breaks down into five steps.

Step one: lock in a single goal. Decide what metric determines the winner , click-through rate (CTR),
video views, survey responses, text replies, or event sign-ups.

Step two: change only one element. Vary only the opening sentence, or only how numbers are
presented, or only the emotional appeal. Changing multiple things at once makes it impossible to
know what actually worked.

Step three: split the sample. Divide recipients randomly into Group A and Group B.
Step four: record the results. Note impressions, responses, and response rate together.

Step five: save the finding as a reusable rule. Something like: "Voters in their 20s and 30s respond
well to cost- and time-saving language.”

Al makes generating variants much easier.

Give Al your core message (for example: reviving the economy). Then ask: "Based on this, write 5
text message headlines that will appeal to voters in their 20s and 5 that will appeal to voters in their
60s, each in a different tone."

Al produces dozens of variants in under a minute , emotional versions, data-driven rational versions,
question-form versions, and more, all from the same content.

Send the generated messages to a small group as a pilot first.

Running several low-budget Facebook ads is another option. One message might hit 20%
click-through; another might not even reach 1%. The data will tell you: "People prefer the concrete
phrase 'a change that raises my paycheck' over the stiff abstraction 'economic development." Pick
the top-performing message and send it to the full voter list at scale.

This approach works beyond text messages. Apply it to image posters, banner slogans, and
YouTube thumbnail titles as well.

Post two versions online , one with the candidate smiling, one with a serious expression , and use
whichever racks up likes faster as the main poster. Al doesn't just swap out copy; it analyzes which
image combinations work best, and even measures the difference between using emojis and leaving
them out.

Performance-based selection doesn't stop at numbers.

Look at comment quality, field response, and press coverage too. This connects back to triangulation.

If the A/B winner gets a rough reception in the field, don't run it long.
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Keep it short and attach an explanation. The point isn't mass production , it's mass curation.
Generating a lot means nothing if you can't pick the right ones.

Here is a case.
A candidate for school superintendent ran on a pledge to improve school meal quality.

The initial message , "Expand eco-friendly free school meals" , got a lukewarm response. So the
team used Al to generate several variants.

Option A was "We will keep your children's meals safe." Option B was "Mom, lunch was really good
today!" Option C was "Healthy school meals, free of GMOs."

The small-scale test showed that parents clicked on the emotional Option B at a dramatically higher
rate. The campaign immediately replaced all banner slogans with Option B, and the response from
parents was overwhelmingly positive.

Here is another example.

One candidate ran on a pledge to ease traffic congestion. The campaign used Al to draft two versions
of a text message. Version A carried a rational message: "We will widen the roads and cut your
commute by 30 minutes." Version B carried an emotional one: "At 6 p.m., we'll give you back dinner
with your family." The small-scale test showed that Version B drew a response rate three times
higher.

The campaign immediately reframed all banners and stump speeches around the theme of "time with
family," and voters responded with genuine resonance.

Text messages during a campaign are capped in number and cost money. Sending a message that
has been proven to get responses is far more economical and effective than sending an unverified
one that gets ignored.

There is no need for staff to argue in the campaign war room over which slogan sounds better. You
can use the wording that data has already proven wins. Even when a campaign stumbles, the data
stays. The next message improves faster.

Building a reuse workflow cuts production costs and keeps messaging consistent.

Generate 20 banner slogans, run A/B tests using them as text message subject lines, then recycle
the winning copy as captions for YouTube Shorts. The same message travels across every channel,
just cut to the right length.

[Prompt Example 1] "l want to send a text message announcing a campaign visit to a traditional
market this weekend. The key details are: visit to Nambu Market at 2 p.m., followed by a conversation
with merchants. Please write three versions of this message: 1) polite and respectful, 2) upbeat and
energetic, 3) question-based to spark curiosity. Keep each message under 40 characters." [Prompt
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Example 2] "We need a title for a YouTube Shorts video. The video shows the candidate dancing and
connecting with young voters. Please suggest five titles that are clever and clickable without being
sensationalist. For each title, explain what psychological effect it targets , curiosity, humor, emotional
appeal, and so on."

6 Managing Contact Fatigue: Designing the Right Outreach Frequency

One of the most common complaints during an election is "stop sending me texts." No matter how
good your platform is, constant unsolicited messages become spam. Voters get frustrated and opt
out , or worse, the irritation pushes them to vote for your opponent.

Managing this problem is what contact fatigue management is about. The core principle is simple:
reach out in moderation and only when it matters.

The way to do this is to keep a meticulous database (DB).

Use Excel or a campaign management program to log when and how many times you have
contacted each voter. Three columns per person is enough: last contact date, number of contacts in
the past 30 days, and whether they responded recently. Add a fatigue score on top of that.

The fatigue score calculation is straightforward.

Sending a text adds +1 point. An automated response call (ARS) adds +3. A direct phone call adds
+5. An opt-out or complaint adds +100 (permanent exclusion). Design the system so that fatigue
scores decay gradually over time. Set a rule: anyone with a fatigue score of 10 or higher receives no
contact for three days.

Set different thresholds for each group.

Strong supporters (Group A) rarely disengage even with frequent contact. Short GOTV (Get Out The
Vote) touches work well for them. Persuadable voters (Group B) respond to credibility over
frequency. Keep messages brief , one piece of evidence, one promise, done. Undecided voters
(Group C) need minimal contact to start; scale up only after you see a response. For donors, keep
funding requests infrequent and send progress updates more often.

Start with a simple set of operational rules.

Start with no more than one text per week on a given channel. If the voter opens, replies, or attends
an event, you can extend to twice a week. After three consecutive non-responses, switch channels ,
phone call, in-person visit, KakaoTalk channel , or take a break. Rotate message formats: a policy
explanation, then a field photo, then a schedule update, then a thank-you note.

Al makes the whole process more precise.

The system can be set to decide automatically: "This voter didn't click last time , hold off on texts for
the next two weeks." When it detects a pattern like "This person always checks messages sent at 7
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p.m.," it schedules future texts to go out at exactly 7 p.m. Al learns from each voter's response
history, assigns a fatigue score, and predicts: "If you send this voter more than two texts a week,
there is an 80% chance they will block you."

Donor management follows the same logic.

Donors who receive nothing but fundraising appeals burn out and walk away. Design something like
a 3:1 rule , three updates before one donation ask. Asking again immediately after someone
contributes is a serious breach of etiquette. After a thank-you message goes out, send nothing but
policy news or a friendly check-in for at least two weeks.

One member of the National Assembly's office segmented voters into three groups: strong
supporters, interested voters, and disengaged voters.

Strong supporters received daily campaign updates. Disengaged voters received exactly three texts
across the entire campaign period , only when the most important policy pledges were announced.

The opt-out rate among disengaged voters dropped sharply, and in the final stretch of the campaign
the team received a lot of feedback from voters saying those three texts had changed their minds.

Precision outperformed carpet-bombing.

Another campaign had previously sent a bulk text to every voter on the list, once a day, with no
targeting.

Opt-out requests flooded in. After adopting an Al system, the campaign changed course.

The Al divided voters by engagement level. Disengaged voters were set to receive only essential
information, and only rarely. Strong supporters received frequent messages designed to drive
participation.

Opt-out rates fell dramatically, and message open rates rose. Voters said the candidate "doesn't

bother me , just tells me what | need to know," and they rated that positively.
This effect keeps you from losing supporters you cannot afford to lose.

Elections are about building your coalition , you can't afford to drive away people who were already
on your side. Manage fatigue well, and voters think: "This candidate doesn't bother me; they only
send the news that actually matters." They stay on the list.

Donors feel respected and stay as long-term supporters. You cut the cost of blasting untargeted
messages, and you avoid losing valuable contacts to permanent blocks that cut off communication for
good.

When compiling results, build a 'weekly contact calendar.’
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Monday goes to base supporters with a short greeting, Wednesday sends an issue card to
persuadable voters, and Friday delivers a progress report to donors. Sending the same type of
message to the same person on the same day each week reduces fatigue and makes your outreach
predictable. Set up automated alerts as well, with rules like "alert if more than 6 contacts in 30 days."

[Sample Prompt 1] "l want to analyze our supporter list and assign a contact-fatigue score to each
person. The criteria are: 1) number of texts sent in the past week, 2) whether they clicked any link in
those texts, and 3) whether they replied. Please classify anyone who received three or more texts
without a single click as 'high-fatigue risk.' For that group, pause outreach for now and draft a very
courteous check-in message to send two weeks from now." [Sample Prompt 2] "Please build a
thank-you message schedule for major donors. Three months remain until election day. | want to stay
on their radar without contacting them so often that it becomes a burden. Reach out every two weeks,
leave out any donation asks, and plan the message content by date, focused purely on reporting that
the campaign is going well."
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Chapter 7. Campaign Operations Automation: Schedules,
Organization, and Accounting
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See all chapters
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1 Campaign Schedule and Route Optimization with Automated Daily Briefings

A candidate's time is the most expensive resource in any campaign. Some days require visits to more
than ten locations. Shaving just 30 minutes off travel time means dozens more voters reached.

In the past, personal aides spread out maps and spent hours working out routes by hand. Now Al
analyzes real-time traffic and distance data to determine the fastest travel order.

The starting point is building a single master calendar.

Every appointment goes into this calendar and nowhere else , the entire campaign follows that rule
without exception. Set up a spreadsheet in Google Sheets or a Notion database and record venue
name, address, purpose of visit, estimated time on site, required attendees, and materials needed.
Recurring events can be saved as templates so staff don't have to re-enter the same information
each time.

Once the data is in, hand the optimization over to Al.

The system draws on real-time traffic data from mapping services such as Tmap or Kakao Maps. Al
clusters locations in the same area and reorders stops to avoid peak congestion. For example, if
there's a senior center visit at 10 a.m. and a traditional market visit at 11 a.m., Al calculates the actual
travel time between them. If rush-hour conditions add 20 minutes to the drive, it suggests swapping
the order or adjusting departure times.

Build two versions of the daily route. Plan A covers normal conditions; Plan B handles rain or heavy
traffic. Add 10 to 20 minutes of buffer between each leg. Unexpected things happen in the field , a
conversation with a merchant runs long, a photo with a supporter eats up time. With buffer built in, the
candidate still arrives at the next stop on schedule.

Automated daily briefings cut the workload of the support team considerably. Each briefing covers
three things. The first is yesterday's key results: how many people the candidate met, what reactions
came up, and how many new supporters were confirmed, all expressed in numbers. The second is
today's schedule and goals: where to go, who to meet, and what to say, presented as a concise
summary. The third is risk factors to watch: weather, the opposing candidate's movements, and press
schedules, each noted briefly.
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Prepare the briefing in three versions: one for the candidate, one for the support team, and one for
general distribution. The candidate's version strips away most text and keeps only times, locations,
and key talking points. The support team's version adds contact numbers, parking information,
on-site routes, and photo opportunities. The general version tells everyone which events are
happening, where, and when.

Here's a real example.

One National Assembly candidate's campaign had to cover eight locations in a single day. Planning
the route by hand resulted in more than three hours of travel time. After introducing an Al route
optimization tool, travel time dropped to two hours. The hour saved allowed the team to add one more
senior center visit. The candidate said, 'WWe had time to spare, so | could sit down and really talk with
the elderly residents.'

One campaign turned the daily briefing into an audio file. The idea was to let the candidate rest with
eyes closed during travel and listen instead of read. They used TTS (Text-to-Speech) to convert the
text. After hearing the three-minute audio briefing in the car, the candidate stepped out fully up to
speed and moved straight into natural conversation with merchants. Daily audio briefings can also be
produced for local voters, since all kinds of content circulate in all kinds of formats during election
season.

The benefits are clear. The candidate conserves energy while spending more time with voters.
Personal aides shift time previously spent on route planning to managing what actually happens on
the ground. When a briefing is ready automatically every morning, the whole campaign starts the day
with less chaos.

Prompt Example 1: "Please rearrange the 10 campaign locations in the table below into a single day's
schedule. The goal

is to minimize total travel time. There are four constraints. First, keep 12:00 to 1:00 p.m. free for
lunch. Second, the 3:00 p.m. roundtable is mandatory. Third, allow 25 minutes at each location.
Fourth, build in 15 minutes of buffer between each leg. Output format: a timetable, travel times, a
one-line summary of each visit's purpose, and a checklist of materials needed."

Prompt Example 2: "Below is yesterday's activity log. Use it to produce a one-page daily briefing.

Format as follows. First, yesterday's key results in 5 lines with numbers. Second, today's schedule
summarized in 6 lines, each with its purpose. Third, risk factors to watch in 3 lines. Fourth, one line
each for what the organization team, communications team, policy team, and accounting team need
to do today."

2 Volunteer and Organization Report Collection, Summarization, and Automated Announcements

Every campaign runs on large numbers of volunteers and organizers. What they see and hear in the
field is valuable intelligence.
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The problem is volume. When more than 100 reports come in a day, it's impossible for people to read
and process each one. Al can automatically gather scattered field reports and pull out what matters.

The starting point is standardizing the reporting form. Build an input form using a tool like Google
Forms or Airtable.

Keep the questions short. Area of activity, hours worked, number of people contacted, reaction rating
(positive/neutral/negative), three issues raised on the ground, whether immediate action is needed,
and a link to photos or video , that's enough.

Volunteers fill out the form on their smartphones. No long paragraphs required , just fill in the blanks.
Collect the submissions and hand them to Al for processing.

All submitted reports flow into a single spreadsheet or database. What matters here is storing the field
data in separate columns , one field per data point.

Being able to filter by region, issue, or team makes later analysis much easier. Each night at a set
time, Al automatically analyzes all reports received that day. It identifies recurring keywords,
categorizes positive and negative reactions, and flags cases that need an immediate response.

From the summary, the system drafts the next day's announcement. Long announcements go
unread. Keep it to: tomorrow's assembly time and location, tasks by role, materials needed,
prohibited actions, and one standout example from today. Fix the announcement template and the
campaign's tone stays consistent. Al fills in the content; a person reviews it and hits send.

There's something easy to overlook in volunteer management. Volunteers are a valuable asset that
needs tending. Poor guidance or assignments that feel meaningless drive people away fast.
Automation is not a replacement for volunteer coordinators , it buys them time to actually look after
people.

One mayoral campaign received 120 field reports a day. Two members of the organization team were
reading through them every night to the point of exhaustion.

They cut the report form down to 8 questions and required issues to be entered as keywords only. Al
finds patterns in keywords far more reliably than in long sentences. The analysis showed 'parking' as
the top keyword for three straight days. The campaign immediately moved a parking-solutions pledge
to the front of its platform and got strong responses in that area.

One campaign used Al to gather field photos submitted by volunteers and produce a one-minute
video each day. Published in the volunteer group chat every morning under the title "Today's
Highlights,' the videos gave volunteers a lift when they saw themselves on screen. The videos also
doubled as social media content.

The results are clear. Missed reports drop and field issues reach campaign headquarters faster.
Announcement quality becomes consistent and confusion among organizers falls. Volunteers feel
that their reports actually shape how the campaign runs, which keeps them engaged. Managers step

86



out of pure data collection and back into their real job: motivating people.

Prompt Example 1: "Please summarize the 40 volunteer activity reports received today. Cover four
things.

First, identify the key issue in each region. Second, list the top 10 recurring keywords. Third, note any
cases requiring immediate action and explain why. Fourth, select two standout examples to include in
tomorrow's announcement. Output should fit on one page."

Prompt Example 2: "Based on the summary below, write tomorrow's volunteer announcement.
Format as follows

There are five. First, announce the assembly time and location. Second, divide tasks by role. Third,
list what to bring. Fourth, specify what not to do on-site. Fifth, include one sentence of thanks for
everyone who worked hard today. Keep sentences short and organize in list format."

3 Accounting and Receipt Classification

Financial matters are the most sensitive part of any election campaign. A single receipt handled
incorrectly can create serious problems later. When the election ends, the campaign must submit an
accounting report to the National Election Commission.

Sorting through thousands of receipts is no small ordeal.

With Al, receipts can be classified automatically the moment they come in, and you can receive
warnings before the budget is exceeded.

Implementation starts with defining how receipts will be collected.
There are two methods.
The first is photographing receipts with a smartphone app and uploading them.

The second is sending receipt photos by email. An app with optical character recognition (OCR)
technology automatically reads the date, amount, and merchant name from each receipt.

No one needs to type numbers in by hand.
There is information that must be entered when uploading a receipt.

Three things: who spent it, which team spent it, and what it was spent on. Without this information,
tracking it down later takes far too long.

Al automatically classifies uploaded receipts. The campaign sets expense categories in advance:
printing, vehicle maintenance, fuel, refreshments, venue rental, equipment, online advertising, and
communications, among others.
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Al reads the receipt content and recommends the closest matching category. Ambiguous cases are
flagged as "Needs Review" and a question is sent to the person in charge.

The over-limit warning feature matters.

The accountant's job is not to tidy up money already spent. It is to manage money going forward. The
budget is broken into weekly segments, with remaining balances calculated daily by category.

When the remaining balance drops below 20%, a yellow warning goes out. Below 5%, a red warning.
Sending warnings only to the accountant is too late. The teams that actually spend the money,
namely operations, communications, and planning, must receive them too, or nothing changes.

Al also handles drafting reports.

When a person writes the report, it runs long. When Al writes it, the content tends to be too generic.
The fix is to lock in a fixed format: total weekly spending and income, the top five categories by
spend, items at risk of exceeding budget, projected spending for next week, and items requiring a
decision. Five things only.

Al reads the data and fills in sentences to match this template.

One campaign had a difficult time after the election when receipts got mixed up and lost. The
accountant had to work through the night for two weeks straight. This time, they introduced an Al
accounting system. When receipts were photographed and uploaded, dates and amounts were
recorded automatically.

Al flagged receipts in advance: "This is an informal receipt and may not be accepted as valid
documentation.”

The person in charge collected proper receipts instead. The day after the election ended, the report
draft was already complete.

There was a time when the communications team nearly blew the budget rushing to place a print
order.

A print order form was created, and whenever it was submitted, a budget check ran automatically.
The prompt read: "150,000 won remains in the print budget. Proceeding with this order will exceed
the budget." The communications team adjusted the quantity.

The results of this approach are clear.

Missing documentation decreases and spending patterns change. Instead of regretting expenditures
after the fact, teams adjust before they spend. When the accountant works fewer nights, the whole
campaign makes fewer mistakes. Real-time visibility into the budget prevents running short, or sitting
on a surplus, in the final stretch of the election.
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Prompt Example 1: "Please classify the 25 expense entries received today. The campaign's expense
categories are: printing, vehicle,

fuel, refreshments, venue, equipment, online advertising, communications, and other. For each entry,
choose the matching category and state the reason in 10 words or fewer. Flag ambiguous entries as
Needs Review and write one question to confirm the category."

Prompt Example 2: "The table below shows this week's spending against budget. Based on this, draft
a weekly accounting

report draft. Include four things. First, summarize the overall situation in 5 lines. Second, list 3 items
at risk of exceeding budget and their causes. Third, write the spending outlook for next week in 3
lines.

Fourth, list items requiring a decision in 3 lines."
4 Fundraising Strategy and Donation Requests

Running an election costs money. Raising legal donations is at the core of campaign operations. But
shouting "please help" at everyone gets no one to open their wallet. Who you ask, when you ask, and
what words you use: these things matter. Al analyzes data to build the most effective fundraising
strategy and writes personalized appeals that move people.

Implementation starts with segmenting donors. Donors cannot be treated as one block. Divide them
by three criteria: relationship, amount, and interest. Relationship covers family, acquaintances,
professional contacts, local residents, and people known only online. Amount breaks into small,
mid-range, and large. Interest includes local grievances, specific policy areas, and the candidate's
personal story. These three dimensions alone are enough to make the appeal different for each
group.

Plan the contact sequence. Fundraising never ends with a single ask. It takes multiple rounds:
requesting, thanking, and updating donors on progress. For example, send an advance notice 21
days before election day. Present the core ask and target amount 14 days out. Share the current
fundraising progress 7 days out. Send a closing deadline alert 3 days out. Send a thank-you message
the day after the election.

Set this flow in advance and fundraising keeps moving no matter how busy the campaign gets.
This is where Al truly earns its keep: writing the copy.

Email automation tools include a feature called merge tags, which automatically insert the recipient's
name or area of interest. Al quickly generates different copy for each segment. For small donors, it
writes: "Small contributions create big change." For major donors, it writes a message explaining
exactly where the money goes and what results to expect.

Three sentences carry the donation ask.
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First, explain why money is needed right now. Second, state how much is needed and what it will
fund. Third, tell donors exactly how to give. Make these three points clear and donors can make up
their minds quickly. Write too much and nobody reads it.

Here's how it plays out in practice.

One campaign launched a small-donor crowdfunding page but saw weak participation early on. They
rewrote the opening line. Instead of starting with a policy explanation, they opened with a scene from
the field. The message began: "Yesterday at the market, | met a grandmother worried about her
grandson's tuition." The response changed immediately. Feed Al three field-report summaries and
have it write an opening for the donation ask, and the material never runs dry.

Many campaigns send one donation request and stop there. In reality, follow-up messages decide

the outcome. Send a thank-you to people who have already given, and a gentle reminder to those

who haven't. Set up automation to distinguish between the two, and you cut unnecessary duplicate
requests while improving conversion.

One thing to keep in mind about fundraising.

Fundraising succeeds when the candidate makes the ask in person. Al cannot substitute for that. It is
a tool for organizing who to reach out to, what to say, when to send, and in what words. The
candidate picks up the phone or meets donors face-to-face. The team backs them up with polished
copy and a clear schedule.

Prompt Example 1: "Divide the donor list below into four groups: small-amount mass donors,
mid-level potential, and high-

level potential, and influencers (people who can introduce other donors). For each person, suggest a
recommended ask amount and one line of copy that fits best. Input fields are: relationship,
occupation, interests, previous donation history, and closeness."

Prompt Example 2: "Draft a donation-request email for the mid-level group of local small-business
owners. There are fi

ve conditions. First, suggest three subject lines. Second, keep the body under 1,200 characters.
Third, include a placeholder for the recipient's name. Fourth, list three uses of the donation funds.
Fifth, close with one thank-you sentence. Also write a 90-character text message version with the
same content.”

5 Preventing Overlap and Consolidating Communication
The bigger the campaign grows, the more duplicate-contact problems appear.

The PR team and the organizing team each reach out to the same reporter separately. The policy
team and the fundraising team send separate requests to the same organization. Different volunteer
mobilization notices go out to the same volunteers. This is not a motivation problem. It is a structural
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one.

Al consolidates all contact records in one place, eliminates duplicates, and keeps the campaign
speaking with one voice.

Implementation starts with forming a core team.

Campaigns constantly face decisions that need to be made fast. A core group of three to five key
people must quickly align on schedules, messaging, and responses. Automation design focuses on
turning those core team decisions into distributable documents and announcements.

Build a single-channel system.

This doesn't mean only one person handles all external communication. At minimum, who contacted
whom and when must all be recorded in one place.

Use a contact ticket system. Each ticket contains: the contact's name, affiliation, and contact details;
the purpose of the outreach; the responsible team and assigned person; the status (draft / under
review / sent / complete); the last contact time; and the next action step.

Once a ticket is created, other teams check by searching before reaching out to the same contact.
Running on search rather than memory is what eliminates duplicates.

Records that just pile up go unread. Set automatic alerts only for status changes. When a press
outreach ticket moves to "sent," a notification automatically appears in the PR team's channel.

Integrated communication has operating rules that must be followed. Announcements go out through
one channel only.

All outward-facing copy comes only from the final copy repository. If a team wants to send a different
message, they first create a ticket and get core team approval. When a schedule changes,
announcements are automatically updated or a re-send notification goes out.

One campaign ran into a problem on event day. The organizing team had notified volunteers of a
changed meeting point, but the PR team had already directed reporters to the old location. The
system was changed so that when a venue changes, the relevant announcement templates update
automatically. With venue information managed in one place, that kind of confusion disappeared.

There was a case where a donation request and a policy consultation request were sent to the same
organization at the same time, and the other party was displeased. The ticket system was set up so
that searching for a target organization shows any requests currently in progress. If there is an active
request, new requests are automatically marked as pending. The core team then sets priorities and
contacts the organization in order.

Inside the campaign, relying on memory alone for who said what causes problems. Documenting
Slack channel messages by topic reduces disputes later and helps new team members get up to
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speed faster. Conversations stop scattering and become part of the record.
The results of this approach are clear. Duplicate contacts to the same person drop.

The campaign speaks with one voice. Speed increases in a crisis. When the core team makes fast
calls and automation handles distribution, people can focus on persuasion and fieldwork.

Prompt Example 1: "Below is a log of external contacts. Identify contacts where duplicate outreach
may have occurred, along with the

reasoning. If duplicates are confirmed, do two things. First, propose consolidating the responsible
teams into one. Second, draft a message to send the contact, including an apology, a summary of the
situation, and guidance on who will serve as the single point of contact going forward."

Prompt Example 2: "I'm attaching the core team meeting notes. Based on this, create an integrated
daily communication

plan. It should cover five things. First, write three outbound messages for today: one for journalists,
one for supporters, and one for volunteers. Second, set a posting schedule for each channel. Third,
assign a person responsible for each message. Fourth, identify five expressions to avoid using today.
Fifth, prepare five anticipated questions, each with a one-sentence answer."
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Chapter 8. Defense Against False Information
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1 The Disinformation Ecosystem

In elections, disinformation is not simply a matter of lies spreading. A peculiar phenomenon has
emerged in recent campaigns.

As deepfake technology has advanced, anyone can now create fake video or audio. This has
produced a strange situation. Even when genuine footage of a politician's misconduct surfaces, their
supporters will believe them if they insist, "That's a fake made by Al." People today know deepfakes
exist. The wrongdoer ends up escaping accountability. This is the liar's dividend.

Understanding this phenomenon requires knowing how disinformation moves. The disinformation
ecosystem consists of five main elements. The first is producers: people who create the raw material,
whether false claims, manipulated images, synthetic audio, or edited video. The second is carriers:
channels that pass this material along, such as online communities, group chats, and anonymous
accounts. The third is amplifiers: engines that spread information far and wide, including bots,
resharing networks, and recommendation algorithms. The fourth is audiences: people who consume
information by attaching it to stories they already want to believe. The fifth is platforms: the spaces
where all of this takes place.

Knowing this structure changes how you defend yourself. Deleting a single post is not enough. You
need to address both the channels information travels through and the engines that push it further. A
campaign can run a system that uses Al to trace back "who started a lie, on which channel, and what
exactly they said."

The practical approach is to build a habit of proving authenticity into everyday campaign operations.
For important statements and events, keep the original files and record the time and location of
filming, who filmed it, and where the original is stored.

Post the same message simultaneously across multiple channels from official accounts, thickening
the official trail. Don't keep only short clips of the candidate's words and actions , also preserve longer
footage that includes the surrounding context. The liar's dividend grows wherever context has been
stripped away.

Consider this case. Genuine footage of a politician behaving rudely toward a market vendor appeared
online. In the past, this would have prompted an apology. Instead, the politician claimed, "This video
is a fake produced by the opposing side using Al." Because people know deepfake technology has
improved, they began to wonder: "Could it actually be fake?"
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The truth was buried and the politician escaped criticism. By contrast, when footage of a different
candidate's past verbal slip began circulating, that candidate immediately acknowledged, "This has
not been manipulated , it is a genuine mistake | made." The public responded with goodwill, calling it
honest, and the attackers collected no dividend.

The payoff is clear. When an attack comes, you can pull out a ready bundle of genuine evidence
immediately. When voters come to see your campaign as "the one that keeps records and cites
sources," trust accumulates. If the opposition cries "fake" too often, you can build a situation where
that overuse erodes their own credibility.

[Prompt Example 1] "From the perspective of an election campaign, explain the disinformation
ecosystem using the five categories of producer, carrier, amplifier, audience, and platform. For each
category, suggest three defensive actions our campaign can take, and add one sentence describing
the expected result of each action. Write in plain language." [Prompt Example 2] "Explain why the
Liar's Dividend occurs using two examples clear enough for a middle school student to understand.
Create a checklist of ten authenticity-verification items a campaign should prepare in advance.
Include what records need to be kept."

2 Social Media Narrative Monitoring and Tracking Spread Pathways

Watching how false information spreads on social media is called narrative monitoring. A narrative
here means the current of a story that people are coming to believe. What matters is not a single post
but the larger trunk formed when many posts and comments flow in the same direction.

When a narrative trunk like "the candidate is wealthy and out of touch with ordinary people" takes
hold, photos, short clips, provocative sentences, and satirical images attach themselves to it. A
campaign's job is not only to request takedowns but to see where the trunk started and which paths it
is spreading along.

Fake news may seem to appear out of nowhere, but it actually follows a predictable path. It begins in
a small community or group chat, gradually reaches influential YouTubers or social media
personalities, and eventually makes it into the news. Tracking this path requires using Al tools to
monitor how often specific keywords are mentioned.

Implementation looks complicated, but it comes down to following a clear sequence.

First, build a watchlist. Include the candidate's name, nicknames, family members, key policy terms,
local issues, the names of competing candidates, and any insults or mockery phrases commonly
attached to the candidate.

Second, build a channel list. Identify the key spaces to monitor: news comment sections, local online
communities, YouTube comments, Twitter (X), Instagram, TikTok, and group chats.

Third, set an observation routine. Generate reports at fixed times two or three times a day, and set up
instant alerts when a sudden spike appears. Even free tools such as Google Alerts can help.
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Tracking the spread pathway cannot stop at "who posted it first." In practice, you need to look at four
things together.

The first is seed accounts: accounts that made the original post or started the initial spread.

The second is amplifier accounts: accounts with large followings or those that repeatedly reshare the
content.

The third is bridge accounts: accounts that carry content from one community over to a different
platform.

The fourth is mutation accounts: accounts that repost the same message with slight alterations each
time.

Distinguishing these four types changes how you respond. Cutting off amplifiers and bridges is often
more efficient than trying to stop the seed accounts.

Tracking how the format changes matters too. A piece of disinformation may start as a long written
post, then become a short image macro, and finally circulate as synthetic audio or a screenshot.
When the format changes, reporting and rebuttal get delayed. Reports should therefore note not just
a content summary but also whether the format is text, image, video, or audio.

A fake video once spread claiming that insects had been found in a beverage company's product.
Through monitoring tools, the company traced the video back to a social media account belonging to
an employee of a specific competitor. It also identified that the video was spreading rapidly through
parenting cafes and cooking-related open chat rooms. The moment the company confirmed this
pathway, it sent precise lab data to the administrators of those parenting cafes and quieted the rumor.

This kind of monitoring delivers two benefits. You can catch a problem at the small-spark stage
before it grows into a full attack. And knowing where a story is flowing lets you place your response
precisely where it's needed rather than issuing a blanket rebuttal. That cuts down on the risk of
amplifying the story by overreacting.

[Prompt Example 1] "I will provide our candidate's name, district, and three core policy pledges.
Please generate 60 social media monitoring keywords. Organize them into groups: candidate-related,
policy-related, local issues, comparisons with competing candidates, and smear or mockery phrases.
Next to each keyword, add a brief note explaining why it matters." [Prompt Example 2] "Below are
summaries of 30 posts collected today. Group them into five narratives and estimate each narrative's
spread stage from the following: seed, early spread, rapid spread, plateau, or decline.

From those, select the two most dangerous items and suggest a response direction for each within
the next six hours. Keep the sentences short."

3 Deepfake Attacks
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A deepfake attack does not end when a single video appears. Within a short window, copying,
re-editing, and re-uploading repeat in rapid succession. A campaign must therefore operate not by
making one-off judgments but by following a protocol, a set of rules that anyone on the team executes
in the same order every time. Working through a predetermined sequence prevents the campaign
from losing time to panic.

The response system consists of four stages: detection, documentation, reporting, and rebuttal
distribution.

The detection stage is easier to manage when divided into three layers.

The first layer is a common-sense check. Look at where the content comes from, whether an original
link exists, who shared it first, and whether the date and location add up.

The second layer is technical verification. For video, use basic verification tools: keyframe extraction,
reverse image search, and metadata checks. Plugins like InVID bundle all of these in one place.

The third layer is cross-checking. Gather footage of the same scene from different angles, official
schedule records, eyewitness accounts from people on the ground, and broadcast originals. If even
one element looks suspicious, don't draw conclusions about the whole picture.

Documentation is half the rebuttal. Saving only a screenshot often loses the case. At minimum,
preserve these as a single bundle: the time of initial discovery, the original link and account
information, view counts and share counts at that moment, downloaded files (originals where
possible), a list of similar copies, and an internal camp memo noting what looked wrong. Deepfakes
are frequently deleted after the fact, making evidence disappear. That's why you need to bundle
everything the moment you find it.

Reports move faster when they come as a clean package, not as an emotional complaint. Platforms
don't act just because the complaint is long. Keep it concise: who was impersonated, what was
manipulated, what harm is anticipated, and the relevant links. Nothing more. YouTube has also
introduced tools that require disclosure of synthesized or altered content. These policy changes give
you a solid basis when drafting your report.

Speed and format both matter when distributing a rebuttal. In practice, prepare three versions as a
set. The first is the one-sentence version: "This audio or video is fabricated. The official original is
here." The second is the 30-second version: three fact-check points and a link to the original. The
third is the detailed version: a timeline, original files, on-site records, and the verification process.
Produce all three at the same time, so you can push the one-sentence version on KakaoTalk, the
detailed version to reporters, and the 30-second version on social media.

Use the Truth Sandwich technique when rebutting. State the truth first, then briefly name the false
claim, then close by reinforcing the truth. Simply saying "That's fake" can end up amplifying the false
claim.

96



This protocol has three effects. First, the camp stays steady: it's clear who makes decisions. Second,
materials ready for platforms and media cut response time. Third, each time the same attack repeats,
the camp's response gets faster, raising the cost of production and distribution for the other side.

[Prompt Example 1] "I want to verify suspicious content at the link below. Please create a three-stage
checklist covering common-sense check, technical check, and cross-check, and list the evidence to
preserve at each stage. At the end, draft three rebuttal versions (one sentence, 30 seconds,
detailed). Keep sentences short." [Prompt Example 2] "Please write a platform report. Requirements:
include whether impersonation occurred, the method of manipulation (synthesized audio, edited
video, etc.), potential harm, and a list of relevant links. Keep it under 800 characters. Avoid
inflammatory language that could amplify the attack."

4 Early Warning and Response Timing for Malicious Rumors
Timing is everything when responding to malicious rumors.

Respond too early and you broadcast a rumor nobody had heard of. Respond too late and people
have already decided to believe it. This is called the Streisand Effect: the harder you try to suppress
something, or the louder you react, the bigger it grows. That's why an Early Warning System is
essential.

Early warning needs numerical thresholds. Use signals like the following.

Mention volume for a specific keyword triples compared to normal, negative sentiment spikes sharply,
the same sentence is copied across multiple accounts, the content spreads across platforms (from
community boards to YouTube, from YouTube to social media), reporters start sending inquiries out
of nowhere. Tools matter for tracking these signals, but human observation matters just as much.
Repeated questions at call centers or on the campaign trail are useful sensors too.

Faster is not always better when it comes to response timing.

Rumors have a lifespan. At the seed stage, some die quietly on their own. Judge along two axes. The
first is harm size: does this affect the candidate's reputation, safety, or voter behavior? The second is
spread speed: is this growing by the minute right now? If harm is high and spread is fast, respond
immediately. If harm is low and spread is slow, recording and watching may be the right call.

Running a traffic-light warning system helps. Green (ignore): only a handful of trolls are talking and
ordinary voters show no interest. No response is the right move. Yellow (caution): the rumor is
starting to circulate in local communities and moderate voters are beginning to ask "Is this true?" At
this stage, prepare fact-check materials and settle on an internal position.

Red (immediate response): a news outlet is about to run a story, or view counts are exploding.
Missing the golden window here is not an option. Issue an official rebuttal immediately, hold a press
conference, or push out card news.
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Prebunking is also a useful technique. The idea is to plant immunity before a major attack hits, letting
people know in advance that this type of manipulation might be circulating.

Identify about five manipulation patterns you expect: synthesized audio, cropped screenshots,
distorted statistics, fake polls, anonymous exposés. For each pattern, produce a card with one
warning sentence and two ways to verify. Slot these into your regular content calendar. When a real
attack arrives, you can frame it as "the pattern we already warned you about." The attack stops
feeling like a shocking new blow and starts looking like a predictable tactic.

Consider a restaurant facing rumors about its hygiene. When the first one or two blog posts appear,
the owner quietly records a video of the kitchen being cleaned and keeps it ready.

The moment that rumor is about to hit the top of a local community board, the owner posts the kitchen
video with the message "This is how we clean every day." Showing the truth just before the rumor
peaks turns the whole episode into an opportunity to cement the restaurant's reputation for
cleanliness.

This approach has two effects. First, the camp doesn't get dragged into a panic. Second, voters slow
down before reacting. False information loses speed. That time gained can make a decisive
difference in an election.

[Prompt Example 1] "Below is a summary of ten rumors detected today. For each, please organize in
a table: harm level (high/medium/low), spread speed (fast/moderate/slow), recommended response
(immediate rebuttal/monitor/preemptive notice), and a list of evidence needed. Keep sentences
short." [Prompt Example 2] "Please plan five Prebunking content pieces for our camp to post in
advance. Each piece should include: expected manipulation pattern, why people are likely to fall for it,
two ways to verify, and a tagline under 80 characters. Write so that a middle-school student can
understand."

5 Responding to Disinformation from the Opposing Camp

Case analysis is not about watching others make mistakes. It's a shortcut that saves your camp time.
In elections, the same attacks repeat in different forms. Keeping a case library means faster
decisions when the next attack comes. Know your enemy and know yourself: analyzing how the
opposing camp responds to disinformation helps you shape your own strategy, and teaches you how
to defend when the same tactics are used against you.

The analysis framework should stay simple. Summarize each case in six cells only.

The attack claim (one sentence), the first channel where it spread, amplification channels (where it
moved next), the camp's initial response time, the rebuttal tools used (original disclosure, press
briefing, platform report, supporter sharing, etc.), and the outcome (spread decline, change in media
framing, base consolidation, etc.).

That's enough to use directly in internal camp training.
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Successful response cases share a few common traits.

The first is speed. Camps that handled it well were tracking the issue from the moment it appeared
through Al monitoring, then released fact-check materials at exactly the right moment.

The second is transparency. Rather than simply denying in words, they put forward concrete
evidence: original footage, original documents, log records.

The third is humor and wit. Reacting too seriously can pull you into the other side's framing. Some
camps responded to outlandish fake news with a humorous meme, making the people who created it
look ridiculous.

Here is an overseas election example. The opposing side spread rumors about the candidate's
health. Instead of getting angry, the candidate went live showing himself exercising and immediately
posted his medical checkup results online. He didn't fight with words. He showed the facts.

The Slovak parliamentary election on September 30, 2023 went down in history as the first case of Al
deepfakes directly interfering in an election within the European Union. The race was a tight contest
between the pro-Western Progressive Slovakia party and the pro-Russian SMER party; polls showed
Progressive Slovakia's leader Michal Simeé&ka narrowly ahead.

On September 28, just two days before the election, an audio file that originated on Telegram spread
rapidly through social media including Facebook and Instagram.

This deepfake audio was designed to sound like a phone call between Michal Simeéka, leader of the
Progressive Slovakia party, and Monika Tédova, a prominent investigative journalist at the
independent outlet Dennik N. The conversation was fabricated to make it appear that Simecka was
discussing how to rig the election at polling stations and conspiring with the journalist to buy votes
from Slovakia's marginalized Roma minority.

The deepfake's most calculating feature was the timing of its release. Under Slovak election law, both
media and politicians are subject to a moratorium , a 48-hour silence period before election day
during which election-related coverage is prohibited. This made it nearly impossible to widely counter
the claim that the audio was fake. Simeg¢ka and Dennik N immediately stated the audio was false,
and AFP's fact-checking team found evidence of Al manipulation, but the legal constraints of the
moratorium prevented these rebuttals from reaching enough voters.

In a later CNN interview, Simeé&ka acknowledged that 'the voice actually sounds like me,' and noted
that for voters who already held conspiratorial beliefs, the deepfake served to reinforce what they
already thought was true.

Suspicions of Russian involvement also surfaced. Just before the deepfake spread, Russia's Foreign
Intelligence Service (SVR) released a statement claiming the United States was interfering in
Slovakia's election to help Progressive Slovakia win. SVR Director Sergei Naryshkin alleged that the
U.S. had instructed allies to work with political and business figures 'to secure the voting outcome
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America wants,' and specifically named Simecka in that statement. The claims in the SVR statement
and the content of the deepfake aligned precisely , both targeted Progressive Slovakia and promoted
the same false narrative.

This deepfake was not a one-off. Around September 23, a week before the election, the far-right
outlet Kulturblog released a manipulated audio clip designed to sound like then-President Zuzana
Caputova endorsing Milan Mazurek, a candidate from the far-right Hnutie Republika party. Five days
before the election, Republika released two propaganda videos attacking the LGBTQ community,
using Al-cloned voices of President Caputova and Simecka to make it appear they had said things
they never actually said. On September 26, another clip with an Al-synthesized voice of Simecka
circulated, falsely claiming that Progressive Slovakia planned to raise beer prices by 70 to 100
percent.

Meta's manipulated media policy covered only video deepfakes, so audio deepfakes slipped through
that gap and continued to circulate on the platform. Fact-checkers tried to trace the deepfakes, but
because they first appeared on Telegram, an encrypted messaging app, identifying the original
source was nearly impossible.

In the election, Simec¢ka , who had been leading in polls , lost, and the pro-Russia Smer party led by
Robert Fico won. This sparked speculation that the election had become 'the first to be overturned by
deepfakes,' and Slovakia's case came to be widely seen as 'the dawn of a new era of disinformation."'

That said, it would be too simple to say deepfakes alone determined the outcome. Slovakia is one of
the most conspiracy-prone countries in Europe, and a significant portion of Fico's pro-Russia base
likely refused to participate in polls, which may have caused his actual support to be undercounted.

Pro-Kremlin websites and social media accounts had also been active since 2010, spreading
Kremlin-aligned narratives. And public trust in Slovak media was at a historic low heading into the
election , a factor that cannot be ignored.

The lesson from this case is clear. Al deepfake technology has become a potent tool for influencing
elections, and targeting the period just before election day , when there is too little time to mount a
rebuttal , can be devastatingly effective. The attack on journalist Tédova was the first reported case
within the EU of Al being used to manipulate a journalist's image. It stands as a warning that
deepfakes can be used to undermine press credibility and threaten democracy.

The biggest benefit of studying these cases is the same as getting a vaccine. Knowing what kind of
attack is coming means you can respond calmly instead of scrambling. You can also turn the
opponent's lies around on them , using each attack as a chance to show the public how dishonest the
other side really is. Internal training accelerates. Pre-built rebuttal templates organized by attack type
start to accumulate. And all of it carries forward as an asset in the next election.

Running simulated war games with Al is also worth doing. Split your campaign into a Red Team and
a Blue Team, and assign the Al the role of the Red Team. Tell it: 'Imagine you are a strategist for the
opposing candidate. Design the most damaging piece of disinformation you could plant against our
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candidate.' Then have the Blue Team practice their defense against the Al's attack scenarios. Once
you have had that inoculation, you can respond by the playbook no matter what comes at you on
election day.

[Prompt Example 1] 'Below are summaries of five disinformation incidents. For each one, break
down: attack type (rumor / manipulated image / synthetic audio / context stripping / fabricated
statistics), how it spread, three things the response got right, three things the response got wrong,
and five rules our campaign should apply. Write in plain language.' [Prompt Example 2] 'Draft a
one-page disinformation response playbook. Include: five things to do the moment you spot the
attack, five things to do within two hours, five things to do within 24 hours, and a rebuttal template set
in three formats (one sentence / 30 seconds / detailed). Write it so a middle-school student can read
it.'
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Chapter 9. Legal Foundations
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When using Al in an election campaign, staying within the law is the most important thing. No matter
how effective a promotional piece may be, breaking the law can cause serious damage to a
candidate. This chapter covers how to use Al technology safely while identifying and managing the
campaign's legal risks before they become problems.

1 How to Distinguish "Electioneering" from "Preparatory Activities" under the Public Official Election
Act

When using Al in a campaign, the first thing to understand is whether what you're doing counts as
'electioneering' or merely a 'preparatory activity.' The law strictly bans electioneering before the
designated period. Appealing for votes is electioneering; researching policy while preparing to run is a
preparatory activity. The line between the two is complex enough to confuse even legal experts.

Al lets you check that boundary before you act.

Feed the National Election Commission's Q&A case collections and Supreme Court precedent data
into an Al to build a Knowledge Base. You can use GPTs, Gemini's Gems, Claude or ChatGPT's
Projects, or NotebookLM.

Ask the Al whether a planned event or piece of text counts as electioneering or a preparatory activity,
and it will scan for key phrases such as 'soliciting support' or 'promoting election,’ then report the risk
level. Color-coding results red, yellow, and green like a traffic light makes it easy to read at a glance.
Consulting directly with a National Election Commission guidance officer is always a good idea, but
active use of Al is equally necessary.

Al also rewrites ambiguous language into safer alternatives. The phrase "Please send me to the
National Assembly" can be problematic before the official campaign period. Ask the Al to "rewrite this
as a routine greeting," and it will return something like "I will work hard for the development of our
community" , a safe replacement.

One prospective candidate wanted to send a holiday greeting message.

When the Al reviewed the draft, it flagged: "This content contains language that solicits support and
may constitute a violation of pre-campaign electioneering rules." The Al suggested replacing it with
the neutral phrase "Wishing you a happy holiday," and the candidate delivered the greeting without
any legal issues.
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Using Al as a first-pass legal filter catches the kind of mistakes that are easy to make without
thinking.

Completing a basic review before consulting a lawyer also saves both time and money.

[Prompt Example 1] "Below is a draft greeting our prospective candidate will use at a local festival.
Since the candidate has not yet registered as a preliminary candidate, no electioneering is permitted
at this time. Please analyze this speech for any language that solicits support or could influence the
election, and rewrite any problematic sections as routine courtesies." [Prompt Example 2] "Please
create a checklist that explains the difference between electioneering and preparatory activities under
the Public Official Election Act. Write five yes/no questions that our campaign volunteers can use to
judge on their own whether a post they are about to publish on social media would violate the law."

2 The Core of Deepfake Regulation: The 90-Day Window and the Labeling Requirement Before It

A deepfake is a fabricated video or voice created by Al. Because it looks and sounds real, the risk of
deceiving voters is significant.

South Korea's Public Official Election Act bans all use of deepfake videos in campaigning starting 90
days before election day. This is one of the strictest regulations of its kind in the world. Even outside
that 90-day window, any content produced by Al must carry a clear disclosure stating it was
Al-generated.

Campaigns need a system that tracks these dates automatically and reviews content for compliance.
Start by setting up an Al Calendar Alert System. Enter the election date into an Al assistant; it will
calculate the D-90 date and register a list of prohibited actions in the campaign-wide calendar from
that point forward. An alert such as "Effective today, all use of Al-generated candidate voice and
video is strictly prohibited" can be sent to every staff member.

A Content Auto-Labeling workflow is also necessary. Configure your image-generation Al or video
editing software to automatically embed a watermark in the corner of every output. You can prompt
the Al: "Place the phrase 'This content was produced by Al' in a position and style that fits the
design." This prevents staff from accidentally omitting the required disclosure and incurring fines.

A candidate in India used an Al avatar to explain policy pledges in multiple regional languages. Each
video clearly disclosed "This is an Al avatar," earning the candidate a positive reputation as someone
who uses advanced technology well. By contrast, in the United States a robocall incident used a fake
voice mimicking President Biden to discourage people from voting, sparking major controversy. Strict
compliance with the rules signals to voters that a candidate is honest.

[Prompt Example 1] "The election date is April 10, 2024. Using the deepfake regulation provisions of
the Public Official Election Act, calculate the D-90 date on which producing and distributing deepfake
videos becomes fully prohibited. Then write three deepfake warning messages to be sent to the
campaign team every morning starting from that date." [Prompt Example 2] "We have created an
Al-generated character poster of our candidate. To meet the legal disclosure requirement, please
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write the Al-generated content notice to be placed at the bottom of this poster. Recommend the exact
wording, font size, and placement position so that voters can easily identify it without compromising
the design."

3 Limits on Frequency, Timing, and Required Disclosures for Text Messages, Phone Calls, and
Online Activity

Campaign text messages and phone calls are the part voters find most exhausting. The law strictly
specifies how many can be sent, when they can be sent, and what disclosures they must carry. Text
messages are subject to a total send-count limit, and sending them late at night is prohibited.

Al technology lets you manage these complex rules without gaps.
The key is using an Al Send Manager.

Connect Al to the bulk text-messaging system so it automatically counts every message sent. As the
limit approaches, it displays a warning: "One send remaining. Choose carefully."

The Al checks whether the opt-out notice or the required 'election campaign information' label is
missing. It catches the small print and mandatory phrases that a person might miss, in about a
second.

Al also handles timing. Program the scheduled-send system with the rule: "No messages during
nighttime hours (11 p.m. to 6 a.m. the following day)." Even if a staff member accidentally hits send at
11:05 p.m., the Al blocks it. The Al also recommends the time slots with the best response rates for
each voter group, so you can get the most out of your outreach within legally permitted hours.

One campaign used Al to send different messages depending on each voter group's profile.

Younger voters received short messages at lunch; older voters received detailed messages in the
morning. The Al automatically inserted the word 'Advertisement' in the subject line in the format
required by law, so there were no accidental fines.

Voters were also less put off by messages that arrived at considerate hours. The approach prevents
accidental election-law violations, avoids the impression of spam, and builds the image of a
respectful, well-run campaign.

[Prompt Example 1] "Below is a draft bulk text message to be sent to voters. Please check whether it
properly includes the election campaign information label, the sender number, and the free opt-out
phone number required under the Public Official Election Act. If anything is missing, rewrite the text to
comply with the legal format." [Prompt Example 2] "We are targeting male office workers in their
forties. Excluding the nighttime hours when sending is legally prohibited, please recommend the time
slots when this group is most likely to check their messages, and build a one-week sending schedule
around those times."
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4 Al Risks and the Prohibitions on Gift-Giving, Door-to-Door Canvassing, False Statements, and
Defamation

Giving money or gifts (gift-giving), going door to door (door-to-door canvassing), making false
statements (false facts), and attacking opponents (defamation) are the four minefields of election-law
violations.

Al can serve as a 24-hour monitor, watching for these dangerous actions and words before they
happen.

Start by running a Risk Detection Bot. The Al monitors campaign group chats, meeting notes, and
speeches in progress in real time. If someone types "If you come this time, we'll at least cover your
travel costs," the Al immediately flags it: "Warning: This may constitute a violation of gift-giving rules."

Defamatory expressions such as "The opposing candidate is a thief" are also caught by the Al, which
then suggests: "Please rewrite this as a criticism of the opposing candidate's policies."

One campaign asked Al to find the opposing candidate's weaknesses, and it returned internet rumors
as if they were facts. Fortunately, the campaign's verification team caught this and did not use the
material.

Instead, the campaign asked Al to 'find the parts of the opposing candidate's platform that cost too
much in the budget,’ then turned the results into policy-based attack lines that proved effective in the
debate. This kind of check keeps careless actions by campaign staff from turning into serious
problems. In the final stretch of a heated race, Al's calm judgment becomes the safety belt that keeps
the campaign from crashing.

[Prompt Example 1] "The following is an excerpt from a volunteer training manual. Identify any
sentences that could be misread as gift-giving, vote-buying, or inducement under the Public Official
Election Act, and rewrite them in legally safe language." [Prompt Example 2] "I need to write a
statement criticizing the opposing candidate. Please rewrite the content below as policy-based,
fact-grounded criticism so it does not cross into personal attacks or slander (Slander) that could draw
legal sanctions."

5 Mandatory Al Content Labeling/Disclosure and Per-Post Usage Logging

Content created with Al must be labeled. When you are producing hundreds of pieces of content, it is
easy to forget which ones were Al-generated and which prompts you used. Al automation tools make
this record-keeping far less of a burden.

Build an 'Al production log (Log) system.' Set up automation (Automation) so that every time the
campaign uses an Al tool, the usage record is saved automatically to a Google Sheet or database.
Who used it, when, what prompt they entered, and what output they produced , all of it is captured
automatically. When the National Election Commission requests records or a legal dispute arises,
you can prove that the campaign followed proper procedure.
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Watermarking images and videos can also be handled in batch. You can build a program that
watches a folder and automatically stamps a regulation-compliant 'Al Generated' mark on any Al
image dropped into it, then saves the result to a separate folder. Basic Python code or no-code tools
are sufficient.

One election campaign ran on the slogan 'Transparent Campaign.' Every blog post carried a footer
that read: 'The first draft of this post was written with Al assistance; the candidate personally reviewed
the final version.' Al-generated promotional posters included a small QR code that, when scanned,
showed exactly which prompt was used to create the image. Voters received this as a refreshingly
honest practice. The system works like a black box recorder that builds the campaign's alibi. Careful
documentation is the single strongest shield a campaign has in any legal dispute.

[Prompt Example 1] "Every time the election campaign uses an Al tool (ChatGPT, Midjourney, etc.), a
record must be kept for legal documentation. Please create an Excel log template that includes: date
and time, user, tool used, prompt entered, summary of output generated, and whether a label was
applied." [Prompt Example 2] "Based on the National Election Commission's operational guidelines
on the use of deepfake videos and similar content, please create a 5-item Al disclosure obligation
checklist that campaign staff should confirm immediately before posting to social media."

6 Cybersecurity: Responding to Impersonation, Phishing, and Voice Cloning

During election season, attempts to impersonate candidates or hack into campaign systems multiply.
As Al technology advances, 'Al voice phishing' , where someone mimics a candidate's voice to
demand money , and email attacks that impersonate campaign staff are becoming more common. Al
can also serve as the shield that blocks these attacks.

Adopt 'Al security monitoring.' Applying an Al-based spam filter to the email system screens out
sophisticated phishing emails sent by attackers. Al analyzes the content, context, and sender
patterns of incoming messages and warns: 'This email does not match the candidate's usual writing
style. It may be impersonation.'

The most dangerous threat is 'voice cloning.' In this attack, Al mimics the voice of a candidate or the
campaign's finance officer and calls staff saying 'l need money urgently , transfer it now.' Be aware
that in future elections, this kind of malicious abuse could be weaponized to run an entire smear
operation.

7 Preventing Defamation and False Statement Publication

In an election, a single misspoken line can lead to a lawsuit. Stating something false when attacking
an opponent brings criminal charges under 'false statement publication' or 'defamation.' Using Al as a
fact-checker and sentence reviewer cuts these mistakes significantly.

Put an 'Al fact-checker' to work. After drafting a speech or press release, ask Al: 'Find any numbers
or statistics in this that need fact-checking.' Then ask: 'Analyze whether any expression here could be
legally problematic under defamation doctrine." Al spots emotionally charged language and advises:
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"This passage carries high legal risk , consider softening it to something like "there are questions"
instead.'

What matters is accountability. The fact that Al wrote something does not make the liability
disappear. The campaign must establish a clear rule: Al drafts, the responsible staff member does
the first review, and the legal team gives final approval.

Al is only a tool. The final responsibility always rests with a person.

One campaign used Al to summarize the opposing candidate's past statements. Al misread the
context and wrote the summary as if the opponent had said something he never actually said. During
the review process, the Red Team compared the output against the original video, found the error,
and corrected it. Had the content gone out as-is, the campaign would have faced serious
consequences for spreading false information. A human serving as the final checkpoint is what
averted the legal crisis.

Going through this process makes the campaign's messaging more solid and reduces the chance of
getting dragged into unnecessary criminal complaints or civil suits.

[Prompt Example 1] "The following sentences criticize the opposing candidate. Identify any words
that risk crossing into defamation or the crime of candidate vilification, and rewrite them in language
that remains legally sound while preserving the intent of the criticism." [Prompt Example 2] "Go
through the speech draft below and list every part that requires specific fact-checking (Fact-check) ,
including numbers, dates, statistics, and past events. These are the items we need to prepare
supporting evidence for."

8 Al Tool Security: Do Not Upload Sensitive Data

The most damaging mistake a campaign can make is uploading confidential strategy documents or
voter lists to a general-purpose Al chatbot. Public Al systems like ChatGPT may use the information
you enter as training data, which means your campaign's secrets could end up exposed to the world.
Building a secure environment to prevent this is not optional.

Any large election campaign must enforce a 'data separation policy.' When using internet-connected
general Al, personal information or confidential documents must never be uploaded. Sensitive
information should only be handled in a 'Local (Local) Al' or 'enterprise-grade secure Al' environment.
Local Al runs entirely on your own computer and keeps data from leaking outside.

When uploading data, apply 'anonymization (Anonymization)." When analyzing a voter list, for
example, replace names with 'Person A,' remove phone numbers, and feed only region and gender
into the Al. Also remember to configure the opt-out (Opt-out) setting that tells the Al: 'Analyze this
data but do not use it for training.'

After an incident where employees at a large company like Samsung Electronics uploaded internal
code to ChatGPT and it leaked, the company built its own in-house Al or imposed strict restrictions on
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external Al use. Election campaigns face the same risk. One campaign enforced 'network separation':
top-secret materials such as donor lists and unpublished polling results were never put into any Al
and were handled only on dedicated, air-gapped computers. Commercial Al was reserved for routine
tasks like drafting speeches, cutting off security breaches at the source. These security rules are the
absolute basics of protecting the information that keeps a campaign alive.

[Prompt Example 1] "We want to analyze voter data but are worried about personal information
leaking.

Given the raw data below, please provide specific guidelines on which fields should be deleted or
masked (Masking) before entering into AL." [Prompt Example 2] "Please write a ten-commandment
security guide for our campaign staff when using ChatGPT. Emphasize the prohibition on uploading
confidential documents and how to configure the training data opt-out (Opt-out) setting, written in
plain language that is easy to understand."”

9 Campaign Al Usage Audit Trail (Log) and Pre-Publication Review System

Large campaigns build a system that manages every step of Al use transparently. If a problem
surfaces later, avoiding the blame game of 'who did this?' requires that every step be on record. Just
as campaigns file financial disclosures after an election, they must also keep records of Al use.

Introduce an 'Al real-name accountability system.' This means documenting which staff member used
Al to produce which output. For significant content, build a 'pre-publication review procedure' that
requires supervisor approval. The workflow , Al drafts, a staff member revises, the legal team
reviews, the communications director approves , becomes a fixed system. This is called
'Human-in-the-loop.'

Set up a dedicated 'Al work channel' in collaboration tools like Slack or Notion and configure it so
every conversation and file share is saved automatically. The log (Log) data that accumulates
becomes evidence showing how diligently the campaign operated within legal bounds.

One campaign held a weekly 'Al usage review meeting' every Friday. Staff reviewed the logs to see
what had been produced with Al over the past week. One day, the review caught a staff member who
had tried to feed biased data into Al to predict polling results. The campaign shut it down immediately
and ran a training session on correct usage. Another campaign was hit with a smear campaign
claiming it had 'used Al to manipulate public opinion.' Because it had kept meticulous Al usage logs, it
was able to publish those records and declare 'we used Al only for typo correction and grammar
checking,' and the allegation evaporated. A disciplined review system prevents incidents and raises
the overall standard of how a campaign runs.

[Prompt Example 1] "Please design a 3-stage approval process that Al-produced campaign materials
must pass before they go public. Define the role and checkpoints for each stage: Stage 1, staff
member (Al generation and first-pass editing); Stage 2 , legal team (check for copyright and election
law violations); Stage 3 , communications director (final check of message tone and manner)."
[Prompt Example 2] "Suppose an Al-generated image produced by our campaign staff has become
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caught up in a copyright infringement dispute. Based on the Al usage log (Log) we have on file,
please write a crisis response scenario outlining how we should explain the situation and handle it."
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Chapter 10. Al Tools for Election Campaigns
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1. Types of Al Tools and Election Campaigns

a. Text Generation Al: ChatGPT, Claude, Gemini

Text generation Al is a writing assistant that works around the clock for election campaigns.

The amount of writing a campaign needs is endless: candidate speeches, press releases, text
messages, social media posts. Writing all of it from scratch takes too long.

Let Al draft first, then have a person refine it. The process gets much faster.
The main tools are ChatGPT, Claude, and Gemini.
Implementation is straightforward.

Start by setting the writing rules for the campaign: tone, words to avoid, and basic guidelines such as
sentence length.

Then give the Al the candidate's background, policy pledges, and who will read the content. Ask it to
"write an Instagram post explaining the jobs policy pledge to young voters," and multiple draft
versions appear in seconds. Pick the best one and have a person do a final polish.

ChatGPT is strong at organizing ideas and summarizing multiple sources. It can also analyze a
polling Excel file that you upload.

Claude is good at writing long documents steadily while following multiple requirements at once,
making it well suited for editing work. Upload a 100-page policy booklet from an opponent and ask it
to "find the parts that are disadvantageous to us," and it will analyze them accurately. Gemini is
connected to Google Search, which makes it useful for writing content that reflects the latest news.

One campaign had to post a 'thought of the day' to their blog every morning. Staff kept missing it
because they were too busy, so they brought in Claude. They would type 'it's raining today, write a
300-character message that's heartfelt and reminds people to stay safe,' and a post would appear in
ten seconds. The candidate would make minor edits before publishing, and supporters responded
well.

The value of this tool is speed and message consistency. A press release draft that used to take an
hour now takes five minutes. Even when multiple people are writing, the Al keeps everything on track
so the candidate's voice stays consistent. Staff can spend the time they save on meeting voters.
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[Prompt Example 1] "Our candidate's core pledge is support for young entrepreneurs. Write a blog
post for readers in their thirties who work full-time. Use simple comparisons instead of technical terms
and explain in a friendly way how this can revitalize the local economy." [Prompt Example 2] "Sort the
field notes below into five topics and summarize each topic in two sentences. End each sentence with
a polite formal ending and avoid exaggerated expressions. [Paste field notes here]" b. Image
Generation Al: DALL-E, Midjourney, Stable Diffusion, Nano Banana Image generation Al has the
same effect as having an in-house designer on retainer. Text alone is hard to catch voters' attention.
People react to a single image much faster than to a long piece of writing. DALL-E, Midjourney, and
Stable Diffusion are tools that turn the scenes you imagine into pictures or photographs.

Implementation is simpler than you might think. Write a detailed description of the image you want
and enter it as input. This is called a 'prompt.' Enter 'a future city of ours where trees grow thick and
children run and play,' and a striking landscape image appears. If you use the paid version of
ChatGPT, DALL-E is built in and ready to use.

DALL-E follows text descriptions accurately and can place Korean text inside images with reasonable
precision.

Midjourney excels at producing artistic, high-quality images. It works well for posters with a
photorealistic feel or an emotional illustration style. Stable Diffusion allows fine-grained control over
settings and is popular among professionals.

As a real example, a candidate for local government head put forward a pledge to 'build a waterfront
park in our neighborhood.' Explaining it in words alone didn't land well. Using Midjourney, the
campaign created an image of 'a beautiful riverside park with green trees and benches' and put it on
a banner. Residents responded with 'Oh, so this is how it will change!" and excitement about the
pledge grew.

The value of this tool is cost savings and speed. You don't need to outsource to a designer every time
or buy stock photos. When you need to put together a card-news post quickly, you can produce a
solid image on the spot without waiting for a designer. Creating images that don't exist anywhere else
lets you produce original promotional materials that catch voters' eyes.

[Prompt Example 1] "Draw a scene of vendors and customers smiling and talking in a lively traditional
market.

Fresh fruits and vegetables are on display, and warm lighting gives it a warm, familiar feel, in a photo
style.

Make it 16:9." [Prompt Example 2] "Draw a bird's-eye view of a future eco-friendly children's library.
It's a three-story building of glass and wood with a rooftop garden. Children are running in the grass
out front. Bright and hopeful daytime, in an architectural sketch style." c. Voice Synthesis Al:
ElevenLabs, Typecast Voice synthesis Al is a technology that reads text you type aloud in a human
voice. A candidate's voice is one of the most powerful tools for building trust with voters. In practice, it
is hard for a candidate to personally record every phone greeting or video narration. Schedules clash
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and voices give out. ElevenLabs, Typecast, and Naver Clova are the leading tools.
Here is how to set it up.

First, train the Al on the candidate's voice. Upload one to two minutes of recordings from the
candidate's speeches or interviews, and the Al learns the tone and speech patterns. This is called
Voice Cloning. After that, you only need to type the text and the Al produces audio in the candidate's
voice.

ElevenLabs currently offers the most natural-sounding output in the world. It also supports emotion
control, so you can give the voice a mix of emotions like 'joy,' 'sadness,’ or 'urgency' to make it more
compelling. Typecast is accurate with Korean pronunciation and offers a wide range of character
voices, making it well suited for short-form video narration. Naver Clova Dubbing is free, easy to use,
and a good starting point.

One campaign used Al to produce the announcements played from campaign vehicles. The night
before election day, they finished a custom audio message in ten minutes: 'lt's going to rain
tomorrow, so be sure to bring an umbrella when you come to vote.' Voters assumed the candidate
had recorded it personally and were moved. In areas with large multicultural communities, the
campaign also created audio in Vietnamese, English, and Chinese that explained the candidate's
pledges while keeping the candidate's vocal tone.

The value of this tool is scale. The candidate has only one body, but Al audio can deliver the
candidate's speech from multiple campaign vehicles at the same time. When producing materials for
visually impaired voters, converting text to Al voice and embedding it in a QR code improves
accessibility. It is now possible to greet thousands of voters each by name.

[Prompt Example 1] "Please read the sentence below in the voice of a middle-aged man who sounds
trustworthy and warm. Pace it slightly slowly and make the sentence endings firm: [Dear citizens, this
election is a critical moment that will decide the future of our children.]" [Prompt Example 2]
"Character: bright young woman in her twenties. Emotion: upbeat and energetic. Text: Hey everyone,
our candidate is holding a street rally this weekend! Come out and show your support!" d. Video
Generation Al: Sora, Runway, Pika, Veo3 Video generation Al produces moving video when you
enter text or feed in an image. It can create high-quality footage without cameras or actors, which is
why it's called 'the video revolution.' Sora, Runway, and Pika are the main tools. People today don't
read long text, and they don't stop for still photos. Short videos on TikTok and YouTube Shorts are
the dominant format.

The process is similar to using image generation Al. Type 'a beautiful rural village shot from a drone,
golden fields swaying in the breeze,' and the Al produces a short video clip in seconds.

Feed in a still photo of the candidate and tell it to 'make them wave and smile,' and the photograph
turns into a moving video.
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Sora takes text input and produces cinematic-quality footage. Its output is the most impressive of the
three. Runway is strong at converting existing footage to a different visual style or turning a single
photograph into a moving video. It handles character and location consistency across scenes well.
Pika is easy and fast to use. It works well for producing short three-second meme clips.

As a real example, to promote a pledge called 'A City Where Youth Return,’ the campaign planned a
video showing an empty street transform into one full of young people. Shooting that for real would
require dozens of extras and a set. The campaign used Runway to convert existing street photos into
footage of 'a street buzzing with people.' The 15-second video got strong traction on Instagram Reels.

The value of this tool is winning the battle for attention. Moving video draws the eye far more than a
still photo. Younger audiences respond to short-form video in ways they don't to text. A visually sharp
Al-produced video is an effective way to reach them. You can produce large quantities of on-trend
short-form content without a large video production budget.

[Prompt Example 1] "Drone-view shot of an endless golden field, stalks of rice swaying gently in the
wind. The sky is clear and blue. Cinematic footage with a hopeful, grand feel. High resolution, slow
motion, 5 seconds." [Prompt Example 2] "(Upload a photo of the candidate holding a child) The child
smiles and waves their arms; the candidate looks at the child warmly and smiles back. Natural, gentle
movement. Make the trees in the background sway slightly in the breeze." e. Data Analysis Al: GPT,
Gemini, Claude, Genspark, Julius, Code Interpreter Data analysis Al reads complex numbers and
information and finds the answers you need. Elections run on data, not gut instinct. But handling
complicated Excel files and statistical figures is hard for anyone who isn't a specialist. Julius,
ChatGPT's Code Interpreter, and spreadsheet Al make anyone a data analyst, even without Excel
skills.

The process is very simple. Upload an Excel file with polling results or past election vote counts to the
Al. Then ask in plain language: 'Tell me which neighborhoods have the lowest support for our
candidate.' The Al analyzes the data, shows you tables and charts, and even advises: 'Focus your
efforts on Neighborhood A, where most residents are working adults in their thirties.'

Julius analyzes Excel and Google Sheets by voice and creates charts and formulas. ChatGPT's Code
Interpreter has the Al write code to run analysis even if you don't know a programming language like
Python. Spreadsheet Al is Al built into Excel that automatically fills in blanks and classifies data.

Consider this real-world case: midway through a campaign, the results of an internal poll covering
1,000 respondents came in. In the past, you would hand this to a specialist and wait several days for
a report. A campaign staffer uploaded the file to Julius and entered the command: "Cross-analyze by
party affiliation, age group, and region." One minute later, the analysis read: "Support among men in
their 30s has dropped 5%. This appears to be linked to the rival candidate's pledge to shorten
mandatory military service." The campaign immediately announced a policy tailored to men in their
30s.
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The tool's real value is faster decision-making. Things that used to be decided by gut instinct get
replaced by numbers and evidence. Scientific campaigning becomes possible, concentrating limited
budgets and staff where they are needed most. No need to learn complex statistics software; just ask
questions in plain language and the Al runs the analysis, so anyone can use it easily.

[Prompt Example 1] "The attached Excel file contains last month's poll results for our district. Please
draw a line graph showing the trend in our candidate's approval rating by age group. If any age group
shows a decline in support, explain what you think might be causing it." [Prompt Example 2] "This file
contains 500 constituent complaints submitted to our campaign. Pull the top 10 most frequently
mentioned complaint keywords and display them in a bar chart, then suggest a solution for each
keyword."

2. Text Generation Al in Election Campaigns
a. Drafting Speeches, Policy Documents, and Press Releases

Text generation Al significantly speeds up writing tasks in election campaigns. Tools like ChatGPT,
Claude, and Gemini can produce draft speeches, policy documents, and press releases in minutes.
In the past, campaigns had to hire professional speechwriters or have staff write through the night.
Now, give the Al the candidate's core message and audience details, and a draft is ready
immediately.

The speechwriting process works as follows. Start by summarizing the candidate's key pledges and
strengths. Identify the venue and the nature of the audience. Set the length to fit the speaking time:
roughly 1,000 characters for a 5-minute speech, 2,000 for 10 minutes, and 4,000 for 20 minutes.
Feed this information to the Al and a structured draft is produced.

For policy documents, Al takes complex policy content and rewrites it in plain language. Take "Youth
Housing Stability Policy" as a topic. Tell the Al the policy's goals, specific measures, and expected
outcomes, and it turns that into sentences any voter can understand. You can produce two separate
versions: a detailed one for policy specialists and a summary for the general public.

For press release drafts, Al's strength is following format. A press release is structured in this order:
headline, subheadline, lead paragraph, body, quote, and contact information. Give the Al the core
announcement and it produces a draft that fits this structure. It also follows the inverted pyramid
format well, placing the most important information first so journalists can use it directly as a news
article.

In the 2024 U.S. elections, many campaigns drafted speeches with Al and then had specialists refine
them. This approach cut writing time by more than half. India's ruling BJP used Al at scale to produce
different versions of its messages for different voter groups.

Al-generated drafts must always be reviewed by a person. Check that the tone matches the
candidate's voice, that the facts are accurate, and that the language fits the local context. Using an Al
draft as-is comes across as generic and impersonal. The candidate's own experiences and stories
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need to be added to give the text authenticity.

The results are clear. Less time spent writing means staff can focus more on meeting voters. When a
speech is needed at short notice, the campaign can respond quickly. Even a small campaign can
produce the range of documents a large one does.

[Prompt Example 1] "The candidate is a woman in her 40s running for a local council seat. She will
speak for 5 minutes before 100 residents of an apartment complex. Her key pledges are 'safer school
routes for children' and 'expanded programs at senior centers.' She is a mother of two and has lived
in this neighborhood for 10 years. Please draft a speech in a warm, friendly tone." [Prompt Example
2] "Please write a press release for the mayoral candidate's "Youth Startup Support Policy.' Key
details: 50 free startup spaces, 5 million won in seed funding, mentoring program. Target: local youth
aged 19 to 39. Budget: 1 billion won per year. Timeline: within 6 months of taking office. Write in
inverted pyramid structure and include a quote from the candidate." b. Generating SNS Posts and
Text Message Copy Social media and text messages are direct channels to voters. Facebook,
Instagram, YouTube, and X (formerly Twitter) each work differently. Text generation Al takes the
same content and adapts it for each platform.

Instagram calls for short, punchy copy and hashtags. X has a 280-character limit, so every word has
to count. Facebook allows slightly longer posts. YouTube Community posts carry video-related news.
Tell the Al "Convert this for Instagram" and it reformats the content to fit that platform.

For SMS/LMS copy, Al stays within character limits while delivering the core message. SMS typically
allows up to 90 bytes (45 Korean characters). LMS allows up to 2,000 bytes, but shorter messages
are always easier to read. Tell the Al what you need to say and it proposes the most effective
sentence within the character count.

Here is how it works in practice. A candidate visited a market and spoke with vendors. There is one

photo from the visit. The campaign needs an Instagram post, a Facebook post, and a text message,
all from that single photo. Describe the situation and the message to the Al, and it produces copy for
each channel at once.

Thread breakdowns are another useful feature. Posting a long policy explanation on X means
splitting it into multiple posts. Al takes one long piece of writing and divides it into several shorter,
logically connected posts. Each post reads well on its own, but reading all of them together gives the
complete picture.

Al can also draft comment replies. When voters leave questions or feedback on social media, fast
responses matter. Brief the Al on common question types and the direction of answers, and when a
new comment arrives, it produces a draft reply. Final replies still need a human to review before they
go out.

Some campaigns produce dozens of SNS posts a day using Al. They generate slight variations on
the same theme and run A/B tests, checking which wording gets more engagement and continuing

with what works.
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The payoff is consistency and speed. The core message stays the same across all channels; only the
format changes. When an urgent issue arises, the campaign can respond across multiple channels
simultaneously.

[Prompt Example 1] "This morning the candidate visited a traditional market, talked with vendors, and
ate tteokbokki. Using this, please create: an Instagram post (with emojis, 5 hashtags), a Facebook
post (2 to 3 paragraphs), and a text message (within 45 characters). The message to convey is

'reviving the everyday economy." [Prompt Example 2] "Please break the following policy into 5 thread
posts for X, each under 250 characters. Make the first post attention-grabbing and the last a call to
action. Policy content: Single-person households make up 35% of our district. We pledge to launch
dedicated cultural programs for single-person households, increase the supply of small-unit housing,
and introduce emergency care services." c. Preparing for Debate: Anticipated Questions and
Answers Election debates are where a candidate's ability shows. A well-prepared candidate answers
any question logically. Text generation Al helps by building a list of likely questions and drafting

answers to each one.

The Al-assisted debate preparation process works as follows. Start by feeding the Al the candidate's
pledges, career history, strengths, and weaknesses. Add the rival candidate's pledges and past
statements. Include recent local issues and news coverage. The Al uses all of this to predict
questions that are likely to come up.

Questions come in several types: policy questions ("How will you fund your housing policy?"), record
questions ("Can you explain your voting record from your time in the assembly?"), comparison
questions ("Your rival has a similar pledge; what makes yours different?"), and surprise questions
("What's the first thing you'll do if elected?"). Al produces multiple questions in each category.

In debate prep, timing is everything. TV debate answers are fixed at 30 seconds, 1 minute, or 2
minutes. Ask the Al for a "30-second answer," a "1-minute answer," and a "2-minute answer"
separately. Short answers carry only the essential point; longer answers include specific examples
and figures.

Al can also help analyze the rival candidate. Feed it the rival's policy platform, past statements, and
legislative record. It identifies weaknesses and inconsistencies in the rival's pledges and builds
arguments to point them out. Highlighting differences in policy tends to be more effective than
mounting a direct attack.

In the United States, Al has become a standard tool for debate preparation. It gives candidates
real-time feedback, analyzes the opponent's arguments, and pinpoints vulnerabilities. In mock
debates, Al sometimes plays the role of the rival candidate, listening to the candidate's answer and
presenting the expected counterargument.

The anticipated questions and answers the Al generates become the foundation for rehearsal.
Practice them many times before the actual debate, refining them into natural-sounding speech. If the
answers sound read aloud from memory, they backfire. The Al draft is a starting point; the candidate
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needs to personalize it with their own experiences and stories.

[Prompt Example 1] "The candidate is running for metropolitan mayor. Key pledges: subway
extension, youth job creation, fine-dust reduction. Please generate 20 anticipated questions fora TV
debate: 10 policy questions, 5 qualification and career questions, 3 comparison questions with the
rival candidate, and 2 surprise questions." [Prompt Example 2] "Please prepare an answer to this
question: 'The subway extension costs 2 trillion won; what is your funding plan?' Give me three
versions: 30 seconds, 1 minute, and 2 minutes. Key points: 50% national government funding, 30%
city budget, 20% private investment. Preliminary consultations with the Ministry of Land,
Infrastructure and Transport already completed. Construction phased over 3 stages to spread the
fiscal burden." d. Multilingual Translation and Tone Conversion The number of foreign residents and
multicultural families in Korea is growing. As of 2024, more than 2.5 million foreign nationals are living
in the country. A significant portion of them hold voting rights. Multilingual campaign materials are an
important way to deliver the candidate's message to these voters.

Text generation Al has improved considerably in translation quality. It handles major languages
including English, Chinese, Vietnamese, Thai, and Indonesian. Rather than swapping words one for
one, it takes cultural context into account. When translating 'Hangul,’ for instance, it writes 'Korean
alphabet' and adds a brief explanation.

In translation, consistency in terminology matters. Prepare a glossary of key terms the campaign
uses and give it to the Al upfront. If the campaign slogan has been fixed as 'Welfare for All' in English,
that exact phrase should appear in every document. Give the Al the glossary and the translation
stays consistent throughout.

Tone conversion adjusts how the same content reads to different audiences. For younger voters, a
casual and approachable tone. For older voters, formal and clear language. For specialist audiences,
technical vocabulary. Tell the Al "Rewrite this for readers in their 20s" and it adds emojis, uses
informal shorthand, and shifts to the expressions that generation responds to.

Adaptation by occupation is also possible. The same "jobs policy" becomes "a policy that helps your
business thrive" for small business owners, "a policy for employment stability and better benefits" for
corporate workers, and "a policy that supplements unpredictable income" for freelancers. The core
content is the same; the framing shifts to match the reader's perspective.

India's BJP used Al to translate its campaign messages into 22 official languages. By adjusting
expressions to fit each region's culture and customs, it ran a national campaign effectively. In the
United States, Al is used in multilingual campaigns targeting minority voters, including Hispanic and
Asian Americans.

After translation and tone conversion, someone who knows the language or the target generation well
needs to review the result. Even if an Al translation is grammatically correct, certain phrases may
sound unnatural to native speakers of that culture. Enlist the help of multicultural family support
organizations or youth volunteers for a final review.
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[Prompt Example 1] "Please translate the following candidate introduction into Viethamese. Where
necessary, add brief explanations in parentheses so that readers unfamiliar with Korea's electoral
system can understand. Original text: Candidate Kim OO has worked for the development of our
district for 20 years. Running in this local council election, they pledge to expand support for
multicultural families." [Prompt Example 2] "Please rewrite the following policy statement in three
versions. Original: This candidate will support stable living conditions for housing-vulnerable residents
by supplying 5,000 units of public rental housing. Version 1: A friendly, approachable tone easy for
people in their 20s to read. Version 2: A simple, respectful tone easy for seniors aged 60 and above
to read. Version 3: A professional tone for real estate specialists." e. Building Voter Q&A Materials
Voters ask candidates many kinds of questions , in person at events, through SNS comments, by
phone, and by email. Preparing answers to frequently asked questions in advance allows for fast,
consistent responses.

Text generation Al is useful for compiling a list of anticipated questions and drafting answers. Start by
giving the Al information about the candidate's pledges, background, and local issues. The Al will
then organize questions voters are likely to have, sorted by category: policy-related,
candidate-related, local issues, and campaign operations.

The key to writing answers is consistency. The candidate must give the same answer to the same
question regardless of where they are. If what is said in person differs from what is written in
documents, trust erodes. When the entire campaign shares Al-generated standard answers, anyone
who responds to a voter delivers the same message.

Organizing materials into a Q&A handbook increases usability. Group questions by topic and prepare
both a short answer (30 seconds) and a long answer (one minute) for each question. The short
answer is used immediately in the field; the long answer is referenced when a more detailed
explanation is needed. Distribute this handbook to campaign staff and volunteers as a training
resource.

Some American campaigns use Al chatbots. When a voter sends a question through the candidate's
website or SNS, the Al provides an initial response. Simple questions are handled immediately, while
complex ones are routed to a staff member. Around-the-clock coverage becomes possible, and
frequently asked questions are processed automatically, reducing the workload on staff.

Keep adding new questions gathered in the field to the Q&A handbook. When campaign staff hear a
question for the first time while talking with voters, they record it. Those questions are sent to the Al
for a draft answer, reviewed, and then added to the handbook. As the election period goes on, the
handbook grows more complete.

The benefit of this approach is faster response times and better quality. Even unfamiliar questions
can be answered quickly. The entire campaign delivers a consistent message, eliminating confusion.
New staff and volunteers can start contributing right away by consulting the Q&A handbook.
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[Prompt Example 1] "I want to create a Q&A handbook for a local council candidate. The main
pledges are expanding childcare centers, strengthening elder care, and adding parking. Please
create five questions voters are likely to have for each pledge , 15 questions and answers in total.
Write each answer to be about 30 seconds long (150 characters)." [Prompt Example 2] "Please
create two versions of an answer to the following question. Question: If you become a district council
member, what will happen to the redevelopment in our neighborhood? Version 1: An answer for
residents who want redevelopment. Version 2: An answer for residents who oppose redevelopment.
Both answers should reflect the candidate's core position (respecting residents' opinions, thorough
consultation), and should begin by acknowledging the other side's concerns.”

3 Al Image, Voice, and Video Generation: Applications and Legal Limits
a. Design Assistance for Business Cards, Posters, Infographics, and Card News

In an election campaign, a striking image is the first gateway to capturing a voter's attention. In the
past, you had to hire a professional designer or learn design software yourself , a process that took
significant time and money. Image generation Al now solves that problem. Tools such as DALL-E,
Midjourney, Stable Diffusion, and Nano Banana let you describe what you want in words and receive
a finished image.

Here is how it works. First, settle on the campaign's core message. Say the pledge is "We will build
an eco-friendly park in our neighborhood." Type into the Al: "A lush green park where families are
strolling, bright and warm atmosphere, 3D bird's-eye view style." Within seconds, an image that looks
like professional artwork appears. That image can be used as a poster background or placed inside
card news.

Al is especially useful in card news production. Card news with only text struggles to hold people's
attention. Building a background image suited to the topic with Al improves readability. For an
elder-welfare pledge, you can generate a warm-toned image of seniors; for a youth-employment
pledge, you can generate a lively office scene. Tools like Canva have Al features built in, so you can
generate an image and add text to it without switching tools.

Infographic production also becomes easier. Explaining complex policies often requires numbers and
charts. Ask "Show me how our district's budget has changed year by year as a bar chart,” and the Al
draws a clean graph from the data. Voters can grasp the content at a glance without reading a long
text.

Here is a real-world example. One local council candidate made "installing a pet playground" a
centerpiece pledge. Using Midjourney, the candidate composited an image of dogs playing at the
actual planned construction site. Posting this on SNS with the caption "This is how your walking route
will change," residents responded enthusiastically, saying "Something | could only picture in my head
now looks real." The image spread organically through the local community.

In a U.S. local election, a candidate used an Al-generated image of "our neighborhood ten years from
now" on campaign posters. It depicted a future cityscape with self-driving buses and rooftop solar
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panels. Voters were not just seeing a vague pledge; they were seeing a visible vision, and their trust
in the candidate grew.

The benefits are clear. Even a small campaign without a professional designer can produce
high-quality promotional materials. The cost of outsourcing design work is cut, giving an advantage to
candidates with limited budgets. Distinctive images can be generated without limit and without
copyright concerns. When an issue breaks, card news can be created and posted immediately,
accelerating the campaign's response time.

That said, Al-generated images can contain errors. Fingers may be drawn with six digits, or text may
appear garbled. A human must review every image before it is distributed. Any section that includes
the candidate's name or specific numbers should be checked twice.

[Prompt Example 1] "Please draw an image of the traditional market in our area after a clean
renovation. Citizens happily shopping under bright lighting, well-organized stalls, a warm and hopeful
atmosphere in a 3D architectural bird's-eye view style, aspect ratio 16:9." [Prompt Example 2]
"Please create a background image for card news promoting a youth employment policy. Young
employees collaborating in a bright office, a pastel combination of blue and yellow, with enough
margin at the top for text. Draw in a warm illustration style." b. Permitted and Prohibited Uses of Voice
Synthesis Voice synthesis technology converts written text into natural-sounding speech read aloud
by Al. Itis also known as TTS (Text-to-Speech). Tools available include ElevenLabs, Typecast, and
Naver Clova. With this technology, you can produce high-quality audio content without hiring a
professional voice actor.

The process is straightforward. Write the text you want read aloud. Open a voice synthesis tool and
choose a voice , options range from a trustworthy middle-aged male voice to an energetic young
female voice. Enter the text, press the generate button, and an audio file is ready in seconds. The file
can be inserted into a video or distributed as standalone audio content.

The range of uses is broad. First, it can provide narration for policy explanation videos. When
producing a campaign pledge video for YouTube, use an Al voice actor instead of a human one; you
can instantly pick a voice that fits the mood of the video. Second, it can produce audio voter
pamphlets for the visually impaired. Convert the content of election materials into an Al-read audio
file and make it available. This is also useful for seniors who find reading difficult due to deteriorating
eyesight. Third, it can be used for campaign vehicle broadcast announcements. When a candidate
has a strained voice or a packed schedule, an Al voice can deliver the announcements.

Here is a real-world case. One candidate fell severely ill with a cold during the campaign period and
could barely speak. The campaign team drew on an Al voice model trained on the candidate's voice
that they had prepared in advance. Every morning they created a greeting , "Good morning. This is
Candidate OOO, number 1 on the ballot", in that Al voice and sent it to supporters. Supporters felt
the candidate was healthy and active, while the candidate was able to preserve their voice and
continue campaigning.
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India's BJP (Bharatiya Janata Party) is known for using Al voice technology at scale. The party
translated the party leader's speeches into multiple regional languages and applied the leader's vocal
tone to deliver those speeches to voters in each region. This made it possible to broadcast a
message simultaneously across dozens of linguistically different areas.

The technology can also reach multicultural voters. Translate a candidate's pledges into Vietnamese,
Chinese, English, and other languages, then create Al-read audio files. Foreign-national voters who
find written materials hard to read can access the information with ease.

The expected benefits are clear. Video content is produced faster and at lower cost. The time and
expense of hiring a professional voice actor are saved. Even when the candidate is unavailable,
voters can hear the candidate's voice around the clock. Reaching voters who are excluded from
visual information makes for a more inclusive campaign.

Voice cloning technology warrants extra caution. Cloning a candidate's voice by training an Al model
on it is powerful, but its permitted uses are narrow. For the scope and restrictions on this technology,
refer to Chapter 9: Legal Restrictions.

[Prompt Example 1] "(Voice: tone of a trustworthy male announcer in his 40s, pace: normal)
Respected residents, to solve the parking shortage in our neighborhood, we will build three new
public parking lots. | will take the worry out of finding a spot after work. This is Candidate OOO,
number 1 on the ballot." [Prompt Example 2] "(Character: a calm, warm female voice in her 30s,
inflection: gentle) Hello, are you having a good day? Please make sure to vote in this election. Your
one vote will change the future of our neighborhood. Thank you." c. Video Editing Assistance and
Subtitle Generation Video content is now essential in elections. Short videos under one minute ,
YouTube Shorts, Instagram Reels, TikTok , spread quickly among voters. But cutting footage and
adding subtitles takes a long time. Al video editing tools can handle this work quickly. Options include
Vrew, CapCut, and Opus Clip.

Automatic subtitle generation is the flagship feature. Upload a video and the Al recognizes the
speech and adds subtitles. Even an hour-long video can have subtitles attached in a matter of
minutes. Many people today watch videos with the sound off on the subway or bus. Without subtitles,
viewers drop off. Al subtitle tools fix that.

Automatic cut editing is also useful. When filming a speech, there will be silent pauses and filler
sounds like "um" and "uh." The Al finds and removes these automatically. Condensing an hour-long
speech into ten minutes becomes much faster. Vrew displays the video's audio as text; deleting a
word simultaneously removes the corresponding video segment. You edit the video as if editing a
document.

There is also a highlight extraction feature. From a long campaign rally or debate video, the Al
identifies the most important moments. Ask "Pull out the three segments where the audience reacted
most strongly," and the Al produces three one-minute Shorts clips. Opus Clip is a tool built
specifically for this.
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Here is a real-world example. The head of communications for one campaign had no video editing
experience at all. After adopting Vrew, the team used Al to add subtitles to footage of the candidate's
daily schedule. Using CapCut's automatic templates to add background music and sound effects,
they completed a vlog in thirty minutes. The video was well received among voters in their 20s and
30s, who called it "a genuinely current style."

One campaign used Al to analyze an hour-long town hall meeting video. The tool automatically
extracted the moments when audience applause was loudest and when the candidate raised their
voice for emphasis. The team then posted five Shorts clips made from those moments, one per day
on SNS. People who hadn't watched the full video still got the core message.

A one-source, multi-use strategy becomes achievable. From a single original video, more than ten
pieces of short-form content can be produced. Content can be distributed simultaneously across
multiple channels , YouTube, Instagram, TikTok, Facebook, and others.

The benefits are clear. Anyone can produce high-quality video quickly, without a professional video
editor. Campaign rally footage shot in the morning can be posted online the same afternoon. When
an issue breaks, the side that posts a video first tends to shape public opinion. What once took all day
to produce a single video can now become several pieces of content in a day.

Al-generated captions can contain errors. Proper nouns, dialect expressions, and technical terms are
especially prone to mistakes. A human must verify the candidate's name, the opponent's name, and
any policy content that includes numbers.

[Prompt Example 1] "In the uploaded 40-minute speech video, find the segment where the candidate
speaks most passionately about 'education.' Turn that segment into a vertical Shorts video under 59
seconds.

Place captions in bold yellow text at the center of the screen, and cut any silent passages." [Prompt
Example 2] "Automatically cut all filler sounds like 'um' and 'uh’ and any silence lasting more than 2
seconds from this video. Edit it so the footage flows without interruption, and add soft, hopeful piano
music in the background." D. Classifying Content Subject to the 90-Day Restriction Whether
Al-generated images and videos fall under the Public Official Election Act depends on how realistic
they look. Campaign staff need to know which category their content falls into.

This section explains how to classify content types and manage them systematically.
Start by dividing content into types.

The first type is using Al as a basic editing aid. Adjusting photo brightness, blurring backgrounds, and
adding captions all fall here. These are classified as standard editing.

The second type is Al generating new images or audio from scratch. This includes aerial-view
renderings that visualize policy pledges and narration read by an Al voice actor.
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The third type is Al synthesis of a real person's face or voice. Deepfakes are the clearest example.
This type requires careful management.

You need to build a content labeling system.
Mark every piece of Al content the campaign produces.

The simplest method is adding 'Al Used' to the file name. For example:
"240115_Promo_Video_Al_Background_Used.mp4". This makes it easy to see at a glance which
content involved Al. That record can also serve as documentation if a problem arises.

Running an 'Al Content Traffic Light' system within the campaign is a practical approach.

Green covers content where Al was used only as a basic editing aid. This includes caption
generation, image quality enhancement, and background blurring.

Yellow covers content newly generated by Al. This includes policy visualization images, Al narration,
and virtual backgrounds.

Red covers content that synthesizes real people. This means Al-generated versions of the
candidate's or another person's face or voice. Red content requires additional review before
distribution.

One campaign created an Al-generated video of the candidate dancing. Concerns arose that it
looked too much like the real person and might cause confusion. The communications team added a
cartoon filter so anyone watching could tell immediately it was not real.

They also added a caption at the start of the video reading "This video is an Al-generated virtual
video." The video was praised as "fun and honest."

But is that video legal or illegal?

The Republic of Korea's Public Official Election Act applies very specific and strict standards to
election campaigns using Al. Public Official Election Act Article 82-8 (Election Campaigning Using
Deepfake Videos, etc.) [ No one may, from 90 days before election day through election day,
produce, edit, distribute, screen, or post virtual audio, images, or videos that are difficult to distinguish
from reality and were created using artificial intelligence technology or similar means (hereinafter
"deepfake videos, etc.") for the purpose of election campaigning.

Article 82-8 of the Public Official Election Act was introduced to block the negative impact deepfake
technology can have on elections. Understanding its scope and requirements precisely is essential.

The provision opens with "no one," which means there is no restriction on who can be held liable.
This covers not only the candidate or campaign staff but also ordinary voters, and even someone who
created content purely for fun with no contact or instruction from any campaign. For example, if a
citizen used Al to make a video supporting a candidate they back, or simply for humor, and posted it
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on social media, that person could be subject to punishment within the 90-day window before election
day, even if they have no connection to the campaign.

Next is the requirement "for the purpose of election campaigning." The text suggests this provision
applies only when there is a campaign purpose, but in practice most candidate-related content is
likely to meet that standard. Content featuring a specific candidate during an election period can
influence voters' decisions, whether positive or negative, direct or indirect. The argument "I made it
just for fun, | had no campaign intent" may therefore be difficult to sustain, and whether a campaign
purpose exists is judged by looking at the content, its context, and the timing of its distribution
together.

The requirement "difficult to distinguish from reality" is the core judgment standard of this provision. It
means whether an average voter with ordinary attentiveness could mistake the content for a real
situation or the real actions of a real person.

If the content is so clearly stylized as a cartoon or caricature that no one could mistake it for real, it
does not meet this requirement and falls outside the regulation. On the other hand, even if a filter was
applied, content that closely resembles the actual person in facial features, voice tone, and gestures
to the point where someone could momentarily believe it is genuine does fall within the regulation.

The word "virtual" means the content artificially creates a situation that never actually happened. This
covers audio made to sound as if the candidate said something they never said, photos synthesized
to look as if the candidate was somewhere they never went, and videos made to show the candidate
doing something they never did. This is a different concept from simply editing existing footage or
color-correcting it; it is meant to govern cases where Al technology creates an entirely new reality that
never existed.

Finally, the regulated material is defined broadly as "audio, images, or videos, etc." Audio includes
Al-synthesized voice clips and fake phone call recordings. Images include Al-generated or
Al-composited photos and graphics. Videos include deepfake footage and other Al-produced moving
content. The word "etc." is used deliberately to leave room to cover new forms of Al-generated
material that may emerge as technology advances. The intent is to prevent regulatory gaps even if
entirely new types of deepfake technology appear after the law was enacted.

On the timing side, up until 90 days before election day you can post Al-generated content relatively
freely as long as it is labeled as such. From 90 days before election day through election day itself,
the situation changes entirely. During that period, adding a caption is not enough, and applying a
cartoon filter still makes the content illegal if it still looks like a real person. The National Election
Commission bans Al-generated video outright during this window to prevent voter judgment from
being distorted as the election draws near.

Campaigns must therefore know exactly when the 90-day mark before election day falls, and once
that date passes, any Al-generated video that looks like real footage must be deleted or set to private.
If you want to use Al close to election day, producing content in a form that is obviously fictional, such
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as 3D characters or illustrations rather than realistic video, is the way to avoid legal risk.

When using Al-generated content in an election, do not rely on your own judgment that "this should
be fine." If there is any ambiguity at all, submit the content to the National Election Commission in
advance and obtain an Official Interpretation. That is the safest path.

[Prompt Example 1] "Analyze the list of promotional materials our campaign produced this week.
Classify how Al was used in each piece of content. Sort them into basic editing (green), Al-generated
elements included (yellow), and person synthesis (red), and organize the required actions for each in
a table." [Prompt Example 2] "Write an Al content management guide to distribute to the video team.
Include file naming rules, how to indicate whether Al was used, and what to check before distribution.
Write it in plain language, fitting on one A4 page."

4 Using Data Analysis Al in Election Campaigns

Key Data Analysis Al Tools Julius Al is an Al that analyzes files automatically once you upload them.
Drag in an Excel or CSV file and say "Show me the age distribution in this data." Julius first scans the
data and cleans up blank cells and errors. It then writes and runs Python or R code on its own. You
do not need to know any code.

Results come out immediately as visuals such as bar charts, pie charts, and scatter plots. Ask "Why
did this result come out?" and it explains statistical terms in plain language. It runs regression
analysis, correlation analysis, and predictive models automatically. It handles larger files than
ChatGPT, so it can work with large-scale voter data.

Claude's analysis tool explores data through conversation. Upload a file and Claude opens with "This
data has 5 columns and 10,000 rows. What kind of analysis would you like?" Say "Find the
characteristics of areas with low voter turnout" and it runs JavaScript code to find patterns. The
Artifacts feature lets you build interactive dashboards, including charts where numbers update when
you hover and tables that refresh when you click a filter. It can read documents longer than 100,000
tokens at once, which makes it useful for comparing multiple files side by side.

Perplexity gathers and summarizes data from the web. Ask "Summarize the complaint trends in our
constituency over the past 3 months" and it finds relevant material online and organizes it into a table.
It also shows source links. It is stronger at collecting external information than analyzing internal data.
It works well alongside Claude: use Perplexity to gather the latest public opinion data, then feed that
data into Claude for in-depth analysis and visualization.

ChatGPT is the most widely used Al for Excel file analysis. With the Code Interpreter feature in the
paid version, you can upload an Excel file and analyze it on the spot. Here's how election campaigns
use it: upload a voter registration Excel file and ask "Compare the number of voters in their 20s by
neighborhood," and you get tables and graphs. Ask "Show me only neighborhoods where turnout
was below 60%," and it pulls up that list.
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Feed in past election result data and ask "Find the common traits of areas where our candidate is
weak," and it identifies patterns like age distribution, housing type, and occupational makeup. These
findings feed directly into scheduling: which areas to visit first, which messages to stress. Pulling
strategic meaning out of raw numbers is something Al does in minutes.

A. Voter Data Analysis and Targeting

Winning an election doesn't require convincing everyone. The key is identifying people who are likely
to vote for your candidate and those who haven't made up their minds yet. This is called targeting. Al
analyzes hundreds of thousands of voter records to pinpoint exactly who you should focus on.

Here's how to do it. Start with a voter file containing basic information: names, addresses, and past
voting history. Add demographic data, age, gender, occupation, housing type. Al takes this data and
groups people with similar tendencies together. This is called clustering. Groups emerge like "married
couples in their 30s with two incomes who care about education” or "50-something office workers
who want better public transit." Each group is called a persona. Al predicts which policy pledges each
persona is likely to respond to.

Finding swing voters is also possible. Swing voters are the undecided middle, people who haven't
settled on a candidate. They decide elections. Al analyzes past election results and recent polling
trends to show which areas and age groups are up for grabs. The campaign then concentrates its
vehicles in those areas or promotes targeted policy messages there.

One American campaign narrowed down hundreds of thousands of voters to "men in their 40s who
fish and care about environmental issues." They sent only the environmental protection pledge
message to that group. Compared to sending the same message to all voters, costs dropped to
one-tenth and response rates tripled. An Indian political party used Al to analyze what residents in
each village worried about most. Village A was water scarcity; village B was roads. The candidate
emphasized different pledges in each village, and voters felt "this candidate really knows our
neighborhood."

This cuts costs and sharpens efficiency. You stop spending money and time on people who will never
vote for you. Limited resources go where they're actually needed. From the voter's perspective,
instead of receiving irrelevant spam texts, they get policy messages tailored to their interests, which
improves their opinion of the candidate.

[Prompt Example 1] "I've uploaded demographic data, age distribution by neighborhood, and a
keyword dataset from civil complaints over the past three years in our constituency. Based on this
data, define four voter personas for our district. For each persona, provide a nickname, primary age
group, biggest concern, and the core message our candidate should stress. Present this as a table."
[Prompt Example 2] "Our candidate has pledged to fast-track the reconstruction of aging apartment
buildings. Analyze the uploaded 'housing age conditions by neighborhood' and 'owner-occupancy
rate data' to identify the three neighborhoods most likely to respond to this pledge. Also suggest one
banner slogan for each neighborhood that would resonate with local residents." B. Interpreting and
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Visualizing Poll Results Poll result tables are full of numbers. A busy candidate scanning them sees
only the rise and fall of approval ratings; the meaning buried underneath is hard to spot. Al acts as a
data analyst, turning complex statistical tables into plain sentences and charts.

Here's how to do it. Upload the poll result Excel file or PDF to the Al.

Then ask "Analyze why support among men in their 20s dropped compared to last week's survey." Al
doesn't just compare figures. It runs cross-analysis across occupation, region, and gender.

It finds specific causes like "Among men in their 20s, support is steady among students but has
slipped slightly among employed workers. This appears to be influenced by the recent remarks about
working hours."

There's also an auto-report function. Feed the data to Al and ask "Write a summary report the
candidate can read in three minutes while traveling." Al lays out the positive indicators, warning
signals, and areas requiring urgent attention in a clear, scannable format.

Data visualization is possible too. Tell it "Draw a heatmap of regional support rates based on this
data," and you get a high-quality chart ready to use in campaign meetings.

Seven days before election day, a poll showed the candidate trailing by a razor-thin margin.
Campaign staff panicked. The data director fed the raw data into Julius Al for analysis.

Al produced an encouraging finding: "Overall support is behind, but among likely voters we're ahead
by 2%." The campaign trusted this analysis and concentrated on voter turnout drives. On actual
election night, they won narrowly, just as Al had predicted. In another campaign, staff fed thousands
of open-ended poll responses into Al for analysis. Al surfaced a consistent pattern: "People perceive
the candidate's manner of speaking as arrogant.” It caught an emotional problem that raw approval
numbers could never reveal.

The payoff is data-driven decision-making. Judgments rest on evidence, not gut feeling. Even a result
that looks bad on the surface may contain positive signals, and a seemingly good result may hide
warning signs.

[Prompt Example 1] "I've uploaded the results of a recent poll. From these results, find three
demographic groups, broken down by age, region, and occupation, where our candidate's support
falls below the opponent's by more than the margin of error. For each group, suggest a targeted
strategy we could run over the remaining week to win them over." [Prompt Example 2] "I've uploaded
weekly poll data collected over the past three months. Analyze this as a time series and plot the
approval trend lines for our candidate and the opponent. If the current upward trend holds, predict
when our candidate's approval will overtake the opponent's, and identify what variables could
accelerate that crossover." C. Social Media Sentiment Analysis and Issue Tracking Online public
opinion shifts like weather at sea. You need to know in real time whether people are praising your
candidate or venting frustration, and what issues are burning hottest in your district right now. No one
can read every comment by hand, but Al reads and analyzes tens of thousands of comments in a

127



second. This is called social listening.

Here's how to do it. Collect YouTube comments, Facebook posts, and posts from local community
forums, then hand them to Al for analysis. Al judges whether each piece of content is positive,
negative, or neutral. This is called sentiment analysis. For example, a comment like "I like the
candidate's face but the pledges seem unrealistic" gets classified as negative, and the keyword
"pledge realism" gets extracted. This gives the campaign an objective, numerical read on the current
mood.

Al can also detect suddenly rising issues and early crises. It picks up when mentions of specific
words spike abruptly. If the words "parking lot" and "illegal" suddenly surge in a local community
forum, Al sends an alert. The campaign can immediately check whether this is a malicious rumor tied
to the candidate or a new local complaint, and respond before it spreads. That golden window, putting
out the fire before the rumor takes hold, is what you're securing.

Here's a real example. One campaign received a daily morning Al-generated social media report.
One day the report flagged: "Negative sentiment that the candidate's tie color looks tacky is growing
among women in their 20s." It seemed ftrivial, but the campaign immediately consulted a stylist and
switched to a more refined tie. The next day's report picked up positive reactions: "The candidate has
better style now." A small spark, put out early, and approval went up. In an Indian election, Al
analyzed social media to identify the issue people in each region were most anxious about. The
candidate addressed each region's specific concern in speeches, and voters felt they were being
heard.

This gives you 24-hour pulse monitoring on public sentiment. You can stop negative issues from
snowballing, and pinpoint exactly what voters actually want. Instead of vague anxiety, you hold
concrete opinion data in your hands.

[Prompt Example 1] "I've pasted 500 comments from our candidate's campaign video. Analyze the
overall tone of these comments. Tell me the percentage breakdown of positive, negative, and neutral,
and list the keywords for what people appreciate most and what they're most worried about. Also
draft a polite response from the campaign spokesperson to the negative comments." [Prompt
Example 2] "Here is a list of post titles and content from our local community forum and Karrot
Market's neighborhood section. Analyze this text to identify the top five complaints residents are most
frustrated about right now. For each complaint, note the emotional state of the residents (anger,
frustration, desperation, etc.). Also suggest whether any of these could work as policy pledges for our
candidate." D. Constituency Demographics and Voter Turnout Analysis An election is ultimately a
game of getting votes. Knowing who lives in your district and how likely they are to show up on
election day is like reading a map before going into battle. Al combines demographic data with
turnout data to chart the terrain of your vote landscape.

Here's how to do it. Feed Al the resident registration demographic data from the Ministry of the
Interior and Safety along with Statistics Korea figures. Al shows visually that neighborhood A has a
high concentration of single-person households of young adults, while neighborhood B is dominated
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by retired seniors. From this, you can map an efficient schedule: go to neighborhood A in the evening
for a youth-focused campaign stop, and plan an afternoon visit to the senior center in neighborhood
B.

Turnout prediction and targeted focus are also possible. Analyze per-precinct turnout data from past
elections. Al flags the fact that "Apartment Complex C has a strong lean toward our candidate but low
turnout.”

The campaign then concentrates "early voting reminder" banners at Complex C or sends more
get-out-the-vote text messages there. Conversely, areas with strong support for the opponent and
high turnout are approached defensively. This is called a voter turnout strategy, shortened to GOTV
(Get Out The Vote).

Here's a real example. A progressive candidate's campaign in a traditionally conservative district
assumed they had no shot. Al analysis revealed that three large apartment complexes that had
moved in recently made up 20% of all voters, and these residents cared more about property values
and school quality than political ideology. The campaign announced targeted real estate and
education pledges specifically for those three complexes and ran intensive outreach there. The
candidate narrowly lost, but by the smallest margin in the district's history, a strong showing that
opened doors. In another campaign, Al picked up a neighborhood where the population profile had
shifted completely since the last election due to redevelopment. Four years earlier it was an aging
residential area; now it was a large complex full of newly married couples. The campaign prepared
messaging centered entirely on childcare and child-rearing, a complete break from past approaches,
and targeted that area accordingly.

The payoff is optimized resource allocation. Pairing the hard work of door-to-door outreach with the
precision of data makes every effort count more. Limited campaign staff can be placed exactly where
they're needed. You can run a campaign with clear eyes on the vote math instead of getting swept up
in surface impressions.

[Prompt Example 1] "In our constituency, 60% of District A is made up of single-person households in
their 20s and 30s, while 50% of District B consists of four-person households with residents aged 50
and above. For each district, recommend the right mood and tone for the campaign jingle and
announcements to play from the campaign vehicle. Also suggest the most effective times and
locations for campaigning in each district, for example, subway stations vs. traditional markets."
[Prompt Example 2] "Looking at last election's data, turnout in District C, where our support is
strongest, was only 45%. By contrast, District D, a swing area, had 65% turnout. To win this election,
we need to raise District C's turnout by 10 percentage points. Propose three specific GOTV campaign
ideas to make that happen. Include both online and offline approaches."

5. Search and Research Al

A. Policy Research and Summarization: Perplexity and Search-Based Al
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Building good policy in an election campaign requires combing through a lot of material. You need to
know what is frustrating residents in your district and how similar problems have been solved
elsewhere.

This used to take days: sifting through the Statistics Korea website, tracking down academic papers,
researching international cases. It required multiple aides working through the night. Search-based Al
cuts that time down to minutes.

The search functions in Perplexity and ChatGPT work differently from regular Al. Most Al only knows
what it learned in the past, so it has no knowledge of recently updated statistics or newly released
policies. Search-based Al, by contrast, goes out onto the internet the moment you ask a question and
pulls back the latest information. It can find and read data published by the National Statistics Office
yesterday, or an article that went up in a local newspaper this morning. And it shows you the source
links so you can see exactly where the information came from.

Go to the Perplexity website or turn on web search in ChatGPT. Then ask a specific question. If you
ask something vague like "find traffic accident statistics for our city," you get a vague answer.

Ask instead: "How many traffic accidents occurred in school zones in our city over the past three
years, and what are three successful cases from other cities that reduced such accidents?" You get a
far more useful answer. Al scans dozens of websites in seconds and gives you just the key points.

One local council candidate was receiving many complaints that the neighborhood lacked parks. He
wanted to make it a campaign pledge but had no concrete figures. He asked the Al: "How does the
per-capita park area in our district compare to the Seoul average, and can you find overseas
examples of cities with limited space that created many small parks?" Within two minutes, the Al
returned statistics showing the district had only 60% of the Seoul average, along with the example of
Munich, Germany's Pocket Park program. The candidate used this data to announce a pledge to
"create 10 mini-parks, one in every alley," which received a strong response from residents.

It's also useful for summarizing reports that run hundreds of pages long. Upload a specialist
document from the National Assembly Research Service to the Al and ask: "Pull out only the parts
related to youth employment in our constituency and summarize them in three lines." For difficult
technical terms, add "explain this in language a middle schooler can understand" and it will rephrase
accordingly.

The biggest advantage of this tool is that sources are clear. During elections, you often get asked
"where did that statistic come from?" Because the Al's results come with links, if an opponent at a
debate asks "what's your source?" you can confidently answer "This comes from the National
Statistics Office's 2024 data." That raises the credibility of your campaign.

Prompt Example 1: "Please compile the ratio of elderly residents and the number of seniors living
alone in our constituency (OO City, OO District) over the past five years,
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showing trends year by year. Please also provide three examples of policies implemented in other
cities with similar demographic profiles to support seniors living alone, along with sources."

Prompt Example 2: "The attached PDF is the government's '2024 Housing Welfare Roadmap.'
Please extract only the support policies that apply to newlyweds and single-person youth households,

and organize the eligibility conditions and benefit details into a table. Please replace difficult terms
with plain language." B. Analyzing Opponent Candidates' Pledges and Statements An election is not
a solo effort. There are competitors. Knowing what pledges your opponent is making and what they
have said in the past is basic to building your strategy. You win by sidestepping their strengths and
targeting their weaknesses. Al acts as a researcher that reads and analyzes vast amounts of material
about your opponent in an instant.

Few people remember what pledges an opponent made in an election four years ago. But if there are
promises from that time that were not kept, those are useful attack points for us. The problem is that
finding that material is no small task. You have to go through old pledge booklets, newspaper
interviews, and parliamentary transcripts one by one. Al takes care of all of this at once.

Start by gathering materials related to the opposing candidate: pledge booklets, newspaper clippings,
assembly minutes, and YouTube interview subtitles converted to text, then upload them to the Al.
Then issue the command: "This candidate opposed Policy A three years ago but now supports it.
Find when and why their position changed." The Al picks out the relevant sentences from thousands
of pages of documents and organizes them chronologically. This is work that would take a person a
week.

One National Assembly candidate's campaign used this method.

The opposing candidate was projecting an image as an "expert on the working-class economy." The
campaign fed five years of the opponent's past statements and legislative activity into the Al and ran
an analysis. When they asked "find any instances where this candidate voted in favor of legislation
that benefited large corporations or conglomerates," records emerged showing the candidate had
voted for a specific bill some years earlier. The campaign used this material to craft the message "His
words say he's for working people, but his record says otherwise," and deployed it at debates.

Al is also useful for finding weaknesses in an opponent's pledges. If the opposing candidate has
promised to "expand free school meals," ask the Al: "Estimate how much budget this pledge would
require, and analyze whether our city's finances can cover it." The Al estimates the cost and points
out that no funding plan has been presented. This becomes a sharp question to throw at them in a
debate.

You can also analyze an opponent's speaking style and most-used words. Collect ten of their
speeches and ask "Pull out the ten words this candidate uses most often" and their messaging
strategy becomes visible. If they lean heavily on "change" and "reform," you can differentiate yourself
with "stability" and "experience."
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The core of this analysis is that it is grounded in facts, not feelings. Claiming "that candidate is a bad
person" backfires. But if you present a specific date and a specific sentence, saying "This candidate
said X in 2021, then said the exact opposite in 2024," voters sense that your campaign has done its
homework thoroughly.

Prompt Example 1: "The attached file is the assembly transcript of the opposing candidate Kim OO
over the past four years. Please extract every statement in which this candidate used the words
‘environment' or 'green.’

Among those, analyze whether there are any statements where the candidate supported
development projects while dismissing environmental concerns, and if so, organize the relevant
sentences and dates."

Prompt Example 2: "The opposing candidate has put 'extending Subway Line 2' forward as a core
pledge. Please find domestic cases where

similar-scale subway extension projects took longer than expected or exceeded budget. Based on
this information, create three sharp questions we can put to the opponent at a debate." C. Media
Coverage Monitoring and Classification During an election, news floods in. Articles about our
candidate, articles about the opposing candidate, articles about local issues, dozens every single
day. Add comments and social media reactions and the volume is staggering. Reading and tracking
all of it is beyond any person's capacity. Al becomes a sentinel watching the news 24 hours a day
without rest.

Media monitoring comes down to two things. One is knowing whether public sentiment toward us is
positive or negative. The other is finding out what residents are paying attention to right now. Al
handles both at the same time. Reading articles and judging whether the tone is positive or negative
is called Sentiment Analysis. Al reads hundreds of articles, classifies the tone of each one, and
reports back.

The simplest approach is to set up Google Alerts. Register our candidate's name or the constituency
name as a keyword, and you get an email every time a related article appears. Collect these articles
and, once a day, feed them to the Al with the request: "If any of today's articles are written negatively
about our candidate, let me know and analyze why they are negative." For a more systematic
approach, you can connect a dedicated news monitoring service to an Al.

Al also makes it easy to build complex search queries. For example, ask ChatGPT or Claude:
"Create a Google search URL to find news from the past week that mentions both our candidate's
name 'Kim Young-su' and 'education pledge' together." The Al combines Google search operators
and produces a finished URL.

Just copy that URL and paste it into your browser's address bar and the search results matching your
exact criteria appear immediately. You don't need to know search syntax like "Kim Young-su AND
education AND pledge site:news.google.com."
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Because Al translates the conditions you describe in plain Korean into a search query for you.
Complex conditions like date ranges, excluding specific media outlets, and combining multiple
keywords are all handled when you explain them in words, and the Al converts them into a Google
search URL. Save those URLs as bookmarks and you can check relevant news with one click every
day.

One district office candidate's campaign had the Al write a "public opinion briefing" every morning. It
analyzed articles and local community posts from the previous evening through that morning and
summarized the results in numbers: "5 positive articles, 12 neutral, 3 negative." One day the volume
of negative posts spiked to three times the usual amount. Al analysis revealed that posts questioning
the candidate's asset disclosure were spreading through community forums. This had not yet
appeared in the news. The campaign immediately prepared a response statement and was able to
contain the situation before it grew into a bigger problem.

Al is also good at uncovering hidden local issues. There are topics that never make the big news but
that neighborhood residents talk about constantly. Ask the Al: "Find posts in local community boards
that include the words 'inconvenient,' 'frustrated,' or 'please fix this,' and classify what kind of
complaints they are." The results come back organized: "parking issues 35 posts, garbage collection
22 posts, school zone safety 18 posts." The candidate can look at this data and understand what
residents genuinely want.

It's also possible to map the editorial stance of individual media outlets. Ask "Compare how
Newspaper A and Broadcaster B covered our candidate's welfare pledge" and you can see at a
glance which outlets are sympathetic and which are critical. For sympathetic outlets, you can request
interviews; for critical ones, you can prepare counterarguments in advance.

Prompt Example 1: "Below are the headlines and opening paragraphs of 30 news articles related to
our constituency today. Please classify each

article as 'related to our candidate,’ 'related to the opposing candidate,’ 'local issues,' or 'other.' For
any articles in the 'our candidate' category with a negative tone, please summarize what they are
criticizing."

Prompt Example 2: "The attached text is a collection of posts from a local parents' online community
over the past week. From these

posts, extract only those that contain the words 'school,’' 'school meals,' 'commute to school,’ or
'safety,' and organize the problems parents complain about most frequently in order of frequency." D.
Searching and Interpreting Laws and Precedents During an election campaign, there are countless
moments when you wonder "Is this allowed?" Where you can legally hand out business cards, what
wording is safe for banners, how many text messages you can send , the rules are numerous and
complex. The Public Official Election Act is thick and filled with difficult legal language. Making a
mistake can get you reported, and in the worst case, your election win can be invalidated. Al acts as
an assistant that finds and explains the law in these situations.
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Search-based Al is extremely useful for finding legal information. In the past, looking up a law meant
going to a legal search website and knowing the exact article number. If you didn't know which article
and clause of the Public Official Election Act to look for, it was hard to find anything. But you can ask
Al in everyday language. Ask "Can a campaign worker post content supporting a candidate on their
personal blog?" and the Al finds the relevant legal provisions and explains them in plain terms.

One approach is to ask a search-enabled Al directly. Ask Perplexity or ChatGPT: "Tell me the places
and methods by which a preliminary candidate may distribute business cards under South Korea's
Public Official Election Act," and it searches the internet for the legal information and organizes the
answer. Another approach is to upload the full text of the Public Official Election Act to the Al and
have it find answers within that document. You can ask: "Find all provisions related to sending text
messages in the attached election law file, and compile the frequency limits and mandatory
disclosure requirements."

One candidate camp had this experience. They wanted to quote an opponent's past remarks in a
campaign flyer to criticize them, but worried it might constitute candidate defamation. Hiring a lawyer
felt too expensive. The camp asked Al, along with the flyer text: 'Please find whether this wording
could be considered candidate defamation or spreading false information under the Public Official
Election Act, and look for any precedents where similar cases resulted in prosecution.' The Al found
the relevant provisions and past precedents, advising that 'fact-based criticism is acceptable, but
definitive labels like "criminal" are risky.' The camp revised the wording and produced the flyer safely.

Al is also good at breaking down complex legal language. The election law contains provisions that
are hard to make sense of, like 'prohibition on distribution and posting of documents and drawings by
unlawful methods.' If you ask Al to 'explain this provision in plain language that camp volunteers can
understand,' it responds: 'lt means you can't use tricks to get around the election law when
distributing campaign materials.' These explanations can be compiled into volunteer training
materials.

One important caveat: Al's legal answers are for reference only. Final judgments must always be
confirmed by querying the National Election Commission or consulting a legal professional. Al can be
wrong, and legal interpretations may have changed. Use Al as a first filter, not the last word.

Prompt Example 1: "Please look up the regulations in the Public Official Election Act on clothing that
volunteers may wear during the campaign period, including items such as vests

and T-shirts, as well as accessories such as shoulder sashes and hats. Please clarify whether there
are size restrictions when printing a candidate's name or number on clothing, and how many people
may wear such clothing while campaigning."

Prompt Example 2: "Our camp is planning to send voters a policy explanation video by text message
(MMS).

Please tell us what information must be included when sending such video messages under the
Public Official Election Act, how many may be sent per day, and include the relevant article numbers
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as well."
6. Work Automation Al Tools
a. Voice Recognition and Automatic Meeting Minutes

Election camps hold several meetings every day. Morning strategy sessions, afternoon schedule
reviews, evening debriefs, with no breathing room. In the old days, the most junior staff member sat in
the corner frantically writing down every word. After the meeting, organizing the notes took another
hour. Using voice recognition Al changes this entirely. One tap of the record button, and the Al
converts everything said into text and summarizes it.

You can create meeting minutes with nothing but a smartphone. No separate app is heeded. Both
Galaxy phones and iPhones have transcription built into their native recording features.

On a Galaxy phone, open the 'Voice Recorder' app. When the recording ends, open the saved file
and tap 'Convert to Text." After a brief wait, the recording appears on screen as text. On newer
Galaxy models with Samsung Galaxy Al, accuracy is even higher. The converted text can be copied
and moved to other apps.

On an iPhone, use the 'Notes' app. Create a new note and tap the waveform icon above the
keyboard. Voice recording starts and your words are converted to text in real time. When recording
ends, both the audio file and the text are saved in the note. On iOS 18 and later, tapping the
recording file automatically shows a summary of the full content.

Text produced this way on a Galaxy phone or iPhone is still raw. Because it captures speech exactly
as spoken, sentences are fragmented, the order can be jumbled, and the language is colloquial. Filler
words like 'uh,' 'um," and 'so anyway' are all there.

This is where Al's role begins.
Copy the transcribed text and paste it into an Al tool like ChatGPT, Claude, or Gemini.
Ask: 'Please organize this meeting content by topic.'

The Al gathers the scattered discussion and sorts it into categories like 'items discussed,' 'decisions
made,' and 'next steps.' Ask for a '3-line summary' and it pulls out just the key points.

Ask 'Please organize who said what' and it groups content by speaker. In a campaign setting, you
can also request: 'Make a table of just the campaign schedule decisions from today's meeting.'

It doesn't stop at meeting minutes. You can move directly into follow-up work based on what was
organized.

In the same conversation window, ask: 'Based on this meeting, create an SNS content plan for this
week.' Because the Al already has context on the pledges discussed, the campaign schedule, and
the key messages, it can suggest daily post topics and specific wording.

135



Ask 'Write a blog post based on the education policy discussed today' and it drafts something that
preserves the key points from the meeting. Ask 'Write a notice for volunteers about what was decided
in this meeting' and the announcement comes out right away.

A single meeting recording leads to meeting minutes, a content plan, a blog post, and a notice. Work
that used to take days after a meeting can now be handled in minutes, right after it ends.

One camp recorded a conversation the candidate had with staff in the car. Before arriving at the
office, they used Clova Note to turn it into a text transcript and shared it with the rest of the team. No
one needed to ask, 'Did you write up that elderly welfare idea from the car?' Send one link and every
team member can check the content. It's also useful after a one-hour in-depth interview with a local
resident. Convert the audio to text, ask the Al 'Pick out the top 3 concerns this resident raised,' and
you get key policy ideas right away.

The benefits are time savings and accuracy. Time spent on meeting minutes drops to a tenth. When
a person writes things down, parts get missed or personal interpretation creeps in. Al records every
word without omission. Team members who couldn't attend can search the text and quickly find just
what they need. Information moves faster across the whole camp.

[Prompt Example 1] 'The following is the transcript from today's election strategy meeting. Based on
this, please write the meeting minutes. Organize the meeting date and time, attendees, main agenda
items, decisions made, and each person's assigned tasks in a table.' [Prompt Example 2] 'From this
transcript, find and summarize every passage where the candidate mentioned "youth employment."
Based on that content, pick out 3 key phrases to post on SNS.' b. Automatic Schedule Management
and Briefing Generation A candidate's day is carved up minute by minute. A 7 a.m. visit to a senior
center, a 10 a.m. merchants' association meeting, a 2 p.m. street rally near a school, a 6 p.m.
supporters' gathering. There's no room to breathe. It's hard to know in advance who to meet at each
location and what to say. Al can manage a packed schedule and automatically generate customized

briefing materials.
Here's how it works.

Start by entering the candidate's schedule carefully into Google Calendar or Naver Calendar. Be
specific: write entries like '10 a.m., meeting with president of Seomun Market merchants' association,’'
including the venue and the person being met. Then paste today's schedule and local news together
into an Al tool like ChatGPT or Claude.

Ask: 'Based on this information, create a daily briefing the candidate can read in 3 minutes in the car.'
The Al organizes relevant conversation topics and items to watch out for at each appointment.

There's a more advanced approach. With an automation tool like Zapier, you can make it fully
hands-free. Set a rule: 'Every morning at 6 a.m., pull the calendar schedule and local weather, send it
to ChatGPT, and deliver the finished briefing to the candidate's KakaoTalk.' From then on, the
candidate wakes up each morning to a well-organized briefing waiting on their phone.
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Here's an example. One camp set up a 'Morning Memo' system. Every morning, Al compiled
overnight news, poll results, and the day's schedule into a one-page report. The briefing included a
note: 'The merchants at Seomun Market, where the candidate visits at 2 p.m., have been frustrated
by a parking shortage.' The moment the candidate arrived and said 'l'll fix the parking problem!', the
merchants cheered.

Outfit recommendations were useful too. The note 'There's an 80% chance of rain during the outdoor
rally at 3 p.m., so bring a waterproof jacket' spared the candidate from getting soaked.

The effect is a stronger candidate. Walking into every meeting prepared leads to better rapport. It also
relieves the personal aide from searching and compiling materials before dawn. It prevents on-site
slip-ups that come from overlooking the weather or a local issue. The effect is like having thousands
of researchers working around the clock pulling materials for the candidate.

[Prompt Example 1] 'A "Young Entrepreneurs Forum" is scheduled for 10 a.m. tomorrow. Find the 3
issues young entrepreneurs are most frustrated about with the government right now, and write an
opening greeting the candidate can use to show genuine understanding.' [Prompt Example 2] 'Here is
the candidate's schedule for this week. Analyze whether there are any inefficiencies in the travel
route, and identify any gaps where time for street greetings with voters could be added.' c. Email and
Document Sorting and Summarization Hundreds of emails pour into an election camp every day.
Donation inquiries, volunteer applications, policy suggestions, press interview requests, and spam all
arrive mixed together. Missing an important email can mean a missed opportunity. Al can cut through
this flood of information, pick out what matters, and let you grasp the content fast.

The implementation is called 'Smart Sort.' Teach the Al your email sorting rules. Set instructions like:
'If an email contains the words "donate" or "contribution," send it to the "Important-Donations" folder; if
it contains "complaint" or "protest," send it to the "Urgent Response" folder.' The Al reads email
subjects and content and sorts them automatically. You can also divide emails into three tiers: 'Reply
immediately,' 'Reply within 24 hours,' and 'For reference.'

Document summarization is another powerful capability. Upload a multi-page policy report or an
opposing candidate's platform to an Al. Ask it to "summarize the key points of this document in one
page." The Al produces a summary in seconds. With a tool like NotebookLM, you can load multiple
documents at once and ask it to "compare the similarities and differences across these documents."

Here's a real-world example. The policy director at one campaign was working late almost every night
just to read through the daily flood of government announcements.

After adopting an Al summarization tool, the director could read the Al's three-line summary first and
then read only the documents that actually mattered. Late nights dropped sharply. There's also a
case of a hidden donor being found.

A long email with an unremarkable subject line contained the sentence "I would like to donate 10
million won to the campaign."” The Al caught it, tagged it as an urgent donation inquiry, and
immediately sent an alert to the finance officer.
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Automated replies to volunteer application emails were also set up. With a standing instruction such
as "write a reply draft that thanks the applicant and includes the orientation schedule," the staff
member only needs to review the draft and hit send.

The payoffs are faster operations and fewer burnt-out staff. Freed from the repetitive work of reading
and sorting, campaign workers can spend their time on the strategic questions that actually matter.
Catching information before it slips through the cracks, and responding to every inquiry quickly and
warmly, builds the campaign's reputation as one that gets things done.

[Prompt Example 1] "Analyze the 50 emails I just received and sort them into four categories: 'media
interview request,’ 'event invitation,' 'general message of support,' and '‘complaint or grievance.' For
each email in the 'media interview request' category, write a polite reply draft asking for their available
times." [Prompt Example 2] "The attached PDF is a 100-page urban development plan report. Find
and summarize only the sections related to our campaign's core pledge of 'creating green parks,' and
tell me the page numbers where that content appears."
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Chapter 11. Appendix: Ready-to-Use Templates and Prompts
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1 Speech / SNS / Press Release / Text Message Prompts

An election campaign generates a constant stream of writing every day. Speeches the candidate
delivers at rallies, posts for Facebook and Instagram, press releases for journalists, text messages for
voters: the formats never end. There is simply not enough time for staff to write all of it from scratch.

Using Al as a smart writing assistant can cut your work hours by more than half.
When you hand writing tasks to Al, the single most important step is setting the context.

You need to specify who is speaking, to whom, for what purpose, and in what tone. Typing 'write a
speech' alone produces something stiff and dull. Feed the Al the candidate's personality, the
characteristics of the audience, and the mood of the event, and it will produce a draft that fits the
moment.

Here is how to write a speech. A speech must move the people who hear it.

Tell the Al how the candidate normally speaks, who the audience is, and what the core message
needs to be.

For example, if the candidate is speaking about economic recovery in front of traditional market
vendors, ask the Al to write a three-minute speech that shows empathy for the vendors' difficulties
and leaves them with a sense of hope.

Adding the candidate's real personal stories or local details to the Al-generated draft raises the
finished quality considerably.

Social media posts require a different approach on each platform. Instagram calls for emotionally
resonant captions and hashtags. Facebook allows for slightly longer explanations. Twitter (X) needs a
short, punchy single sentence. Give the Al one policy point and tell it to adapt that content separately
for Instagram, Facebook, and Twitter. Instruct it to adjust emoji use and sentence length to match
each platform's style.

A press release should be fact-focused and easy for a journalist to turn into a story. It must clearly
cover the five Ws and one H: who, when, where, what, why, and how. Ask the Al to suggest two
headline options a journalist can use as-is, and to summarize the full content in the opening
paragraph. If you include the candidate's statements in quote form, journalists can lift them straight
into their articles.
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Text messages must be short and feel genuine so voters don't treat them as spam. The character
limit forces you to include only what matters. Ask the Al to write a get-out-the-vote text in under 50
characters using a friendly tone, as if writing to a friend. The key is to strip out anything that sounds
like advertising and make the message feel human.

There are four shared principles for writing effective prompts. First, define the role clearly: telling the
Al 'you are a campaign speechwriter with 20 years of experience' produces answers at the right
depth. Second, be specific about the goal and the audience, stating who will read this and what
reaction you want. Third, set the format and length, specifying how many minutes, how many
characters, and what structure. Fourth, specify the tone before you start, whether formal, warm, or
persuasive.

The results are substantial. Campaign staff spend less time grinding through writing and more time
on what actually matters. Maintaining a consistent tone and manner keeps the campaign's message
from drifting. Because you start from an Al draft and revise from there, no one has to sit in front of a
blank screen wondering how to begin.

[Prompt Example 1: Traditional Market Campaign Speech] "You are the chief speechwriter for an
election campaign. Our candidate is running for mayor of oo City. This afternoon at 2:00 p.m., the
candidate will visit Jungang Market and speak in front of the vendors. The core message is stronger
regulation of large supermarket hours and secured parking for the traditional market. The candidate's
tone is humble yet firm. Write a three-minute speech that shows empathy for the vendors' hardships
and gives them a sense of hope. Keep sentences from running too long, and mark moments that
could draw applause with [Applause]. Include a moving closing statement." [Prompt Example 2:
Instagram Policy Promotion Post] "You are an expert in viral marketing. Write a card-news headline
and body copy for Instagram promoting our candidate's youth housing policy. The policy covers
expanded interest subsidies on youth jeonse loans and priority allocation of public rental units for
young people. The headline should be a single powerful sentence that makes people stop scrolling;
include an emoji. Summarize the key content in exactly three lines. Suggest ten hashtags that will
appear in searches, including the district name, the election name, and youth-related keywords. Use
a witty, casual tone that voters in their 20s and 30s will respond to." [Prompt Example 3: Emergency
Text Message, Campaign Location Change] "Rain is forecast tomorrow and the rally venue has
moved from the outdoor park to the indoor gymnasium. Write an emergency text message to inform
supporters. Keep it under 60 characters. Use a polite, reassuring tone

so people don't feel alarmed, and make sure the new address is included at the end. Strip out
anything that sounds like an advertisement." [Prompt Example 4: Press Conference Press Release]
"You are the communications officer for a political party. Candidate coo is holding an emergency
press conference on the subway line extension. Date and time: 10:00 a.m., Month X, 20XX; Location:
City Hall briefing room. The content criticizes the opposing candidate's record and presents our
alternative. Suggest two headline options a journalist can use directly as an article headline.
Summarize the full content in the opening paragraph. Include at least two quotes from the candidate
in the body. Leave space at the end for contact information."
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2 Crisis Response Q&A, Rebuttal Statements, and Fact-Check Request Templates

During an election, unexpected attacks and false stories are inevitable. Negative campaigns from the
opposing side, malicious rumors, distorted quotes from the past: crises come in many forms. When
they hit, speed and accuracy matter most. Let a response lag and the lie takes root as fact.

Al is a powerful tool for producing a logical, composed response in a crisis, when human judgment
can easily slip. People caught off guard make mistakes or react with emotion. Al stays calm and
organizes the logic. Because crises can break at any hour, having an Al-generated draft ready lets
your team move fast and hold the window for an effective response.

Here is how to build a crisis response Q&A.

Give the Al an honest account of the campaign's vulnerabilities and any likely points of attack. Then
tell it: imagine you are the opposing candidate's attack team and criticize us. This is called a Red
Teaming simulation. Collect the sharp questions the Al produces, then ask it again to write logical,
dignified answers your candidate can use to rebut each one. Building a Q&A reference document in
advance lets you respond calmly at press conferences and debates.

The key to writing a rebuttal is the Truth Sandwich technique. Repeating a lie, even to deny it, makes
people remember the lie. The correct structure is: state the truth first, briefly identify the false claim,
then restate the truth.

Tell the Al: the opposing side claims this; the actual fact is this. Use the Truth Sandwich technique to
write a rebuttal. Don't spend too long on their false claim; put more weight on our truth. Done this
way, voters walk away with your facts in their heads, not the lie.

A fact-check request letter is the formal document you file with a news organization or the National
Election Commission to report false information or request a correction. Give the Al the content of the
false information, why it is wrong, and what evidence you have, then ask it to draft an official request.
You can produce a properly formatted formal letter quickly.

Takedown requests to portal sites and social media platforms must follow prescribed formats. Record
the URL of the offending post, the author's information, and the date and time it was published. State
the violation in specific terms and note that supporting evidence is attached. Cite the relevant legal
basis, such as Article 250 (False Fact Publication) and Article 251 (Defamation of a Candidate) of the
Public Official Election Act. Request immediate removal and measures to stop further spread, and
state that legal action will follow if the request is not acted on promptly.

The value of crisis preparation lies in risk management. Working from a prepared draft and revising it
directly builds credibility into the final response. All spokespersons can stay on the same message
when facing journalists' questions. In a crisis above all, clear and reliable information determines how
much the public trusts the organization.
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[Prompt Example 1: Red Team Simulation, Anticipated Attack Questions] "You are a tough,
combative political reporter. Our candidate's central pledge is a subway line extension. Budget
concerns make its feasibility a predictable line of attack. Come up with five questions designed to put
our candidate on the spot, covering budget problems, construction timeline, environmental impact,
and conflicts with existing transit plans. Make the questions sharp and specific." [Prompt Example 2:
Model Answers to Anticipated Questions] "For each of the five attack questions above, write a model
answer the candidate can give. Don't make the answers sound defensive. Structure each answer
around logic and realistic detail that will convince voters. Each answer should run no longer than one
minute when spoken aloud. Including specific figures and supporting evidence is a plus." [Prompt
Example 3: Truth Sandwich Rebuttal] "The opposing campaign is spreading a false story that our
candidate previously had unpaid taxes. The actual fact is that a tax bill was delivered to the wrong
address, causing a late payment; all taxes and penalties have since been paid in full. Using the Truth
Sandwich technique, write a Facebook post rebutting this rumor. First, emphasize that our candidate
is a faithful taxpayer. Second, briefly explain why the opposing side's claim is distorted. Third, close
by reaffirming that the candidate has a clean record. Keep the tone confident and composed rather
than indignant."

[Prompt Example 4: Official Rebuttal Statement] "The opposing campaign has maliciously edited our
candidate's past remarks and is using them to attack us. Their claim is [insert specific content]; the
actual facts are [insert clarification]. Write an official rebuttal statement. The tone should remain
confident and composed without getting drawn into their negative tactics, but correct the factual
record clearly. Structure the statement in this order: expression of regret, correction of the facts,
identification of the opposing side's motives, and a call to return to a policy-focused campaign."
[Prompt Example 5: Platform Takedown Request] "False information about our candidate is being
circulated on an online community. Post URL: [address]; poster's username: [username]; posted on:
Month X, 20XX. The post claims [specific false content], which is demonstrably untrue. Supporting
evidence: [list of materials]. On the basis of the Public Official Election Act and the Act on Promotion
of Information and Communications Network Utilization and Information Protection, write a formal
request for removal and prevention of further spread. Use a firm but courteous tone."

3 Voter Opinion Collection Card Forms and Data Organization Templates

An election is the work of winning voters' hearts. You need to know exactly what they want and what
frustrates them. The voices of residents you meet at campaign events, the comments on social
media, the complaints sent in by email: all of it is valuable data. Scattered and unorganized, it is
useless. With Al, you can turn a chaotic pile of opinions into clean, structured data that works as a
strategic map.

Here is how to create voter opinion collection cards. Design a simple card or web form that volunteers
can use in the field. The card should have five fields. The first is date and location, recording when
and where the opinion was gathered. The second is basic voter information; gender, age group, and
home district are enough. The third is policy concerns: ask 'What issue worries you most right now?'
and write down the answer. The fourth is a specific story: ask 'How is that issue affecting your daily
life?' to draw out the detail. The fifth is the preferred solution: ask 'What would you like a politician to
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do about it?'

The design principle is simplicity and practicality. The card needs to be quick to fill out in the field and
still capture everything needed for later analysis. Five fields on an A5-size card can record one
person's full opinion in under five minutes. Create a QR code and distribute it so supporters can also
submit opinions from their smartphones.

Data organization and analysis are where Al truly earns its place. Hundreds of open-ended
responses are too many for anyone to read one by one. Put text entries such as 'The streetlights in
our neighborhood are too dim' and 'The garbage smell is unbearable' into a spreadsheet and upload
it to the Al. Tell it: analyze the resident opinions in this file, extract the five most frequently appearing
keywords, and classify the emotion behind each keyword as anger, worry, or expectation. This
process is called sentiment analysis.

Here is how to organize the spreadsheet. The first column is a collection number, which makes it
easy to locate a specific card later. Columns two through five hold the voter's basic information.
Column six categorizes the policy concern under a broad heading such as housing, jobs, education,
environment, or welfare.

Column seven is a one-sentence summary of the specific opinion, written so that it is easy to follow
when presented in a meeting. Column eight is for notes the candidate needs to review.

The practical value of analysis results lies in running a scientific campaign. When you look at what the
Al has analyzed, it becomes immediately clear: 'Neighborhood A is frustrated over parking, and
Neighborhood B is hoping for a new library.' The candidate can go to Neighborhood A and talk about
a parking policy, then go to Neighborhood B and talk about the library. Instead of going on gut feeling,
you can pinpoint exactly what voters care about and speak directly to it. Once email addresses and
phone numbers are organized, you can later send targeted messages to residents in specific areas,
which makes outreach far more effective.

The main risk to watch for is bias. Campaign volunteers must not collect opinions only from places
where they can easily find people. Responses need to be gathered across a wide range of locations:
markets, parks, bus stops, apartment complexes. At different times of day, too. That is the only way
to get a genuine read on public opinion. Respondents do not need to write their real names on the
cards. Anonymity is what gets you honest answers.

[Prompt Example 1: Generating a Voter Opinion Questionnaire] "l want to create a 'wish box'
postcard to collect voices from residents in the district. Please suggest 3 questions that will make it
easy and comfortable for residents to write down their concerns. Mix multiple-choice and open-ended
questions, and use friendly, approachable language so people do not feel pressured to answer.
Format the questions as open-ended prompts, like 'If you could change just one thing about our
neighborhood, what would it be?' Also write a friendly note saying that residents who leave their
contact information will be kept updated on progress." [Prompt Example 2: Analyzing and
Categorizing Collected Data] "The attached file contains 500 voter responses collected from our
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social media channels and in the field over the past week. Please analyze this data, sort it by major
issue, and tell me what percentage of the total each issue represents. Use these categories:
transportation, education, environment, economy, welfare, public safety, and other. For each issue,
pull out the 3 words that residents used most often, and recommend resonant keywords we could use
in our campaign materials." [Prompt Example 3: Sentiment Analysis Request] "The attached Excel
file contains 200 voter opinion texts. Please run a sentiment analysis on each response. Classify the
emotions into five categories: anger, worry, expectation, satisfaction, and neutral. Tell me the overall
ratio of positive to negative sentiment. Analyze what the high-anger responses have in common.
Summarize what residents who express high expectation want

from the responses." [Prompt Example 4: Analysis Report by Area and Age Group] "The attached
data includes information on location and age group. Please analyze it and compile the findings into a
report covering the following: 1. What issue concerns voters in their 20s most? 2. What policy matters
most to voters aged 50 and above? 3.

Which neighborhood has the highest volume of complaints? 4. What is the most frequently mentioned
problem in each neighborhood? 5.

Based on this data, what message should the candidate emphasize at tomorrow's campaign event?"
[Prompt Example 5: Field Collection Card Copy] "l want to create a voter voice card that campaign
workers can carry and use in the field. It will be business-card sized. The front will include the line
'Candidate coo is listening to you' along with 3 questions. The back will have a voter response check
box and a space for notes. Keep the questions simple enough to answer within 30 seconds. The
response check box should use five levels: very favorable, favorable, neutral, unfavorable, very
unfavorable. The interest keyword selection box should include: transportation, education,
employment, environment, welfare, public safety, and other."
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On the River of Public Sentiment
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To you, the candidate standing on the river of public sentiment: this book is written in your corner.

Elections are the heart of democracy. The voices of each and every voter come together to decide
the direction of the country. This book examines how artificial intelligence, as a new tool, can be
brought into that precious process.

The era of small, lean campaign organizations. Campaign operations of the past required large
numbers of staff and substantial budgets. Dozens of workers made calls through the night, producing
thousands of flyers by hand. Campaigns rented large offices, operated fleets of vehicles, and spent

enormous sums.

Campaign organizations in the Al era are different. What once took ten people can now be done by
two. While one person drafts a speech with Al assistance, another analyzes social media monitoring
results. The conditions now exist for a small organization to compete on equal footing with a large
one.

This is not merely a matter of efficiency. A small, lean organization moves faster. Decision-making
cycles shrink, and voices from the field feed directly into strategy. Instead of the bureaucratic
sluggishness of large organizations, agile responses become possible.

A small campaign that uses Al can close much of the resource gap with a large one. Political
newcomers and district-level candidates can now run systematic message strategies and data
analysis. The starting line of an election becomes a little more level.

Toward elections that cost less. South Korean elections have long carried the stigma of being "money
elections." Even within legal spending limits, enormous sums changed hands, and a structure took
hold in which financial power was tied directly to the odds of winning.

Al has the potential to change that structure. Messages can be refined without hiring professional
copywriters. Instead of expensive polls, social media sentiment analysis can track the currents of
public opinion. Digital content can replace large-format printed materials for reaching voters.

Al tools do carry their own costs. Paid services require subscriptions, and equipment must be in
place. But these costs are far smaller than traditional campaign expenses. A monthly subscription of
a few tens of thousands of won can replace work that would otherwise cost millions.

More important is the reallocation of resources. Time and staff previously spent on administrative and
repetitive tasks can be redirected toward direct contact with voters. Instead of producing documents
in the office, candidates can go out to the street and shake hands. The value of a single phone call, a
single conversation, grows considerably.
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Reducing campaign costs lowers the barrier to entering politics. It creates conditions in which young
politicians with limited funds, local activists, and candidates from civil society can run. A campaign
culture where ideas and sincerity count more than money can take root.

Elections where the voter's voice becomes history. One point has been stressed repeatedly in this
book: Al is a tool for listening to voters. The concerns of an elderly woman met on the street, the
grievances of a self-employed shopkeeper, the anxieties young people carry about their future. All of
these stories are recorded and analyzed as data.

In the past, these voices from the field were easily lost. They lived only in a campaign worker's
memory, or were scribbled in a corner of a notebook and forgotten. No systematic collection or
analysis took place.

Elections in the Al era are different. Opinions gathered in the field are digitized immediately. How
often similar views recur is tracked. They are sorted by region, age group, and topic, and patterns
emerge. Each voter's individual story becomes source material for campaign strategy.

Public sentiment is like a river. Small streams flowing down from many valleys gather to form a great
current. One person's grievance, one person's wish, one person's suggestion join together to create a
powerful flow. Al is a tool for reading the direction and force of that river. It shows where the water is

rising and where it is blocked.

A good politician flows with this river of public sentiment. Without fighting the current, they guide the
water in the right direction. They listen to what voters want, while persuading voters of what they
need.

They do not chase popularity, yet they do not ignore the public will.

Following public sentiment while leading toward the future. The ultimate purpose of using Al in an
election is not victory at the polls. It is better democracy.

Al makes it possible to hear from more voters. The views of marginalized groups and those who find
it hard to speak up can also be captured. The thinking of people who skip polls and never attend
rallies can be read in digital spaces.

The public sentiment gathered this way must be translated into policy. Not promises heard during the
campaign and forgotten after the election, but policies that are actually carried out. Al-assisted voter
analysis should lead to Al-assisted policy design, and ultimately produce results that improve citizens'
lives.

South Korea is at a critical turning point. Artificial intelligence is reshaping society as a whole. Jobs
are changing, industries are being restructured, and education, healthcare, and public administration
are all shifting. This transformation is both an opportunity and a risk.

The benefits of the Al transition must reach every citizen. The technology gap must not deepen social
inequality. Measures must be put in place for those who lose their jobs. Support is needed for those
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left behind in the digital world. Norms for the ethical use of Al must be established.

Political leaders who can address these challenges are needed. Leaders who understand artificial
intelligence yet know its limits. Leaders who can advance technological development while
minimizing its side effects. Leaders who pursue efficiency without losing sight of human dignity.

Closing this book. This book is a practical guide to using Al in election campaigns. From writing
prompts to legal compliance, the aim has been to make the content as concrete and usable as
possible.

But the real hope of this book lies beyond technology. Beyond winning elections through good use of
Al tools, the hope is that this book contributes to building better democracy.

May there be more candidates who genuinely listen to voters. May elections become contests of
policy and vision rather than money and organizational muscle. May more politicians remember and
act on the public sentiment they heard during the campaign, even after they win.

Artificial intelligence is a tool. Just as a hammer can build a house or tear one down, what Al
produces depends on the intent of the person using it. The hope is that this book plays a small part in
pointing Al toward the advancement of democracy.

South Korea's future depends on the choices made today. Who is elected as a leader determines the
lives of the next generation. With the dream of seeing political leaders born who can guide the Al era
with wisdom, this book comes to a close.

On the river of public sentiment, let us move forward together toward South Korea's prosperity.
This book was written to support you, the candidate standing on the sea of public sentiment.
2026.1. 1.

People Power Party, Dongdaemun-eul District Committee Chairman Kim Kyung-jin
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