
Influential Ladies
By Andrea Gagliardi

and Fan Zhang
Persuasion and Influence

December 1, 2011



Statement of the Problem- Andrea 

 The problem our campaign, “Influential Ladies”, aims to solve is the lack of civic 

engagement in college age women. This problem is an overall societal problem as opposed to an 

individual need problem. According to a 2006 survey done by the CIRCLE foundation, only 

37.9% of women age 15-25 believe it is their responsibility to get involved in civic engagement 

to make things better for society. The survey also found that 58.1% of women in this age group 

believe it is a personal choice to get involved to make things better for society (Marcello et. al, 

2007). Our campaign would like to address these statistics to get more women to feel it is their 

responsibility to get involved by giving them the tools and information needed for them to get 

involved. The slogan of our campaign is, “I am Intelligent, I can be Influential. I will get 

Involved.” While the CIRCLE survey included those of  high school age, the demographic for 

our campaign will focus on college (undergrad) students and young graduate students ages 

18-25, so the statistics may be a little different if the results for the 15-17 year olds are removed. 

Regardless, less than half of young women currently feel it is their responsibility to get involved, 

and that is something we would like to change through education and persuasion. 

 It is certainly true that our campaign, like many campaigns is asking people to interfere 

with their current way of life. We are asking these busy young women to take the time to learn 

and get involved. Our campaign is not partisan, but we do want to encourage these young women 

to research the issues and decide what is important to them. Then we are asking them to talk to 

their friends about these issues, take the time to volunteer for campaigns about these issues, 

register to vote and finally show up to the polling place on Election Day (or order and send back 

an absentee ballot). College women have a lot going on between classes, jobs, extracurricular 



activities, etc. It is certainly easier for them to not spend the time researching, volunteering etc. 

Our campaign has to convince them that their time and their vote do matter and that they can 

make a positive difference by becoming involved in government and politics. We do this by 

focussing specifically on issues that will affect them now, or in the near future such as student 

loans, income taxes, reproductive rights, etc. If we brought up issues such as Medicare, Social 

Security etc. many of these women probably would not care very much because it would not 

affect them for another fifty years. Focusing on issues that affect them now will likely be a better 

way to peak their interest. 

 Many studies have shown that civic education in the classroom setting correlates directly 

with how politically involved people become. This research on education stands true even when 

socioeconomic factors are considered (Hillygus, 2005). However, according to a Media and 

Politics class taught by Professor Diana Owen (2011) at Georgetown University, schools average 

only 45 minutes of civic education per week. Owen also said that one of the best ways to get 

children interested in civics is to bring an elected official into the classroom, but that has become 

increasingly difficult in recent years for political reasons. Therefor, the women we are targeting 

have likely not had a strong civic education background nor have gotten to meet and be inspired 

by elected officials. Our campaign looks to make up for that, with the added bonus that these 

women are now old enough to vote themselves and can truly act on what they have learned. 

 

Description of Target Audience- Fan 

Our target audience is young women in college or graduate school, ages 18 to 25. There are 

many  reasons why we chose this demographic as the target of our campaign. 



(1) Facts about young people in politics

The reason that we focus on young women is mostly because young people have a history 

of  not being actively involved in politics. For instance, voting is a significant implication of 

political participation. Yet according to the Center for Information & Research on Civic Learning 

& Engagement (CIRCLE), only 42 percent of the eligible young people between the ages of 18 

and 24 voted in the 2000 presidential election. The study also found that the rate of youth 

participation has declined since 1972. Fifty-one percent of 18-24 year olds voted in 1972 and in 

2000 that number fell by 13 percent. (Baptiste, 2009) 

According to a survey by CIRCLE, young people avoid campaigns because they don’t 

realize the importance of their political rights, and they feel that their interests are not being 

taken into consideration. Young people are not informed enough of how their involvement in 

politics can make a difference, and young people tend to be ignored by politicians in multiple 

activities of campaigns. In a Third Millennium study of nine major media markets, 64 percent of 

campaign television advertising was found to be directed at people over 50, who represent 37 

percent of the population. By comparison, only 14.2 percent of the campaigns' advertising target 

people between the ages 18 and 34, who make up 31 percent of the population. (Baptiste, 2009) 

Besides, the young people who are age 18 to 29 are generally less knowledgeable than elder 

people regarding news about domestic and international issues, which reflects that young people 

are less attentive to politics. (Kohut & Keeter, 2009)



Table 1: Political Knowledge Update - Well Known: Twitter; Little Known: TARP (Pew 

Research Center)

The underestimations of the political power of young people made us wonder what causes it 

to be difficult to reach young people, how we can expand young people’s influence in politics 

and how to attract them to get more involved in political issues.

(2) Potentially active participation of young women in politics

Despite the overall low rate of participation in politics by young people, one study shows 

that young women have slightly higher rate of voting than young men. In the 2000 election, 43 

percent of 18-24 year-old women and 40 percent of 18-24-year-old men voted. (Baptiste, 2009) 

This small difference of participation in voting may not support that young women are more 

interested in politics than young men, but it implies that young women have great potential to be 

more involved in politics. However, other studies, such as those by CIRCLE have found that 

young men are more likely to vote than young women (Marcelo et. al, 2007). Whether or not 



young women vote more than young men, there are still thousands of young women who are 

eligible to vote but choose not to and our campaign looks to change that. 

(3) Young women with a college education

College education is selected as an important factor in demography  to narrow our target 

audience. Education level differentiates between young women with college degrees from those 

who never go to college in political outcomes, such as participation, partisan choice and political 

identity  (Emler & Frazer, 1999). Another reason for adopting college education as a standard to 

fragment young women is the increasing amount of young women in college in recent years, 

which ensures a sufficient quantity  of members of the target audience and the continuous 

influence of this campaign. One study found that at age 23, there is a clear gender gap in 

educational attainment. While nearly one in four women had earned a bachelor’s degree by the 

October when they were age 23, only one in seven men had done so. (Young Women Have, 

2011) Additionally, young women in college have not only an educational similarity  but a 

common location as well. The target audience spends a significant amount of time on their 

college campus. Their campus is where they are likely  to learn about  the campaign, see the flyers 

and meet other women whom they may talk to about government and politics. 

(4) Young women in college with eligibility to vote

Although voting only accounts for one part of political engagement, eligibility to vote does 

affect people’s initiative to engage in political issues. Young people who are eligible to vote have 

more outcome-relevant involvement and are more willing to take part in political campaigns, as 

they  know the final consequences partly depend on their decisions. Besides, the young women 

who go to college at an early  age with mostly  lacking of maturity  and political sense, along with 



those part-time students beyond 25 years old who are easily  distracted by jobs or family, and do 

not perceive college as their primary life anymore, are ruled out in the campaign. Therefore, our 

target audience in this case are strictly defined as young women in college or graduate school 

between the ages of 18 and 25. 

With advanced education, the young women in college ages 18 to 25 value independence 

and rationality much more than those without college experience at the same age. The education 

backgrounds of the target  audience cause them to be more intelligent and judgmental, which 

makes them more willing to form their own balanced attitudes combining with opposite 

perspectives, rather than accept opinions from one dominated side. The target audience also pay 

more attention to their political rights and freedoms. While individual freedoms are satisfied to a 

certain extent, college educated young women are more eager to find their identities and build 

their personal connections with the outside world, especially in the condition of expanded social 

isolation resulting from the reality of the fast paced life and estranged communities. Growing 

attention on interactivity has become a predominated tendency among the target audience.

The college women ages 18 to 25 are also affected by  contemporary  culture and society, 

which cause them to cater to popular trends in the society. The infotainment trend is a primary 

force to be reckoned with. The target audiences’ requirements of acquiring both information and 

entertainment simultaneously dominate. Under this circumstance, the young women call for 

recreational experiences of searching for information by giving priority to entertainment 

information, and amusing approaches of information dissemination. The target  audience is also 

largely attracted by celebrities and politicians. Besides, self-structured and self-controlled lateral 

processes of socialization which are enabled by  the new media call for a fragmented information 



society, or vice versa, so individual tailored information is necessary  to attract the target 

audiences.

Moreover, belonging to Generation Y – The 60 million born between 1979 and 1994 

(Rosen, 2000) – who have grown up to be a crucial component of the world, this target audience 

is more likely to participate in the process of word-of-mouth, online or off-line. Group  norms 

have significant influence on the target audience, and they  tend to be more socialized and more 

affected by peers rather than elders. 

These characteristics of the target audience determine its desires for the wide use of social 

media and vibrant buzz. Statistics which could support this argument are as follows:

A new survey by Pew Internet & American Life Project finds that half of all adults (50%) 

use social networking sites, and 65% of internet users say that they use a social networking site 

like MySpace, Facebook or LinkedIn, up from 61% one year ago. That's more than double the 

percentage that reported social networking site usage in 2008 (29%). Among internet users, 

social networking sites are most popular with women, young adults under age 30, and parents. 

Young adult women ages 18-29 are the power users of social networking; fully 89% of those 

who are online use the sites overall and 69% do so on an average day. (Madden & Zickuhr, 2011) 

Therefore, social networking sites like Facebook, LinkedIn, and Twitter will be useful online 

media to persuade the target audiences.

After social networking, email is the second most popular online tool, which 61% of 

internet users access on a typical day. Email in this campaign will be used to send information 

and advertise activities about the campaign. Additionally, this political campaign has its own 

official website, in which multimedia is widely used, such as video, photography, music and text.



Mobile apps that are tied to political activity will also be applied in this campaign. Because 

of the development of technology, decreased cost of information dissemination and sharing 

makes smart phones an economically viable tool which provide more people with the 

inexpensive opportunities to access the Internet. Smart phones are especially popular among 

young women in college, thus relevant mobile apps generally have greater possibility to draw the 

target audience to politics.

Aside from online media which satisfies the demands for interactivity and entertainment, 

flyers, posters and school newspapers will be adopted, as the members of the target audience are 

students who spend most of their time on campus. Female students’ political clubs will be 

sponsored to establish a platform for the target audiences to talk about political issues and share 

their opinions with friends, with the hope that camaraderie will attract more college women to 

talk about politics. A few opinion leaders will be selected and cultivated to organize discussions 

at the first beginning of the operation of the club.

As for the contents in the social media, according to a survey about how Americans use 

twitter, users' personal (72%)or professional lives (62%) are the most popular types of updates, 

while location-based tweets (28%) and links to videos (24%) are the least commonly mentioned 

(Smith & Rainie, 2010). Therefore, in order to make these online media more persuasive, the 

target audiences’ personal and professional lives related to political issues, such as their 

volunteer jobs for political candidates or their experience in the political clubs, and topics like 

increasing tuition, student loans, income taxes, reproductive rights and health insurance which 

are most relevant to the target audience’s personal interests, are highly recommended in the 

social media. Moreover, all the contents in this campaign will try to establish homophily between 



persuaders and college women. Except that celebrities and politicians will be involved as part of 

the campaign in the beginning to gain recognition, common young women in college will always 

have the leading roles. Furthermore, this campaign will connect emotionally with target 

audiences’ values and beliefs, and convey and repeat the idea in the whole process that the young 

women in college are important and influential, just like the slogan “I am Intelligent,  I can be 

Influential, I will get Involved.” And lastly, this campaign is a long-term campaign, so the 

frequency and continuity of the activities will be carefully maintained.

Theory and Research for the Message

Fear Appeal- Fan  

 Moderate fear appeal is used in this campaign. A fear appeal can be defined as a 

“persuasive message that arouses fear by depicting a personally relevant and significant threat, 

followed by a description of feasible recommendations for deterring the threat” (Witte, 1992). 

Three concepts of fear appeal: fear, perceived threat, and perceived efficacy, are all adopted in 

our message design. We use the “loss frame” of fear appeal to present increased negative 

consequences if young women fail to become more involved in government and politics. We also 

cite women politician’s words to moderately strengthen the fear of the outcome of the failure. 

For example, in the video, Dr. Condoleezza Rice says, “As the most powerful country in the 

world, we are not standing for the right value and the right principles, that’s a loss for the world.” 

Statistics are also adopted to support the argument that women are less involved in politics as 

quantitative evidence. “Women make up 51% of the U.S. population yet comprise only 17% of 

congress. At this rate, women may not achieve parity for 500 years.” In the third part of the 

video, we also provide perceived efficacy for the audience to help them reduce the fear by 



getting more involved in politics. In other messages, such as the debated topics on the websites, 

we also use moderate fear appeal to inform people how they can be affected by politics, and how 

important the political decision of government is for young women. 

Two sided argument -Andrea 

 When one is designing a political campaign, one of the first things the designers need to 

take into account is whether the campaign will be one sided or two sided. This is called message 

sidedness A one sided message contains only supporting arguments, while a two sided message 

addresses opposing viewpoints as well (Stiff & Mongeau, 2003). Influential Ladies is a non 

partisan campaign. We want young women to get involved in government and politics regardless 

of their viewpoints. In order to inform young women about issues that may affect them, we 

dedicate a section of our website to that topic. On the website, we present three issues that we 

feel many young women are affected by: federal student loans, income taxes and reproductive 

rights. We then provide links to various news articles and organizations dealing with these issues 

from many points of view. By giving our audience information, we hope that they will be able to 

make their own decisions on how they feel about these issues. The main message of our 

campaign is not for them to support a political candidate or party, but to become involved in the 

process regardless of their viewpoints. 

 However, our campaign is one sided when taking into account what the ultimate purpose 

of the campaign is, getting young women to be more involved in politics. We do not present any 

arguments from the point of view that voting, volunteering, etc.  is a waste of time and doesn’t 

make a difference. We felt that presenting this argument would not be an effective form of 

persuasion. It is not easy to persuade someone to take the time to do something that they don’t 



already do. If we presented a two sided message, we felt that many of the women in our target 

audience would take the easy out and not put in the effort to vote, volunteer etc. 

Emotional and Rational Appeal- Andrea  

 Influential Ladies uses both emotional and rational appeals in order to persuade our target 

audience to get involved in politics. The video that we designed can be seen as an emotional 

appeal. In the video, we used segments from various political speeches as well as appeals from 

members of our target audience. By presenting facts and opinions regarding women’s inactivity 

in politics, we appeal to the emotions of the viewer. The goal of the video is for them to first feel 

badly about the state of women’s activity in politics, and then to feel inspired to get involved in 

the process. 

 Much of the information on our website is a rational appeal. This is particularly true in 

the “Issues That Affect You” section. This section provides articles from various viewpoints in 

the hope of teaching young women about public policy. According to Stiff and Mongeau (2003), 

“rational arguments are based on the assumption that people of an implicit understanding of logic 

and that they apply these rules when they make judgments about a source’s 

recommendations.” (p. 129). We are hoping that by giving our audience information from 

various viewpoints, they will have the information they need to decide which point of view they 

agree with. Once they have decided what they believe, we then hope that they will advocate for 

that position. We also hope that that will talk about their viewpoints with others in order to 

further develop their understanding of and their position on the issue at hand. 



Source  and Channels-  Fan. 

 Most of our information  comes from authoritative and credible news media, such as 

newspapers and online news. As our campaign is a nonpartisan one, news without bias is highly 

recommended. Yet, news from either the Republican or Democratic Party will also be used to 

provide two-sided arguments to audience. Given the audience characteristics, such as they are 

well educated, eager for interactivity, and greatly affected by peers, social media serves as an 

important channel in the campaign. Advertisements on Facebook as well as, pages on Facebook 

and Twitter will be used. Also, social media is popular among young people and it can reach a 

great amount of people at the same time. It is also a great platform for people to connect with 

each other and talk about political issues. Mobile applications are also a big part of today’s media 

and the campaign will use that platform as well in order to saturate our audience as much as 

possible.  Because our audience is college students, campus newspapers, posters and flyers are 

also the channels we use. 

Word of mouth-  Andrea. 
 
 One of the important aspects of our campaign is that we want to encourage our target 

audience to talk to each other about government and politics. While talking to each other about 

the issues and what they can do to get involved, we also hope that they will tell each other about 

the Influential Ladies campaign. Word of mouth is an important way to bring attention  to our 

campaign. While we will use various forms of media ranging from flyers to advertisements on 

social networks, personal connections are important as well. We believe that if  our campaign 

audience tell their friends about Influential Ladies, we will be able to reach many more women 

in our target audience. With smart phones and tablet computers becoming more and more 



popular, the women in our target audience may be easily able to show their friends our website, 

no matter where they are at the time of the conversation. We believe that our target audience can 

be very influential to one another. A woman in our target audience who has absolutely no interest 

in politics probably will not come to our website even if she sees advertisements everywhere. 

However, if her friend talks to her about the campaign and personally shows her the website, our 

campaign could potentially reach and effect a person who was otherwise completely 

uninterested. 

Source Credibility and Perceived Similarity- Fan 

 Source credibility is defined as a combination of source expertise and source 

trustworthiness (Hovland,1953). To gain audience attention and make the messages in the 

campaign strong and convincing, many female political celebrities will be invited to join the 

campus activities, show up in the video or other messages in this campaign. People are 

associated with others who are similar to them in demographics, physical appearance, attitudes, 

interpersonal style, social and cultural background, etc. Thus, in addition to gaining recognition 

by inviting female politicians to the campaign activities, common college women will be the 

major images that show up in video, campus newspaper, flyers, posters and social media we use 

as the channels in this campaign.       

Preliminary Interviews and Initial Message- Andrea 

In our interviews we asked the following questions: 

1) How interested are you in government and politics? 

2) Do you have any female friends who are interested in government and politics? 

3) Have you ever talked to your female friends about government and politics? 



4) Do you think involvement (voting, volunteering for campaigns etc.) in government and 
politics is important? 

5) Do you feel you can make a difference?

6) If you saw these flyers (attached as PDFs) posted on campus, what would you think about 
them?

7) Which parts of the message are attractive to you?

8) Which parts of the message turn you off?

9) Are you aware about the current debate regarding student loans? Do you think the outcome 
could effect you or your friends? 

10) Would you go to the website for more information? www.influentialladies.wordpress.com 

11) What could we change about our campaign to get you to be more interested?

  Five women who are students at different schools and within the 18-25 age range agreed 

to the answer the questions. These women are Jessica from Springfield College, Jen from 

Georgetown University, Lauren from Marist College, Ally from Tufts University and Kelly from 

Rhode Island College. The interviews took place over Facebook. From these five women, we 

received a variety of responses to the campaign. Some of these women had a strong interest in 

politics already, while others did not. One interesting response we got from Jessica is that she is 

only interesting in political issues that could potentially affect her career. Jessica is studying to be 

an occupational therapist. If we were to continue the campaign in the future, we could focus 

more on giving our target audience more specific information about how government and politics  

can have an influence on a variety of industries such as health care and education.  After being 

shown the flyers, the interviewees were specifically asked about the debate regarding student 

loans. Four out of five of the women said that they had at the very least heard about this issue. 

http://www.influentialladies.wordpress.com
http://www.influentialladies.wordpress.com


Kelly said she had heard about it before and now that it had been brought up to her again she was 

planning on doing more research on the issue. Women like Kelly could use our website to jump 

start that research. 

 In terms of the campaign materials we created, the reviews were mixed. Some of the 

women liked the pink/purple color scheme in the flyers and said it would attract their attention, 

however Jen found it to be “too party-ish” and Lauren said it was “too generic”. For the future of 

the campaign, we could look into changing the color scheme, or changing the pink/purple to 

match the darker purple we use on the website.  Kelly liked that the model looked like an 

average American girl. Ally suggested using graphics instead of a model. Jessica said she didn’t 

feel like she related to the model. She also suggested using a variety of models in our materials 

as opposed to only caucasians. This is something that we plan to do with the future of our 

campaign. The flyers we created were just a test run and we would create many more before 

implementing the campaign. 

 The slogan of the campaign was one aspect that everyone thought was good. They all 

recognized the use of alliteration and felt that it was catchy. Kelly said she was immediately 

drawn into the poster after seeing the first line “I am Intelligent”.  Another aspect of the 

campaign that had mixed reviews was the title “Influential Ladies”. Both Jen and Ally thought 

that changing the title would be helpful to the campaign, however they did not have any 

suggestions. Ally said, “I am not 100% sold on the name ‘Influential Ladies’, but am intrigued 

none the less.”

 In terms of how we reach our target audience, all the women said that we could not just 

rely on the flyers to bring the target audience to the website. Lauren said that she would need to 



see it multiple times in order to remember the web address. She suggested sending out 

information about the campaign using student email listervs. Kelly suggested creating a twitter 

account and posting information regularly. She said that she doesn’t actively seek out 

information about politics but if she saw something interesting on her twitter feed, she would be 

more likely to click on it. It was interesting to hear the interviewees opinions of using old media 

like flyers. One thing to consider is that different campus’ have different cultures. Here at 

Georgetown, flyers are immensely popular and many student groups put up dozens of them in 

one area, allowing someone to take down and keep the flyer if they are interested in it. This may 

not be the case at other schools, so we would need to take the approach differently. One idea that 

we had was to put a QR code on the flyer and the students could use their smart phones to scan it 

and take them to the website. Another idea is to create a mobile application, separate from the 

website that is friendlier to smaller mobile devices. 

The Final Message and Campaign

 Our original slogan was, “I am Intelligent, I am Important, I will be Influential, I will get 

Involved.” We decided that that slogan was too long and that we thought it would be better if we 

used various verbs rather than repeating them. Therefor, we changed our final slogan to “I am 

Intelligent, I can be Influential, I will get Involved.” We used this theme throughout our project. 

It is the main message of our flyers, website and video. We feel that this message embodies what 

we want our target audience to be and do. We want them to see themselves as intelligent, and 

learn how to use that intelligence to be influential and get involved to make a difference in 



society. Through our testing, we found that this message was very effective. One of the reasons 

this message was able to be successful is the use of alliteration. Each sentence fragment started 

with “I” and ended with an adjective beginning with “I”. This helps make our message 

memorable. The fact that this slogan is seen prominently in all of our campaign products allows 

the audience to identify our campaign no matter how they are exposed to the campaign. 

Message Design

Flyers and posters- Fan 

Because our target audience are young women in college, models for the flyers and posters 

will be women of college age to achieve homophily. We have selected excellent young women in 

college who set a good example for women to get involved in politics to be models in the flyers , 

posters and video. These representatives are common American women from ages 18-25. They w 

dress casually to represent their student identities and express optimism with confident smiles. In 

order to highlight the political theme of this campaign, the American flag will be used as a 

symbol of patriotism and politics. To ensure audience’s attention won’t be distracted by 

excessive visual images simultaneously, each flyer only contain one lady with one American flag 

We mainly use purple and white for the flyers and posters. We chose these two colors 

because (1) most young women favor or are at least neutral to purple and white; (2) psychology 

studies support that purple and white symbolize nobility; (3) purple is within a range of colors  

between red and blue, so purple combines the passion and emotion of red, and the independence 



and rationality  of blue. Nobility, independence, and a perfect combination of emotion and 

rationality are in accordance with the characteristics that young women strive for and suit  to the 

spirit of the campaign, thus we use purple and white most often.

The content in the flyers and posters will be the same, but the posters will be larger. The 

purpose of the flyers and posters is to gain recognition, prompt audience interest and inform 

them to go to the website to find more detailed information. Because more comprehensive 

information will be on the website, the flyers will only include the name, slogan and the website 

address of the campaign. The image of an American lady will account for left half of the flyer, 

the name of the campaign, “Influential Ladies”, will be on top of the flayer. The slogan “I am 

Intelligent, I can be Influential, I will get Involved” will be on the right side of the young 

woman, and the website address will be on the bottom. Some flyers/posters also contain a simple 

message about a political theme such as student loans, again with encouragement to go to the 

website to find more information. The background is white to diminish distraction. All text  is 

purple except the website address which will be in black.

The flyers and posters will be updated monthly or weekly based on the development of the 

campaign and the activity of the audience. The models will be changed so various young women 

will feel represented in the campaign, yet other parts of the flyers and posters will remain the 

same. The flyers will also serve as the image of the advertisements that will be placed on 

Facebook and other social media. 

The Website- Andrea 

 The website we created for our campaign is www.influentialladies.wordpress.com. The 

main colors of the website are purple and white to coincide with the colors that will be on the 

http://www.influentialladies.wordpress.com
http://www.influentialladies.wordpress.com


flyers.  We had to make the background a darker purple  than the posters in order for their to be 

enough contrast for the words to be read on the screen. The header image is a picture we found 

on google of a young woman with a backpack facing the Capitol Building. It was difficult to find 

an image online that fit with the size parameters of the Wordpress template.  The main portion of 

the website landing page is the video we created, which is described at length later in the paper. 

We hope that the video is the first thing visitors of the page click on in order for them to be 

inspired to get involved in government and politics.  Above the header image is the name of our 

campaign “Influential Ladies” and our slogan, “I am Intelligent, I can be Influential, I will get 

Involved.” 

 The website  has seven tabs that visitors can click on. These tabs are located above the 

campaign title and slogan. The five tabs are “About”, “Issues That Affect You”, “Get Involved 

On Campus”, “Get Involved Off Campus”,  “Talk About It”, “Print a Flyer for Your Campus” 

and “Credits”. The About section has a modified version of our initial proposal, explaining what 

the campaign is and what the goals are. The “Issues that Affect You” section contains 

information about political issues that may have a current effect or could have an effect in the 

near future on many college aged women. For each issue there are links and quotes from a 

variety of different sources in order to give the most accurate and bipartisan information about 

these issues. The “Get Involved On Campus” tab contains information about joining or forming 

political clubs, writing to the school newspaper and talking to friends about politics. The “Get 

Involved Off Campus” tab provides information about registering to vote, where to vote and how 

to volunteer/intern for campaigns, political organizations and government offices. The next tab, 

“Talk About It”,  provides an online forum for our audience to talk to each other about 



government and politics, with the prompt “What do you think?”. The “Print a Flyer for your 

Campus” tab contains PDF files of the flyers we created and encourages the audience to post 

these flyers on their own college campuses. Lastly, the “Credits” tab, gives information for the 

sources we used to create our campaign materials.  All together these tabs cover all the goals of 

our campaign, for young women to learn about political issues, to get involved with the political 

process, and to talk to other young women about politics and government. 

The Video- Fan 

We have created a video that is placed prominently on our website. Several persuasive 

strategies are adopted in this video. In the first part of the video, we attempt to arouse the 

audience’s attention to the campaign. First, a pertinent saying appears to draw the audience 

attention to the topic of power and right. The quote by  Alice Walker, “The most common way 

people give up their power is by thinking they don’t have any,” is particularly suitable for this 

campaign because we think the reason that young women are not as involved in politics as men 

is because young women don’t realize the importance of their rights. 

In the next scene of the video, three college women talk about the devaluation of the role of 

women in politics. They use words like “our”, “us” to appeal to the target audience’s 

vulnerability to these issues and convince the audience that politics is not just important for 

certain individuals, but for all women. Then, several women politicians will give their opinions 

about the lack of female involvement in politics. A male politician is also used which also gives 

credibility to the problem. In this way, we want to invoke young women’s awareness of their 

undervaluation in their political rights. After that, statistics are provided to support the argument 

that women are less involved in politics “Women make up  51% of the U.S. population yet 



comprise only 17% of congress. At this rate, women may not achieve parity for 500 years.”. We 

use the “loss frame” of fear appeal to present increased negative consequences if young women 

fail to become more involved in government and politics. We also cite Dr. Condolezza Rice’s 

words to moderately  strengthen the fear of the outcome of the failure. “As the most powerful 

country  in the world, we are not standing for the right value and the right principles, that’s a loss 

for the world”. 

In the second part, we make a transition between the threat component in the first part and 

the action components in the later part of the video in order to control the fear appeal in a 

moderate range. We look to encourage young women’s power and influence with quotes, such as 

“It is our responsibility to get involved in civic engagement to make things better for society”, 

and Hillary Clinton’s words, “. There are now more than 850 millions of girls and young women 

age 10 to 24.”, Marie Wilson’s words “You can’t be what you can’t see.”, and Jennifer 

Granholm’s saying “It’s not about you. It’s about the change you want to make in the world.”. 

In the last part of the video, we offer personal efficacy and response efficacy for the 

audience to perform our recommendations. Three college women who show up in the first part 

separately say, “we can talk to our friends about politics and government”, “we can volunteer for 

a political candidate or organization”, and “we can vote”. At the end of the video, there will be a 

voice over of young women, “Always tell yourselves, I am Intelligent, I can be Influential, I will 

get Involved. ”. Followed by is the name of the campaign “Influential Ladies”. 

First Part



Text:
The most common way people give up their power is by thinking they don’t have any. -Alice 

Walker

Young women A
(doubtfully)

Many people keep saying that young women don’t know about politics, and as young women, 
there is no point in getting involved.

Young women B
(doubtfully)

Many people keep saying that politics is a man’s world, and as young women, we have little 
influence.

Montage: male politicians’ group photos

Young women C
I know they are wrong, but we have to admit, men still hold more power than women. 

Text
Women make up 51% of the U.S. population

Yet comprise only 17% of congress
At this rate, women may not achieve parity for 500 years

Cory Booker (Mayor of Newark, New Jersey)
We are short changing voices that are urgently needed in public forums from every getting to the 

table. 

Dr. Condoleezza Rice, PhD ( Former U.S. Secretary of State)
As the most powerful country in the world, we are not standing for the right values and the right 

principles, that’s a loss for the world.
Second part

Text
It is our responsibility to get involved in civic engagement to make things better for society

Conference of international women of courage award-day
Hillary Clinton (Current United States Secretary of State)

. There are now more than 850 millions of girls and young women age 10 to 24, what kind of 

http://en.wikipedia.org/wiki/United_States_Secretary_of_State
http://en.wikipedia.org/wiki/United_States_Secretary_of_State


world will they inherit? What kind of world will their children inherit? How will they lead the 
next generation? Who will they look to as models？

Marie Wilson (Founding President, the White House Project)
You can’t be what you can’t see.

Jennifer Granholm(Attorney General and 47th Governor of the U.S. state of Michigan)
It’s not about you. It’s about the change you want to make in the world.

Third part

Young women A
(confidently, optimistically)

We can talk to our friends about politics and government.

Young women B
(confidently, optimistically)

We can volunteer for a political candidate or organization.

Young women C
(confidently, optimistically)

We can vote.

Text
Always tell yourselves, I am Intelligent, I can be Influential, I will get Involved.

Influential Ladies
www.influentialladieswordpress.com 

Conclusion and Implications- Andrea and Fan 

 In conclusion, the goals of our campaign were to get college aged women involved in 

government and politics by teaching them about issues that may affect them and then 
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encouraging them to vote, volunteer and talk to their friends about government and politics. 

Information about the policy topics came from credible sources from the news media and other 

organizations. We prefer news without bias but we also accepted partisan sources, but made sure 

to give an equal amount of information from each side of the issue. Because our audience are 

young women in college, our studies have shown that social media is an important channel to 

bring attention to our campaign. In addition, because our target audience spend much of their 

time on college campuses, we have also created flyers to posted on campus and utilize campus 

newspapers for advertising as well. Organizing campus activities such as political groups for 

women is also a way our campaign hopes to reach many people in our target audience. 

 Based on our testing results, we also want to make some improvements to our campaign 

in the future in order to reach as many young women as possible. Some of these improvements 

include using a wider variety of women in our campaign materials such as flyers and videos. We 

would also look to increase our online presence using more social media and also using student 

listervs so our audience can easily find our website without having to remember the address from 

a flyer. Another option would be to put a QR code on the flyers so our target audience can use 

their smart phones to scan the code and immediately get to the website. 

 If successful, the implications of our campaign could have a great impact on the country 

for years to come. While our immediate goal is to get our target audience involved in the 2012 

election, we hope that they would continue their political activeness for the rest of their lives. 

This would mean more women voting in each election and that the voices of women would be 



considered more important. The ultimate success of the campaign would be for some of the 

women in our target audience, who were exposed to the campaign, to ultimately run for elected 

office themselves. Our campaign was originally inspired by Senator Gilibrand’s “Off the 

Sidelines” campaign which encourages women to run for public office. As our campaign video 

states, only 17% of the United States Congress are women and at the current rate, it will take 500 

years to reach gender parity in congress. We hope that our campaign can help speed that process 

up by focussing on young women who could be the leaders of tomorrow and giving them the 

resources they need to get involved in the process now. 
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