
Magellan Strategies Management 
& Consulting Services for 

Candidate Campaigns 
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The Magellan Strategies
Client List



Magellan Strategies Client List

• US Senator Pat Toomey of  Pennsylvania, 
2010 and 2016

• Bob Beauprez for Governor, 2014

• Ken Buck for US Senate, 2010, Congress, 
2016

• Steve Daines for US Senate, Montana, 2014

• Americans for Prosperity, 2010 and 2012

• Republican National Committee, 2010 and 
2012

• National Republican Congressional 
Committee, 2010 and 2012

• National Republican Senate Committee, 2010

• The Colorado Senate Republican Caucus

• The Colorado House Republican Caucus

• The Republican Party of  New Mexico

• The New Mexico Senate Republican Caucus

• Lora Thomas for Douglas County 
Commissioner

• Katy Brown for State Representative

• Colorado Springs Mayor John Suthers

• Ryan Zinke for Congress, Montana, 2014
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The Magellan Strategies 
Campaign Team



David Flaherty 
CEO and Founder

• 25-year career in campaigns and politics, including 
years of  experience applying voter data analysis, 
survey research and data mining and 
microtargeting to campaign decision making.

• Prior to starting Magellan Strategies in 2006, he 
worked in Washington DC for 14 years. Has held 
several positions of  responsibility at the 
Republican National Committee, the US House of  
Representatives Subcommittee on the Census, and 
Americans for Prosperity. 

• He oversees survey research projects, focus groups, 
voter file data management and analysis, 
demographics and predictive voter data modeling. 

• He has worked on, consulted and managed 
successful campaigns in New Mexico, Colorado 
and various states across the country. 
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Courtney Gibbon 
Director of  Quantitative Research and 

Predictive Analytics
• Courtney has been with Magellan Strategies since 

2009 and is the senior polling project manager and 
data mining modeler. She has managed hundreds 
of  quantitative research projects across in districts 
and states the country. She is one of  the most 
experienced voter data mining consultants in the 
Republican Party.

• Some of  her most recent accomplishments include 
building accurate and effective predictive voter 
models for Pat Toomey’s US Senate campaign in 
Pennsylvania.

• She is an expert in using statistical software 
including SPSS, predictive modeling software, 
UNCLE and R. She holds a Bachelor’s Degree in 
Mathematics with a concentration in Statistics 
from Colorado Mesa University and a Masters 
Degree in Public Administration from University 
of  Colorado Denver. 
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Ryan Winger 
Director of  Data Analysis and Campaign Strategy

• Ryan has been with Magellan 
Strategies since early 2007. He is a 
data-driven campaign consultant 
with 10 years of  experience. Ryan is 
a master at applying voter data to 
campaign decision making to ensure 
that a campaign’s resources are spent 
efficiently and effectively.

• He is also an experienced polling 
project manager and understands 
how to use survey data for message 
crafting and development.

• Ryan also plays a major role in voter 
database construction. Ryan is a 
graduate of  the University of  
Colorado with a degree in Political 
Science. 
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The Magellan Strategies 
Approach to Candidate 

Campaigns



We always start a 
campaign by 

looking at various 
voter data points 

to develop a 
powerful campaign 
plan and strategy.
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We use reliable, 
accurate and  
relevant voter 

opinion 
research data to 

develop an 
effective voter 

communication 
strategy. 

Polling & Focus Groups

Microtargeting/Modeling
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We use our decades of  EXPERIENCE 
from consulting, advising and managing 

candidate campaigns. 
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Every campaign  
needs a 

consultant that   
understands  

voter opinion 
and voter 
behavior, 

because in the 
end that is what 

it all comes  
down to.
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The Magellan Strategies 
Approach to Campaign 

Management and Consulting



The Magellan Strategies Approach
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The Magellan Strategies Approach
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Magellan Strategies Approach Step 1:



Compile and 
Study Past 
Republican 
Primary 
Turnout 
Demographics

These numbers rarely 

change from cycle to cycle.
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Compile and 
Study Past 
General
Election Voter 
Turnout 
Demographics 
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Determine the 
“True Middle”  
Likely to Vote 
Population 
Using Modeled 
Voter Data
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Magellan Strategies Approach Step 2:



Design Budget, Gantt Chart and 
Campaign Plan

• Develop a campaign budget in a Gantt chart using  
the compiled voter data. This will give you an idea 
how much money you need to raise and what the 
each voter “contact” will cost.

• This will determine your fundraising goals and  
force decision makers to prioritize campaign efforts, 
objectives and voter contact programs.
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Example 
Gantt 
Budget 
Chart
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Magellan Strategies Approach Step 3:



If  you don’t 
invest in survey 
research you are 
basically 
guessing, and 
increase the risk 
of  losing…
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A Benchmark Survey Provides

• Voter intensity and interest 
in the election.

• Measurement of  relevant 
issue priorities.

• Candidate image ratings, 
name recognition

• Test candidate biographies, 
qualities and characteristics.

• Positive and negative 
message testing on candidate 
records and positions.

• Measurement of  potential 
voter movement using 
uninformed and informed 
ballot tests.

• Information flow questions 
to determine the best 
method of  contact with 
voters.

26



Verbatim Responses
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Knowing Voter Issue Priorities and 
Preference is Vital to Winning
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2016 Colorado Republican Primary 
Voter Issue Preference
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Colorado 2010 US Senate 
Republican Primary Ballot Test
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Colorado 2012 
US President Ballot Test
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Magellan Strategies Approach Step 4:



Use Survey Research to 
Make Decisions

• The benchmark survey is a lot more than a look at where the 
race stands at the beginning of  the campaign.

• It is used to properly introduce the candidate to voters in the 
most appealing and effective way possible.

• Message testing, issue priority and information flow 
questions are used to design campaign materials for the 
campaign and determine strategy.

• This includes the content and design of  the campaign 
website, digital ads and social media posts, mailers, palm 
cards and door hangers. We can guide this process every 
step of  the way.
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Use Survey Research to 
Make Decisions

• Too often, campaigns will simply assume that they 
know which issues are important to voters, and 
which methods of  contact are more effective.

• Our data-driven approach allows you to remove 
any guesswork from the process, so that you can 
feel confident that you are speaking about issues 
relevant to voters, and that you are offering the 
solutions that resonate with them.
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Develop the Copy for All 
Campaign Communications
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Use Survey to Test 
All Bio Talking Points
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Use Survey to Test 
All Campaign Messages
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Magellan Strategies Approach Step 5:



Keep Costs Down and Touch 
as Many Voters as Possible

• Once a campaign materials have been designed, the next step is 
delivering our message to the voters in the most economically 
efficient way possible.

• We work with several different consultants that specialize in 
direct mail, digital creating, video and radio production, 

• Comcast rates have come down significantly and TV production 
can be done for $5,000 or less.

• Radio is relatively cheap and effective in some areas of  the state.

• Digital is a must (even in a Republican primary), Facebook is 
really the way to go, re-targeting visitors over time. 
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Magellan Strategies Approach Step 6:



Going Beyond the Voter File

• While the statewide voter file is publicly available for 
purchase, that does not mean that all voter files are 
equal in value.

• Successful campaigns invest in an enhanced voter file 
that uses analytics to predict the issues that are most 
important to each individual voter.
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Going Beyond the Voter File

• In the context of  a Republican primary, an enhanced 
voter file allows you to draw contrasts with your 
opponent on the issues that matter to each voter. 

• For a general election, an enhanced voter file 
becomes even more valuable as it allows for efficient, 
effective targeting to Unaffiliated voters and even 
some Democrats who may be receptive to your 
messages.
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Targeting Voters Using 
Modeling and 

Predictive Analytics
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Colorado Voter Segmentation 
Modeling Project

• All 3.8 million Colorado voters are grouped into 11 
different segments.

• Republican voters are split into four different groups, 
ranging from very conservative to moderate in their political 
beliefs.

• The same goes for Democrat voters, they are split into four 
different groups from very liberal to moderate.

• Unaffiliated voters are split into three different groups: Lean 
Republican, Lean Democrat and the “True Middle”
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Colorado Voter Population 
by Segment

0% 20% 40% 60% 80% 100% 

5% 12% 10% 
4% 

6% 
17% 14% 5% 9% 12% 6% 

Hard Republican Solid Republican Soft Republican Weak Republican
Rep Leaning Unaffiliates True Middle Dem Leaning Unaffiliates Weak Democrat
Soft Democrat Solid Democrat Hard Democrat
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Colorado Segmentation Project

“Government is almost always wasteful and inefficient.” 
Percentage that Strongly Agree.

74% 
67% 

58% 
47% 

54% 

38% 34% 36% 
32% 

24% 

12% 

Hard Republican Solid Republican Soft Republican
Weak Republican Rep Leaning Unaffiliates True Middle
Dem Leaning Unaffiliates Weak Democrat Soft Democrat
Solid Democrat Hard Democrat
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Colorado Voter Segmentation 
Project, how was it done?

• The project used responses from a 9,500n statewide 
survey of  registered voters.

• Twenty-one different issue models were created 
based on questions regarding: views of  government, 
fiscal issues, social issues, and domestic policy 
issues.

• The project grouped voters together within party 
based on each voters individual issue model scores.
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Magellan Strategies Approach Step 7:



Using Research to Adjust 
Campaign Messaging

• Once the campaign has begun in earnest and the 
candidate is regularly contacting voters through 
direct mail, field operations and social media, it is 
important to regularly track how voters are 
responding to the candidates message.

• This allows us to identify particular demographic 
subgroups or regions of  the state/district where we 
may need to dedicate more resources.
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Using Research to Adjust 
Campaign Messaging

• Consistent survey research throughout the 
campaign also allows us to identify shifting issues 
priorities. If  outside events cause a particular issue 
to gain prominence in a campaign, we need to 
recognize that shift so that campaign materials can 
begin to reflect it.

• Simply put, it is our firm belief  that the most 
successful campaigns are those that never lose sight 
of  the “facts on the ground.”
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Magellan Colorado Track Record 
Governor 2014 Primary
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Magellan Strategies Approach Step 8:



Identifying Supporters

• Two months before Election Day, once the 
campaign has had sufficient time to deliver the 
candidate’s message to voters, it is important to 
begin to identify supporters.

• This is done through door knocking by the field 
operation and also through short, ID surveys to 
determine whether a voter supports the 
candidate or their opponent.

55



Ballot “Chasing”

Identifying supporters is a crucial step.
• All active voters will receive a ballot in the mail. If  we know 

someone supports the candidate, we need to do all that we 
can to “chase” their ballot and ensure they vote.

• It also is a valuable source for volunteer recruitment. If  we 
know someone that supports the candidate, they are more 
likely to volunteer for the candidate, and help get out the 
vote in their neighborhood or precinct.

56



The Impact of  an 
All-Mail Ballot Election

• In the closing stages of  a campaign, Magellan Strategies 
updates all voter contact universes to remove those who 
have already voted.
• Magellan Strategies receives updated data from the SOS on an 

hourly basis during an election.

• This is important especially in a Republican primary 
election, due to the fact that a significant percentage of  the 
vote will be cast before Election Day. As those voters are 
removed, all voter contact efforts can be precisely directed at 
those voters who may still be on the fence.
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Contact Magellan Strategies:
www.MagellanStrategies.com

Dflaherty@MagellanStrategies.com

303-861-8585
1685 Boxelder St. Suite 300

Louisville, CO 80027


