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Client: Scott C. Beard 
 
Election: Special November 
3, 2015 
 
Issue: City Council, San 
Bernardino 
 
Campaign Period: 120 days 
 
Results: Won Primary 
Election 
 
Voter Turnout: 15.3% 
 
Campaign Strategy:  
Intensive messaging via direct 
mail, social media  
 
Successful Tactics: Strong 
strategy coupled with 
consistent and sustained 
messaging 
 
Client Profile:  Area 
Businessman and Local 
Developer 
 
 
 
 
 
 
 
 
 

 

DO THE RIGHT THING! 
SCOTT C. BEARD FOR CITY COUNCIL 
 
WON PRIMARY ELECTION 
 
In 2013, one of the largest municipal recalls in California history 
successfully changed the leadership of San Bernardino, California. San 
Bernardino is the 17th largest City in California and one of the largest 
in the Country (second to Detroit) to declare bankruptcy. Local 
businessman and 16-year resident Scott C. Beard led the recall efforts 
in 2013 creating one of the most tumultuous races in the State.  

Two years after the recall, the City remains in active bankruptcy 
proceedings, crime within the City has increased over 20%, a 
controversial plan to outsource the City's 137-year old Fire 
Department has been passed by the Council, and a new parcel tax is 
pending approval before the bankruptcy judge as part of the City's 
filed plan-of-adjustment. The City remains on the Wall-Street 
Journal's "worst-run" list and political in-fighting continues on the 
Council. Amid that backdrop, Scott Beard made the decision to fix-it 
himself and run for the City Council seat. He joined three (3) other 
challengers to face an incumbent placed in office by the very recall 
Scott led.  

Capitol Core's roll in the campaign was overall management of 
messaging, direct mail, grassroots/canvassing, and digital social media. 
The City Council is broken down into seven (7) Wards (districts) of 
approximately 11,000 voters each. Traditionally, the off-year election 
cycle and general voter apathy in the area has created voter-turnout of 
approximately 15%. This, by design, favors the incumbent. The City's 
Charter requires candidates to receive 5%+1 of the overall vote to be 
elected to office. In a crowded race, that requirement created a 
statistical probability of a general/run-off election.  

The incumbent is a college professor (urban planning) at the local 
University. Other challengers included a law-enforcement officer, a 
local high-school principle, and a local teacher.  
Previous polling in the City and early polling in the election indicated 
the candidate had a low name-ID (11%) but high-negative association 
(28%) due to the recall campaign of 2013. Our messaging needed to 
overcome those obstacles by increasing overall name ID, positively 
messaging for change in the City, and diminishing attack ads that 
would focus on negative aspects. The goal of the incumbent was to 
maintain a 30% base vote within the district while diminishing voter-



 

turnout enough to gain 50%+1. We needed to 
counter that effort through direct voter contact 
and canvassing.  

Our principle goal was to create a combined mail, 
grassroots, and digital strategy that maintained 
voter turnout, increased name ID of our 
candidate, and increase positive reaction to our 
candidate.  

Our messages centered around asking voters to 
"Do the Right Thing" by making leadership 
changes in the City to affect the overall quality of 
life. We focused that messaging on crime, 
increasing housing quality, and Charter reform 
designed to bring better government. Polling 
showed showed a strong relation to crime and 
slum-lords (poor rental housing) within the City 
and we combined messages to show that increased 
enforcement of housing codes/crime-free housing 
initiatives would lower crime, allowing police to be 
more proactive. Combining the polling results 
with online message testing we concluded that the 
simple message "bad apartment owners + bad 
apartment manager + bad tenants = CRIME" 
with over 15,000 residents of the district viewing 
and responding to the message. Other messages 
including adding more police and increasing police 
tools were common among the candidates, while 
focusing and demonstrating a plan to lower 
overall crime through code-enforcement was 
unique to our candidate and very successful. 
Polling indicated the incumbent tested weakly in 
these areas and that diminished our need to utilize 
opposition messaging in this portion of the 
election.  

Overall results of the election placed the candidate 
in a General/Runoff election with the incumbent 
(February 2, 2016). The incumbent received 
28.11% of the vote with our candidate, Scott C. 
Beard, garnering 21,55% of the vote. A last-
minute attack ad, election night rain, and outright 
voter apathy decreased voter turnout 
tremendously to 1,782 votes being cast in the 
11,000 registered voters district (<9%).  

The digital campaign had the intended effect of 
testing messaging modification for the direct-mail 
and canvassing portions of the campaign. While 
the online messaging increase resident discourse, it 
did little to motivate voter turnout.  

The focused direct mail campaign was effective in 
providing distinction between our candidate and 
the other challengers. It further halted the 
progress of the incumbent to garner more than his 
30% base (in-fact losing a couple of points) 
voters.  

Those efforts were combined with an active 
grassroots canvassing program that focused on the 
3,150 high-propensity voters within the district. 
The campaign changed the messaging of this 
canvassing effort to meet tested messages derived 
from online testing. In all, the canvassing and 
GOTV grassroots efforts likely altered the 
outcome of the race in favor of or candidate. 
Canvassing efforts covered high-propensity voters 
three (3) times beginning with absentee ballots 
and leading through the election day.  

 

 


