HEMANTH LAL - STRATEGIC BRAND CONSULTANT

We were hired to
move

We moved it.

How a disciplined, ground-first campaign took the BJP to
its best-ever result in a Left fortress: a record 25% vote
share for Major Ravi.

BUILD THE BASE - BANK THE SHARE - EARN THE NEXT CYCLE




WHAT THIS DECK IS ° 02

THE FRAME

A campaign is not judged by
the seat it wins. It is judged
against the goal it was set.

Ottappalam has returned the CPI(M) five elections running. No one was going
to break that in a single cycle, and we never promised to. We were retained to
do one thing: take the BJP vote share to a number it had never reached here,
and to leave behind a brand and a base the party could build on. This is the
account of how we did exactly that.

— HEMANTH LAL MARKETING WITHOUT STRATEGY IS EXPENSIVE NOISE



THE RESULT, IN ONE NUMBER P 03

The highest the BJP has ever
polled in this seat. By a
distance.

Up from 15.6% in 2021. Past the old 2016
record of 18.4%. Raw votes climbed
from 25,056 to 42,476. That is a 69%

jump in a single cycle.
BJP VOTE SHARE - OTTAPPALAM 2026 - 42,476 VOTES

ALL-TIME HIGH - SHARE & RAW VOTE A GENUINE THREE-CORNERED CONTEST THE DUOPOLY, FRACTURED

THE RESULT VERIFIED - ECI / ONMANORAMA, MAY 2026



THE BRIEF VS THE RESULT

THE SCOREBOARD

We set four targets. We hit all
four.

° 04

THE GOAL WE WERE SET THE RESULT WE DELIVERED

Beat the 2016 high of 18.4% Delivered ~25%, the best share in the seat's history.

Grow the raw vote 25,056 > 42,476 votes. A 69% increase in one cycle.

Build a real third pole Forced a genuine three-way race; took nearly a quarter of the vote.
Leave a brand for 2031 "Major Ravi" is now the most recognised BJP face the seat has fielded.

STATUS

Hit

Hit

Hit

Hit

THE VERDICT

Third place on the night. First place against the brief. A campaign that does what it was
hired to do is a successful campaign. This one outperformed every number it was built
to move.

— THE SCOREBOARD

FOUR TARGETS - FOUR HITS



HOW WE DID IT ° 05

THE THESIS IN FIVE LINES

We did not chase the whole seat.
We converted the voters who
were already moving, on the
oround and in person.

01 We set an honest goal.
Maximum vote share in an unwinnable fortress, not a fantasy victory. The right target is half the win.

02 We repositioned the candidate.

From a national firebrand into "the soldier who came home." Prestige, not bombast. That is the register Kerala
rewards.

03 We fought on the ground.
Face-to-face, door to door, town to town. Relentless physical presence: the single most powerful lever available.

04 We mobilised women first.
A female-majority seat decided by welfare and trust. Women-led rallies and benevolence signals, not machismo.

05 We amplified, we didn't substitute.
Social media carried the on-ground story outward. It never replaced the handshake, and that order mattered.

— THESIS CONVERT AND TURN OUT, IN PERSON



HOW TO READ THIS CASE STUDY ° 06

THE METHOD

Three lenses run through
every page.

LENS 01 - THE MATH LENS 02 - ELT LENS ©3 - THE BRAND

What the numbers prove. Why voters followed. How we made him legible.

Twenty years of results, read as a Evolutionary Leadership Theory: the Personal branding, narrative,

trendline. The vote share is the ancestral machinery voters use to size propaganda, PR. One man, one

scoreboard, and it moved decisively. up a leader. We built the campaign to message, across every surface he
fit it. touched.

DATA DISCIPLINE

Verified figures (Election Commission, Onmanorama, the public record) are stated as
fact. The 2026 vote-share percentage is a close arithmetic estimate. Where the campaign
record is representative rather than exhaustive, we say so.

— METHOD MATH - PSYCHOLOGY - BRAND



SECTION OPENER W 07

The result, decoded.

What the numbers say, what they don't, and the
one caveat an honest strategist owns up front.

©8 - THE THREE-WAY ©9 - THE 20-YEAR CLIMB 11 - THE FRACTURE 12 - INTELLECTUAL HONESTY

THE RESULT ONE OF EIGHT



OTTAPPALAM 2026 - THE FINAL COUNT ° 08

THE RESULT - THE THREE-CORNERED CONTEST

For the first time in this seat's
memory, three candidates each
cleared a quarter of the vote.

Premkumar - 44.3% . % Ravi - 25.0%

B K. Premkumar - CPI(M)/LDF - 75,362 - won

B P.K. Sasi- Independent/UDF-backed - 48,585 |l Major Ravi - BUP/NDA - 42,476 - our candidate

READ IT STRAIGHT

The Left held the seat; the winner's raw vote barely moved (74,859 = 75,362). What
changed underneath was the challenger vote, and our share of it. Major Ravi's 42,476 is

the largest vote the BJP has ever banked in Ottappalam. Share estimated from votes +
turnout; final ECI Form-20 pending.

— THE COUNT VERIFIED - ONMANORAMA / ONEINDIA, MAY 2026



BJP VOTE SHARE IN OTTAPPALAM - 2006-2026 " 09

Twenty years of data. One line
finally broke out, and it broke out
on our cycle.

25.0

18.4
15.6

8.6 7.3

2006 2011 2016 2021 2026

The 2016 spike was borrowed from a statewide wave and leaked back by 2021. 2026 is
different. It is the highest, and it was built on the ground, not handed down from a
national mood. Estimated share; 2006-2021 verified via ECI.

THE CLIMB 8.6 » 7.3 » 18.4 » 15.6 » 25.0



THE RAW VOTE, NOT JUST THE SHARE

THE RESULT - THE VOLUME

Share can flatter. Raw votes
don't. Both moved, and moved

hard.

° 10

25,056 42,476 +69.

BJP votes in 2021. P. BJP votes in 2026. Major Ravi, Growth in the BJP's raw vote in
Venugopalan, third place. third place, a record high. a single cycle.

+17.4«

Net new votes added to the BJP
column here.

WHY THIS MATTERS

A vote-share gain in a low-turnout year can be an illusion. This wasn't. We added more
than seventeen thousand actual ballots to the BJP's tally. That is more new votes than the
party's entire previous footprint in the seat was built on.

— THE VOLUME

+17,420 VOTES -

+69%



THE RESULT - THE STRUCTURAL SHIFT

Ottappalam was a two-horse race
for half a century. We made it a
three-horse race.

For decades the seat ran on a single axis: CPI(M) versus

Congress. The BJP was a rounding error: eight, then

seven, then a wave-borrowed eighteen percent. In 2026 A party that takes a quarter of a fortress is no

longer a guest in the contest. It is a force in it.

we turned the rounding error into a genuine third pole
That is the difference between noise and a base.

that no one could ignore, capturing a quarter of the
electorate and reshaping the arithmetic of the whole
contest.

A third pole is not a spoiler. It is an asset that compounds.
It is the base the next BJP candidate inherits instead of
rebuilds.



THE CAVEAT WE PUT ON THE TABLE OURSELVES P 12

A serious strategist names the
asterisk before the opponent does.

WHY THE CREDIT STILL HOLDS

THE HONEST CAVEAT An open lane is not a filled one.

2026 was an abnormal race. A three-way split gave us room. It did not

The UDF didn't run a Congress candidate. It deliver 42,476 votes. A brand, a ground game,
backed P.K. Sasi, a CPI(M) defector. That and a year of presence did. We beat the old
scrambled the usual split and handed every record on share, not just structure, and banked
challenger a wider lane. Some of the 25% the largest raw vote in the seat's history.
reflects that structure, not pure BJP growth. Opportunity was there for all three. We

We will not pretend otherwise. converted ours.

The decisive test is the final ECI Form-20 percentage. At ~25% against a 2016 high of
18.4%, the campaign expanded the BJP's footprint even in defeat, on any honest reading.

HONESTY OWN THE ASTERISK - KEEP THE CREDIT



THE NIGHT AROUND US

THE RESULT - THE STATEWIDE BACKDROP

A wave swept Kerala. Our seat moved

against the grain, by design.

UDF

swept the state; the decade-

old LDF government fell. V.D.

Satheesan became Chief
Minister.

SOURCE - ECI 2026

3

Left seats lost in Palakkad
district to the wave, yet
Ottappalam held.

SOURCE - ECI 2026

2

Our share, built while the
anti-Left vote fractured
around us rather than
consolidating.

ESTIMATE - PENDING FORM-20

e 13

THE READ

In a year when anger flowed to the UDF everywhere else, the BJP still grew here. We
didn't ride the wave. We carved our own channel, which is the harder and more durable

thing to build.

— THE BACKDROP

AGAINST THE GRAIN

BY DESIGN



SECTION OPENER ° 14
SECTION - TWO

The strategy we ran.

The goal, the repositioning, and the doctrine that
put every rupee and every hour on the ground.

15 - THE 16 - THE 17 - THE 18 - THE TARGET 19 - GROUND-
GOAL REPOSITIONING TRANSFORMATION UNIVERSE FIRST

— THE STRATEGY TWO OF EIGHT



THE GOAL WE SET, BEFORE A SINGLE POSTER WENT UP

THE STRATEGY - THE GOAL

"We are not here to win
Ottappalam. We are here to
change what it's worth to the
BJP."

The discipline of the whole campaign started here. A seat the Left had held for
two decades was not going to flip on a celebrity candidacy, and a goal of "win"
would have wasted the budget chasing the unwinnable. So we set a goal we
could actually hit and that actually mattered: maximum vote share, a real third
pole, and a brand for 2031. Every later decision was tested against it.

— THE GOAL

° 15

THE RIGHT TARGET IS HALF THE WIN



THE SINGLE MOST IMPORTANT DECISION WE MADE P 16

THE STRATEGY - THE REPOSITIONING

We retired the firebrand and led
the soldier who came home.

RETIRED - THE DOMINANCE FACE PROJECTED - THE PRESTIGE FACE
The national hardliner. The decorated local son.

— Blunt, combative, shoot-from-the-hip nationalism. — The Sena Medal soldier, dignified and present.

— Authority imposed: loud and polarising. — Authority earned: service as quiet proof.

— Reads as a partisan. Caps the vote at the committed core. — Reads as competent and on your side. Opens the converts.

Kerala is a prestige electorate: literate, informed, allergic to bombast. The firebrand
register would have energised the base and repelled everyone we needed to add.

Same man, different prototype. We chose the one that wins votes here.

— THE REPOSITIONING PRESTIGE IN - BOMBAST OUT



THE SOLDIER WHO CAME HOME, ON SIGHT

We dressed the strategy
onto the man.

Off came the combat-and-camouflage
iconography of the war films. On came
the cream jubba and the mundu: the
dress of a Kerala elder, a neighbour, one
of us.

It reads as a costume note. It is a positioning
decision. Belonging is the most powerful
signal a leader can send a tight-knit
electorate, and you send it first with your
body, before you ever open your mouth. The
soldier became a son of the soil, on sight.

- jubba & mundu - campaign reel, March 2026



WHO WE ACTUALLY WENT AFTER

THE STRATEGY - THE TARGET UNIVERSE

Three slices, not the whole seat.
Discipline is who you choose to

ignore.

SLICE 01

Soft anti-Left Hindus.

Voters who only ever backed the
Congress to stop the CPI(M). With the
Congress absent and the BJP credible,
they were gettable, and we got them.

SLICE 02

First-time & young voters.

The least inherited loyalty, the most
responsive to a candidate over a

banner. The cheapest share in the seat.

° 18

SLICE 03

The woman voter.

A female-majority roll that votes on
welfare, safety, and trust. The decisive
bloc, and the one a war face cannot
reach.

THE RULE WE HELD

Every rupee and every hour was tested against these three slices. A vote spent outside
the target universe is a vote spent on applause, not ballots.

— THE UNIVERSE

SOFT-LEFT - YOUTH - WOMEN



P 19

Ground first.
Everything else
second.

We made one call that shaped the entire
WV il N campaign: the handshake is the unit of
W "/% W work, and the phone is its megaphone,

-ﬁ&ﬂfkg%{f ||

i never its replacement.

P
:l‘

In a literate, sceptical electorate that
discounts advertising and money, sustained
personal contact moves more votes per
rupee than anything else. So we spent the
candidate's time, not just his money. We
went town to town, door to door, face to
face. The social feed then carried each
encounter to ten thousand more.

- street handshake, Ottappalam



THE SCIENCE UNDER THE STRATEGY ° 20

THE STRATEGY - WHY IT WORKS

None of this was instinct. It was built
on a theory of why humans follow
leaders at all.

PRESTIGE PRESENCE BENEVOLENCE BELONGING

Respect, freely given. The leader you can see. Proof he's on your side. One of us.

We built authority on record We beat the distrust of distant Welfare and sacrifice, framed Local birth, the dialect, the

and competence, not fear. authority by showing up, in as the leader giving to his dress, the temple, the soil.
person, consistently. people.

The next section unpacks it. Evolutionary Leadership Theory, shown photo by photo, is
how the campaign was engineered to fit the ancestral machinery voters actually use to
choose a leader.

— THE SPINE PRESTIGE - PRESENCE - BENEVOLENCE - BELONGING



SECTION OPENER e 21

The ancestral operating system.

Why voters followed, read through the evolved

machinery humans use to choose a leader. Photo by
photo.

22 - ONE IDEA 23 - PRESTIGE 24 - PRESENCE 25 - BENEVOLENCE 26 - BELONGING 27 - SCORECARD

THE ANCESTRAL 0S THREE OF EIGHT



EVOLUTIONARY LEADERSHIP THEORY, IN ONE IDEA ° 22

THE ANCESTRAL OS - THE CORE IDEA

Voters are not blank calculators.
They run inherited programs for
sizing up a leader, and a
campaign that fits those
programs outperforms one that

fights them.

Leadership and followership are evolved adaptations, built over hundreds of
thousands of years for small, face-to-face bands where followers kept the real
power and could abandon any leader who exploited them. We carry that
machinery into the booth. We did not invent a campaign. We reverse-engineered
the instincts and built to them.

— THE CORE IDEA VAN VUGT - HENRICH - BOEHM - SPISAK



- hand on heart, open-top roadshow

Respect freely given
beats rank taken by
force.

There are two routes to authority.
Dominance compels, and a literate
electorate resents it. Prestige attracts:
followers lean in toward competence
and want to back it.

We built every appearance on the prestige

route: the decorated record, the measured

tone, the hand on the heart rather than the
fist in the air. In Kerala, that is not the soft

choice. It is the winning one.

I
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PRESENCE BEATS THE MISMATCH

MECHANISM 02 - THE MISMATCH HYPOTHESIS

We trust the leader we
can see.

Our machinery was built for bands
where you knew the leader personally.
We instinctively trust the visible and
familiar, and distrust distant, abstract
authority.

Every campaign that leans on remote
advertising fights that instinct. We worked
with it: sustained, physical, face-to-face
presence across the constituency for months.
Familiarity converts the instinct to distrust a
stranger into the instinct to back a known
protector. This is the most ELT-aligned move
available, and we made it the spine.
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Are you on our side,
and will you give:

Voters read a leader for warmth as hard
as for competence. Either alone fails.
The war record proved competence; we
had to build the warmth.

So we engineered the benevolence cue
deliberately. It showed in the embrace, the
time spent with elders and families, and the
pledge to forgo the MLA salary to fund a
poor family's wedding in every panchayat.
Welfare framed not as policy, but as the
leader giving to his people. That is the
signal the woman voter was reading for.

- a costly, hard-to-fake signal of warmth



BELONGING - ONE OF US

MECHANISM 04 - IN-GROUP BELONGING

Are you one of us?

The oldest question of all. A tight,
rooted electorate gives its trust to its
own, and withholds it from outsiders,
however impressive.

BORN Pattambi, Palakkad. Local by birth, not by
HERE parachute.

DRESSED  The jubba and mundu of a Kerala elder, not a
HERE national uniform.

ROOTED Temple visits, the local idiom, the soil, and a
HERE man who moved his own vote into the seat.

a

- one of us, on sight and on contact



THE LEADERSHIP-SIGNAL SCORECARD e 27

THE ANCESTRAL OS - WHAT WE BUILT

Six signals voters read. We led the
ones he owned and engineered the
ones he lacked.

SIGNAL AT THE START WHAT THE CAMPAIGN DID

Competence Elite Anchored every appearance on the decorated, problem-solving soldier.
Courage Elite The Sena Medal record: documented, costly, impossible to fake. We led with it.
Belonging Strong Activated through dress, dialect, temple, soil, and a local voter-roll move.
Benevolence Underbuilt Engineered through the embrace, the families, the no-salary wedding pledge.
Presence To be earned Built daily, across months of face-to-face in every panchayat.

Fairness At risk Protected through message discipline and communal-harmony signalling.

Three signals were elite and free. Three were gaps. The campaign's real work was
building the three gaps without diluting the three strengths.

— THE SCORECARD LEAD THE STRENGTHS - BUILD THE GAPS



SECTION OPENER ° 28

The ground game.

Where this campaign was won. Face-to-face, town
by town, and women out front.

29 - ROADSHOWS 30 - WOMEN LEAD 32 - RETAIL 33 - DEVELOPMENT 34 - HARMONY

THE GROUND GAME FOUR OF EIGHT



We turned a candidacy into
a movement people wanted
to be seen in.

Roadshows and night rallies gave the
campaign a body: crowds, flags, and energy
the cameras and the feed could carry far
beyond the route. Momentum is a signal
too: people back the contender who looks




We put women at the
front of the campaign,
because they were at the
front of the electorate.

Ottappalam's roll is female-majority, and Kerala's
women vote on welfare, safety, and trust, not
slogans. So women led the rallies, carried the
message into neighbourhoods, and validated the
benevolence we had built. The bloc that decides
the seat saw itself in the campaign.

WOMEN LEAD




WHY THE WOMAN VOTER WAS THE WHOLE GAME ° 31

THE GROUND GAME - THE RATIONALE

A temale-majority, welfare-literate
electorate cannot be won with a
war face.

More women than men on the roll. A public that rewards
delivery and reads leaders for warmth as hard as for

The soldier who protects is one prototype. The
soldier who 1s the one this electorate

strength. The firebrand register we retired would have

spoken straight past her. The prestige-and-benevolence Slaeie

register we built spoke straight to her. ,
We built the second on top of the first.

Women messengers carried it the last mile, neighbour to
neighbour, kitchen to kitchen, where trust is actually
transferred. The cheapest and most durable vote in the
seat.

— THE RATIONALE PROTECTOR WHO PROVIDES



- neighbourhood roadshow, families and youth

Town by town, gate by
gate.

The municipality and seven
panchayats, worked as a circuit. Not a
single stage but a thousand doorsteps.

Families first, youth alongside, the same
disciplined message at every door. Door-to-
door is slow, unglamorous, and the highest-
return work in a sceptical electorate. We did
the unglamorous work, and the vote
followed.

I
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THE DEVELOPMENT CASE
NDA #

NDA 83QajoLlo micId: AsmMLLlo

We gave the prestige a
) 01-04-2026 (snywad)
purpose. ) eilloel 10 aem
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A record earns attention. A plan earns a S 6O QD HD @g(m@(a

vote. The NDA Ottappalam
development document turned
"decorated soldier" into "a line to the
Centre that delivers."

THE GROUND GAME - THE DEVELOPMENT CASE

The pitch was concrete: a direct connection to
the national government, modern technology
applied to local problems, and a candidate

who would serve "with the strength of a {

BROCD 5200 OausIE

soldier." Benevolence needs a mechanism. The
development case was ours: published, dated,
and put in voters' hands.
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MAJOR RAVI

lowering the threat signal

We didn't contest the
bloc we couldn't win.
We refused to
consolidate it against
us.

A fifth of the seat is Muslim. A firebrand
campaign hands that vote, whole, to the
opposition. A prestige campaign lowers
the threat signal instead.

Eid greetings, communal-harmony
messaging, "I represent every citizen." The
aim was not to win the minority vote, but to
keep the firebrand caricature from doing
our opponents' mobilising for them.
Discipline, not outreach theatre.

I
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THE GROUND GAME, TOTALLED ° 35

THE GROUND GAME - THE RETURN

The unglamorous work, and
what it bought.

1+7 +17.4k 25%

The municipality plus seven Net new votes added, the yield Final share, built on contact, not
panchayats, worked as a single of the ground-first doctrine. on advertising spend.

circuit.

THE LESSON

A record vote, built on presence and discipline. That is exactly the campaign a prestige
electorate rewards, and exactly the one we set out to run.

— THE RETURN CONTACT IN - VOTES OUT



SECTION OPENER ° 36
SECTION - FIVE

Personal branding.

How we made one man legible, consistent, and

bigger than the lotus he ran under.

37 - ARCHITECTURE 38 - THE NAME 39 - IDENTITY 40 - CELEBRITY CAPITAL 41 - CONSISTENCY

— PERSONAL BRANDING FIVE OF EIGHT



THE BRAND ARCHITECTURE

PERSONAL BRANDING - THE ARCHITECTURE

Three pillars. Everything he said
stood on one of them.

PILLAR 01 - RECORD PILLAR 02 - ROOTS
Earned, not claimed. One of us.

The decorated soldier who solved hard Born in Palakkad, dressed as a Kerala
national-security problems. elder, present on the soil. Belonging,
Competence and courage, made visible before a word is spoken.

documented. The prestige foundation.

A brand is not what you say about yourself. It is what the
people speak about you when you are not in the room.

— ARCHITECTURE

e 37

PILLAR 03 - REACH

A line to the Centre.

The one candidate who could pick up
the phone to the national government
for Ottappalam. Care, delivered.

RECORD - ROOTS - REACH



THE NAME WAS THE ASSET " 38

"People don't see me as a BJP
candidate. They see me as

"

The rank is the brand. "Major" carries competence, courage, and sacrifice in a
single word. It is a trust signal that travels faster than any manifesto, and one no
opponent could borrow. We let the candidate run ahead of the party, because
the candidate was the stronger product.

In a fortress where the lotus is a liability, the man was the asset.

THE NAME RANK AS A TRUST SIGNAL



THE VISUAL SYSTEM

PERSONAL BRANDING - THE VISUAL SYSTEM

One look, repeated
until it was his.

THE Hand on heart: humility and devotion,

GESTURE repeated across every surface until it read as
signature.

THE Jubba, mundu, the saffron-and-green scarf: the

DRESS local elder, never the national strongman.

THE "Ottapalam - Major Ravi": seat and name

FRAME locked together on every poster and reel.

Consistency is what turns a face into a brand.
We removed every variable that did not serve
the three pillars.

- nomination day - 3,179 likes



CULTPR

- with Mohanlal -

CAPITAL, HANDLE

association,

not endorsement

The restraint was the
move.

A filmmaker with a decade of patriotic
cinema and a friendship with Kerala's
biggest star. We let the association
work, and refused to cash the
endorsement.

"I do not misuse my friendships." That line
did more than a stump appearance could: it
signalled a man who would not exploit,
which is precisely the anti-exploitation
instinct voters reward. The cultural capital
was real. The discipline not to spend it
crudely was the brand.

I
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PERSONAL BRANDING - CONSISTENCY

The same five themes, everywhere
he appeared. No drift, no
freelancing.

01 - PATRIOTISM 02 - FAMILY VALUES 03 - YOUTH CONNECT
The soldier's identity: the central pillar, in Respect for parents, the strength of the A future-facing pitch carried on digital and in
every interview and post. household. person.

04 - HARMONY @5 - THE MAN, NOT THE PARTY
"Goodwill across party lines": the threat signal, "They see me as Major Ravi": the candidate : .

S = i L Cut everything that didn't fit.
lowered. ahead of the lotus.

A brand is repetition with discipline. Five themes, held without deviation across
stump, social, and press. That is why they landed.



SECTION OPENER P 42

Narrative, propaganda & PR.

The amplification layer: how the ground work was
carried outward, and the discipline that kept it
clean.

43 - THE FEED 44 - ENGAGEMENT 45 - SYMBOLISM 46 - EARNED MEDIA 47 - THE PLEDGE 48 - DISCIPLINE

NARRATIVE & PR SIX OF EIGHT



THE SOCIAL SYSTEM

Social media carried
the ground game. It
never replaced it.

A verified handle, ~133k followers, the
campaign run as a documentary feed:
the same handshakes, hugs, and rallies,
amplified to the people not in the room.

The order is the whole point. Most celebrity
campaigns lead with the feed and skip the
field, and the votes never come. We inverted
it: the field generated the content, and the
feed multiplied its reach. Authentic because
it was real footage of real presence.

- campaign reels, @major_ravi

\
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THE FEED WORKED, THE NUMBERS SAY SO ° 44

NARRATIVE - ENGAGEMENT

Reach that a third-pole candidate
in a fortress has no business
having.

133« ~18. 8k /7,761 ~708

Followers on the verified Engagements on the night- Likes on the nomination-eve Posts on the account, a
@major_ravi handle. roadshow reel alone. post, a single organic image. sustained documentary
cadence.

— ENGAGEMENT INDICATIVE - NOT AUDITED



P 45
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§ Every poster did two
- LU jobsat once.
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cased @il Good political imagery is an argument
@0qioelo MICWIKAHAGME

nll 6:82.0ll ay0b.ul.ag) (VDIDI0IL compressed into a glance. The "be with the
change" creative made the case before a
word was read: proximity to power, rooted
in the soil. That is propaganda in the precise

sense: persuasion engineered into the
symbol itself.

- the local son, framed with the national ticket



EARNED MEDIA - THE CHEAPEST REACH WE HAD ° 46
NARRATIVE - PR & EARNED MEDIA

A soldier-filmmaker in a Left fortress is
a story. We let the story do the work.

OUTLET WHAT IT CARRIED

The Federal Long-form interview on the "fortress" gamble, coalition arithmetic, harmony.
Asianet News "Twists in the climax": momentum framing, ahead of the vote.

The News24 The no-salary / weddings pledge: the benevolence signal, amplified.
Manorama Definitive result coverage, with the historical context intact.

Heavy pre-poll interest. The candidate's own story was the
media buy.

LTL LR
N

— EARNED MEDIA THE STORY WAS THE SPEND




THE SIGNATURE MOMENT ° 47

NARRATIVE - THE MESSAGE THAT TRAVELLED FURTHEST

No MLA salary. Instead, the
wedding of the poorest girl in
every panchayat, every year.

One pledge did the work of a manifesto. It is a costly, hard-to-fake commitment
signal: proof of sacrifice and benevolence in a single, repeatable sentence, and it
was built to travel. It carried the whole positioning in twelve words: competence
to earn, character to give it away.

— THE PLEDGE A MANIFESTO IN TWELVE WORDS



WHAT WE NEVER SAID, AND WHY ° 48

The hardest work in a celebrity

campaign is the sentences you refuse
to let it say.

BE GIELD s LERE A firebrand's instinct is his own ceiling. One

.. stray line consolidates the minority vote

No communal provocation, in any forum. . .

against you and scares the soft-Left Hindu you
spent months courting. We treated message

No cashing the celebrity friendship for a cheap headline. discipline as a rule, not a hope: a short list of

No promises the candidate couldn't keep in opposition. owned themes and a hard stop on everything
else. The brand held because the mouth did.

No off-the-cuff debate the message couldn't survive.

DISCIPLINE THE BRAND HELD BECAUSE THE MOUTH DID



SECTION OPENER ° 49
SECTION - SEVEN

What the data says.

The variables that moved the vote, the patterns
across cycles, and the runway we built for 2031.

50 - THE DRIVERS 51 - THE PATTERNS 52 - THE CONVERSION 53 - THE RUNWAY

— THE ANALYSIS SEVEN OF EIGHT



WHAT ACTUALLY MOVED THE VOTE ° 50

THE ANALYSIS - THE DRIVERS

Five variables explain the jump. We
ranked them by contribution.

Face-to-face presence High
The three-way split High
Candidate brand & name High
Women-led mobilisation Medium
Earned-media reach e Medium

Directional weighting from the campaign read, not a regression. Note the one driver we
did not control (the split, in graphite). Every other lever was ours, and together they
outweigh it. > honest attribution, not a victory lap.

— THE DRIVERS DIRECTIONAL - CAMPAIGN READ



THE PATTERN ACROSS ELECTIONS

Read by election type, the BJP's
Ottappalam vote tells one consistent
story.

° 51

SIGNAL THE PATTERN WHAT IT CONFIRMS

Assembly trend 8.6 >7.3>18.4>15.6 > 25.0. The breakout is 2026. A built number, not a borrowed spike.
Borrowed vs built 2016 rose on a state wave and leaked by 2021. 2026 rose against a wave. Ground-built share is the durable kind.
Winner's vote Static, 74,859 to 75,362. The margin widened only because challengers split. The Left base is a floor, not a frontier.
Turnout High and engaged. The seat rewards organisation and presence. Our ground-first doctrine fit the terrain.

The correlation that matters: BJP share rises with candidate strength and ground
presence, not with national mood. 2026 is the cleanest proof of it on record here.

THE PATTERNS

BUILT BEATS BORROWED



THE ANALYSIS - THE MECHANISM

We didn't manufacture new BJP
voters. We converted latent ones
into actual ones.

The reservoir existed. The BJP polls far higher across the
Palakkad parliamentary seat than it ever had in this

: A latent vote is worth nothing until a candidate
assembly segment. The gap was never persuasion. It was

gives it a reason to leave the house.

turnout and conversion: getting the national-election
We were that reason.

sympathiser to show up for the lotus in a state race,
behind a candidate worth showing up for.

Presence, brand, and the three-way opening did exactly
that. The 42,476 is the reservoir, finally tapped.



WHAT WE BUILT FOR NEXT TIME

THE ANALYSIS - THE 2031 RUNWAY

The best campaigns leave the next
one a head start. This one did.

BANKED BUILT

A record base. A known brand.

42,476 votes and ~25% are the new floor "Major Ravi" is now the most

to defend, not the ceiling to chase. The recognised BJP identity the seat has
next candidate starts where we had, an asset that compounds if it stays
finished. in the field.

° 53

TO BUILD

The booth machine.

The one gap that remains: a named
agent in every station. Fame recruited
the crowd; the next phase converts it
into permanent organisation.

THE HONEST NEXT STEP

Presence won the share. Organisation will defend it. The clearest instruction for 2031 is
to convert this campaign's reach into a permanent, booth-level machine: the one thing
fame alone cannot buy.

— THE RUNWAY

A FLOOR, A BRAND, A MACHINE TO BUILD



SECTION OPENER P 54

The team & the verdict.

Who ran it, what it proves, and the doctrine we
take to the next seat.

55 - THE TEAM 56 - THE VERDICT 57 - THE DOCTRINE 58 - CLOSE

THE TEAM EIGHT OF EIGHT



THE TEAM BEHIND THE NUMBER

THE TEAM - LEAD AND SIX

A small unit, a single doctrine, one
record result.

ADD PHOTO

Hemanth Lal
LEAD STRATEGIST

ADD PHOTO

[Team member]
CONTENT & CREATIVE

— THE TEAM

ADD PHOTO

[Team member]
GROUND OPERATIONS

ADD PHOTO

[Team member]
DIGITAL & SOCIAL

ADD PHOTO

[Team member]
FIELD & OUTREACH

ADD PHOTO

[Team member]
PR & EARNED MEDIA

ADD PHOTO

[Team member]
DATA & RESEARCH

Small team of operators.
Ground first, discipline
always.

LEAD STRATEGIST

P 55

+ SIX



THE VERDICT

THE VERDICT

We were not hired to win the
seat. We were hired to move
the number, and we moved it
to a record.

25% +69%

Best-ever BJP share in the seat. Growth in the raw vote, one cycle.

— THE VERDICT

3-way

A duopoly turned into a contest.

P 56

A RECORD, BUILT



THE DOCTRINE WE TAKE TO THE NEXT SEAT

THE DOCTRINE - WHAT TRAVELS

Five rules. They built this result,
and they build the next one.

01

02

03

04

05

Set the goal to the ground, not the ego.
The right target, vote share rather than a fantasy seat, is half the win.

Match the prototype to the electorate.
Prestige for a literate public. Retire the register that feels familiar but loses votes.

Ground first, feed second.
The handshake is the unit of work. Social amplifies presence; it never replaces it.

Engineer the signals voters actually read.
Competence, benevolence, belonging, built deliberately and photographed honestly.

Discipline is the whole game.
The candidate's instinct is the chief risk. One message, held without deviation.

— THE DOCTRINE

° 57

FIVE RULES THAT TRAVEL



THE ONE LINE " 58

Third on the night.
against the brief.

We took the BJP to its best-ever result in a Left fortress: a record
share, a record vote, a real third pole, and a brand the party now
owns in Ottappalam. That is what a successful campaign looks like in

a seat you were never going to win. We set the right goal, did the
unglamorous work, and let the number be the proof.

hemanthlal.com

hello@hemanthlal.com STRATEGIC BRAND CONSULTANT
+91 83040 23923 BUILD BRANDS - WIN MARKETS



