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Background

WILL is developing a messaging toolkit to support individuals and
organizations advancing center-right policy, including communicators,
policymakers, and the media.

To inform this effort, WILL undertook a public opinion research initiative
focused on populist-leaning conservatives in Wisconsin. Grounded in core
principles such as the rule of law, federalism, free markets, respect for
opposing viewpoints, and trust in democratic institutions, the research
examined which language, themes, and frames most effectively resonate
with this audience.

The study explored sources of trust and distrust in elections and democratic
institutions, including whether information about institutional safeguards can
rebuild confidence; attitudes toward federal versus local control and political
and civic institutions; and responses to economic populist arguments
related to tariffs, price controls, and government intervention. It also
assessed views on accountability, corruption, executive power, civic norms,
and media trust to better understand broader democratic attitudes and the
factors that drive political engagement.
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Research Objectives + Methodology

OBJECTIVES

1. Identify messaging themes and language that can re-engage populist-leaning MODE

conservatives in Wisconsin and inform a future communications toolkit. - Quantitative Mixed-mode (online and phone)
2. Examine_ sources: of trust and distrust in election_s and democratic institutions, and test - Length: 20 minutes

whether information about safeguards can rebuild confidence. o . .

. : R | O - Field dates: April 17 — May 4, 2026

3. Explore attitudes toward federalism, local versus federal control, and trust in political o [ N

and civic institutions. I - n=230
4. Testeconomic populist frames related to tariffs, price controls, and government * Qualitative online bulletin boards

intervention to see which arguments resonate most. - 3 days
5. Assess views on accountability, corruption, executive power, civic norms, and media - Field dates: February 24-26

trust to understand broader democratic attitudes and engagement drivers. - n=27
POPULIST STATEMENTS AUDIENCE
(MUST AGREE WITH 3 TO PARTICIPATE)
1. People who run this country care more about protecting their own power than helping people like * Wisconsin resident, 18+ Registered Voter

me

- Strong Republican, Republican or Lean

2. Politicians and experts hide the truth from ordinary people when making and promoting their Republican

actions and decisions

3. Most major institutions—like the government, big corporations, the media, and universities—are
run by people who don't really care about people like me and can't be trusted to do what's right - Mix of demographics

4. Ordinary people understand what is best for this country better than so called experts do

5. | don't trust politicians of either party — they are more loyal to people in their social class than to
those who share their political views

6. The political system is rigged so that people like me don't stand a fair chance

- Populist
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Executive Summary

Politics and Civic Engagement

« Cost of living and the economy are the top concerns across all Wisconsin

Republicans
N M el 40% self-identify as MAGA. They are distinct in terms of:
 Prioritizing immigration, abortion, election integrity and housing
0 affordability as top concerns in Wisconsin
* They are civically active signing petitions, contacting representatives, and
0 o volunteering and are also digitally engaged, following candidates and
h posting about issues on social media.

« They vote primarily out of candidate support and issue-driven concern,
not just civic duty.

« Among MAGA nonvoters, the top barriers are inconvenience and the
belief that their vote wouldn’t matter — suggesting mobilization
opportunities.
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Executive Summary

Trust and Institutional Outlook

- « President Trump is a polarizing figure, even among conservatives — 60% of
_I:I._ e MAGA trust him “a great deal” compared to 20% among all conservatives.

ol lg ° Trust in Governor Evers, national media and local media remains very low.
@M « Government corruption is seen through dual lens — both taxpayer waste and
Ny preferential treatment — with most respondents saying, “both equally.”

"~

Federalism, Process and Reform
* Roughly two-thirds support further empowering the President and enacting

= term limits.
Q O-|——|: MAGA respondents also strongly favor requiring elected lawmakers to approve
major regulations.

0000000 « Concern about executive overreach is higher for the Wisconsin Governor
(70%) than for the President (62%).
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Executive Summary

Election Confidence and the SAVE Act

Election fairness perceptions shifted dramatically from 2020 (70% MAGA “unfair”) to
2024 (82% MAGA “fair”), but confidence in future elections remains moderate (64%
overall, 60% MAGA).

The SAVE Act enjoys overwhelming support with minimal pre-to-post shift — confidence
was already high (85% overall, 92% MAGA).

Bipartisan election observers and local safeguards (chain of custody, public machine
testing, audits) are the most trust-building measures

Citizenship-based voting arguments are overwhelmingly convincing — 87% of MAGA
find “if you're not a citizen, you shouldn’t vote” persuasive.

Economic Populism and Free Markets

Nk

MAGA respondents strongly favor federal control of tariffs but resist government
involvement in most consumer prices.

Free-market arguments land strongest when framed around small business harm from
overregulation (73%) and special interests benefiting grom government involvement (72%).
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Executive Summary

What Language Works

« Strongest positive language:
« Photo ID to vote (90)

* Preventing illegal voting (82)
« Citizenship verification (80)
‘7 * Free speech (76)

« Accountability (74)
m « Strongest negative language:
QJ « Unelected agencies making decisions (-47)
* Rigged system (-46)
« Government picking winners and losers (-33)

» Election integrity language resonates broadly across age groups, with
“photo ID to vote” earning near-universal support (89-94% across age

groups)
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Messaging Framework

Overarching Position

A commitment to fair and consistent rules, our established systems and laws, and respect for diverse opinions
is essential to Wisconsin’s bright future.

Common Values

Wisconsinites want the same basics — safe communities, honest government, and opportunity for their kids.

Pillar-Based Messaging and Language Themes

In order of audience receptivity

Trust in Democratic
Institutions

Rule of Law

Respect for Opposing Views

Free Markets

Federalism & Local Control

Use Voter ID as a gateway to
explain other safeguards. Focus on
concrete, visible processes —
chain of custody, public machine
testing, bipartisan observers, post-
election audits. Confidence comes
from verification, not just
reassurance.

Frame checks and balances as
protection for when the other side
isin power — not as opposition to
current leadership. Concern about
executive overreach is higher for
Gov. Evers (70%) than the
President (62%); use that as the
entry point. Pressure governing
bodies to act rather than bypass
them.

Don't name the other side. Lead with
shared values — safe communities,
honest government, opportunity for
kids. Free speech as a universal
protection resonates strongly Avoid
anything that sounds like lecturing.

Never lead with abstract free market
theory — it doesn't land. Instead
anchorin small businesses and
working families. Always
acknowledge economic pain first.
Specialinterests as the winners of
government intervention is highly
persuasive.

Local trustis high and genuine —
build onit. Frame federal overreach
as unelected agencies making
decisions that affect your
community. Speed of accountability
is a strong argument: local officials
live with the consequences. Note
thatimmigration and Al regulation
are exceptions where this audience
prefers federal control.

Pg.9
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Messaging Construction

Element Description Example

What are we driving toward and why does it
1. End-state/Vision matter? Frame this emotionally and concretely.
What does Wisconsin look like when this works?

Wisconsin is a state that takes care of its people.
There is growth and opportunity for all here.

To maximize opportunity, we must make sure
decisions are made by the people, not politicians,
and that overregulation doesn’t stifle small, local
businesses.

The classical conservative values that get us to
2. Values/Principles that end-state. Keep these brief and connected
to the end-state.

We can do that by cutting unnecessary red tape,
empowering local decision-makers, and ensuring
smallbusinesses have the freedom and flexibility to
grow, hire, and innovate.

What specific steps, safeguards, or reforms
3. Proof or process demonstrate that the principles are real? Thisis
where credibility lives.

An explicit acknowledgment that different views  Wisconsin’s strength lies in the diversity of its

4. Civilit are welcome. This is not optional — it signals people, businesses, and viewpoints, and that
) y respect and distinguishes this approach from diversity will continue to drive growth if we allow it
tribal politics. to thrive.
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Messaging Dos and Don’ts

Do Don’t

Use action-oriented terms rather than abstract concepts. Use technical jargon or detailed economic analysis.

Use Voter ID as an introduction to other democratic process

Dismiss cynicism outright.
safeguards to build trust in elections. Y g

Frame reform in grievance-based language (like “rigged

Frame reform in accountability. system.”

Anchor economic arguments in small businesses and working
families, specifically the harm of regulation and government Minimize the economic pain being felt by Wisconsinites.
involvement.

Engage non-voters through issue-driven outreach, highlighting | Start with get-out-the-vote language before connecting on
their ability to create impact through participation. the importance of fixing key issues.

Emphasize the shared values and stakes in outcomes. Exacerbate the “us vs. them” narratives.
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POLITICS AND CIVIC ENGAGEMENT
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There is an Optimistic Vision for Wisconsin

People in Wisconsin have high hopes for their state’s future, focusing on economic opportunity, community well-being, and
preserving what makes the state special.

Affordability and Cost of Living
People want housing, insurance, and everyday expenses to become more manageable.
v | hope Wisconsin becomes a cheaper and safer place to life. | also wish to see this state become more free—Iless
regulations, less taxation, and less govemment oversight. — Male, 31, non-MAGA Republican

Preserving Nature and Rural Character
4 Many value Wisconsin’s natural beauty and rural identity. They want to protect forests, farmland, and small-town life while preventing

overdevelopment.
“I hope Wisconsin can stay a nature based mostly rural state. There is so much natural beauty in our state, and so many natural

resources, that need to be protected and preserved, but also shared and enjoyed, and promoted.” — Female, 43, non-MAGA Republican

Unity and Trust in Government
Several expressed concern about division and loss of faith in leadership. They hope for stronger community bonds and

‘ﬁ}‘ government they can trust.
“My vision for the state is the same as my vision for the country. | hope and pray that most will embrace unity and realize at

\ the end of the day we are ALL having a human experience and instead of trying to make life hard for everyone why not try to
make life as enjoyable as possible for all” — Male, 50, MAGA Republican

Community Care and Social Support
ﬁ People hope Wisconsin continues supporting vulnerable populations—elderly residents, low-income families, and those
needing special services. Some want to revive small farms and local manufacturing.
“I hope Wisconsin continues to care for its people. We have such a fabulous diverse mix of people and | hope we continue to

ﬁ celebrate that” — Female, 44, non-MAGA Republican

%K

Economic Growth and Jobs

Many want Wisconsin to attract better employment opportunities and higher wages. Some want to revive small farms and
Education and Workforce Development local manufacturing.
Respondents want stronger schools and training and worry “I hope it looks more like Indiana or lowa. | think those two are very well run midwestem states with fair representation ofits
Wisconsin is falling behind, especially in technical jobs. constituents. | want to see lower taxes, improved job markets and higher wages”— Male, 20, non-MAGA Republican
“I'd hope for strong public schools and good jobs in both “Wisconsin’s future looks great with Amazon and the multiple data centers going in. | think my vision of the state is to grow
small towns and cities.” — Male, 20, non-MAGA Republican as a tech hub for the Midwest.” — Male, 52, non-MAGA Republican

When you think about Wisconsin’s future, what do you hope it looks like? What's your vision for the state?
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Profile of Wisconsin Conservatives

*Shadingindicates atleast+3% Above Total

51% 55% Male
Gender
49% 45% Female
14% 8% 18-30
46% 50% 31-54 | Age
40% 42% 55+
MAGA 7% 11% Northern
9% 11% Central
Self Described 20% 18% Eastern
Region
MAGA 12% 13% Western
16% 19% Southern
37% 28% Southeastern
27% 30% HS and less
33% 33% GED/Some college/Assoc | Education
39% 37% College grad+
32% 36% <$50K
35% 29% $50K-$100K | Income
BASE: All Qualified Respondents: n=250; MAGA: n=100 31% 32% $100K+

Q145. Would you consider yourself MAGA?
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MAGA Voters Turn Out Strong in Presidential Years, With Near-Universal

Republican Support in 2024.

2026
Spring State
™ Supreme Court
EEYes, Republican

EEYes, Democrat

Yes, Someone else
EENo, did not vote
EEDon’t know

56%

4%

36%

Total MAGA

BASE: All Qualified Respondents: n=250; MAGA: n=100
Q145. Would you consider yourself MAGA?

Pg. 16

70%
89%
° I 96%
6%
l

2024 2022
Presidential Governors/
Midterm

20%
=460~
Total MAGA Total MAGA

INTERNAL USE (Client Confidential)

2020 2018
Presidential Governors/
Midterm

68%
77%
84%
6%
% 21% B 209
Total MAGA Total MAGA

2016

Presidential

Total MAGA
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Overall, top concerns are cost of living and the economy, however immigration

and abortion are larger concerns for MAGA.

Most important issues in Wisconsin

ntation/cost ofving | —
Econom, | E—
immigraton
Y%
Heath Core S o

8%
8%

Taxes & Revenue

Higher Concerns among MAGA:

Abortion
crime [ 5% * Immigration
Election Integrity/Trust in elections « Abortion
Govemment overreach |’ 5o, » Election integrity

Housing affordability Housing affordability

;

0o

!

Education 39 O MAGA over Total

Childcare ™ 1%

%
2%

Parental rights

. W 1%
Cultural issues m Total ® MAGA

BASE: All Qualified Respondents: n=250; MAGA: n=100
Q202. When you decide who to vote for, which issues do you think the most about?
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MAGA Wisconsinites are most active in sighing petitions and contacting

their local/state representatives, but half are unengaged civically.

Civic Participation Total MAGA

Signed a petition about a social issue/cause 22% 25%
Contacted my local/state political representative about a social/policy issue 20% 23%
Attended a political event in-person 14% 15%
Organized/participated/volunteered in a community project/campaign 13% 18%
Attended a public meeting about social/policy issues in person 12% 14%
Wrote a letter about a social/policy issue to the editor of a publication 5% 4%
Served on a committee of a local organization 5% 6%
Was an active member of a group to influence policy or government 5% 7%
Organized/participated in a community initiative 4% 4%
Was an active member of a political party 3% 4%
Ran for or held political office 3% 3%
Made a speech about social/policy issues to a public audience 2% 4%
Served as an officer of a club or organization that benefits an issue/cause 2% 4%
Called into a live news broadcast to talk about a social/policy issue 2% 2%
Worked for a political party 2% 2%
None of the above 50% 50%

*Shadingindicates atleast+5% Above Total

BASE: All Qualified Respondents: n=250; MAGA: n=100
Q150. In the past year, have you participated in any of the civic activities listed below? Please select all that apply.
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Online engagement is higher, particularly among MAGA Wisconsinites.

Online Participation Total MAGA

Shared or reposted content about social or political issues on social media 23% 24%
Posted a comment about social/political issues to social media an online forum or blog 20% 25%
Followed a political candidate, organization, or issue-focused group online 20% 30%
Signed an online petition related to social or political issues 18% 18%
Joined an online group or community focused on social or political issues 16% 18%
Attended a public meeting about social/policy issues online 10% 8%
Attended a political event online 10% 12%
Created original content expressing views on social or political issues 9% 11%
Participated in an online discussion, town hall, or Q&A with public officials or candidates 8% 7%
Volunteered online for a political campaign or social cause 7% 6%
Donated money online to a political candidate, party, or advocacy organization 4% 4%,
None of the above 40% 38%

*Shadingindicates atleast+5% Above Total

BASE: All Qualified Respondents: n=250; MAGA: n=100
Q155. In the past year, have you participated in any of the following online activities? Please select all that apply.
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What Affects Willingness to Engage?

Qualitative Phase Findings

Overall, the message about shared basic values resonates most because it reminds people that despite political differences, A mericans want
similar things for themselves and their families.

[Shared values] Research
shows that most Americans
want the same basics: safe
communities, honest
government, and opportunity for
kids.

‘Historical basis| In a republic,
good citizenship requires that
we interact with those with
different beliefs

[Shared values] Research
shows that most Americans
across the aisle aren’t

radicals—they’re regular
citizens trying to do what they
think is right.

Which viewpoint do you agree with most? What about that viewpoint feels
more convincing to you? Why do you feel that way?

Most people said the first message about shared basic values feels most true to them. They believe that knowing
Americans across the political spectrum want the same fundamental things creates a foundation for civil conversation.

“Truly all people want are to be safe in their homes, for the government not to lie to them and for their children to have
the best opportunities.”— Female, 44, non-MAGA Republican

Many participants found this message comforting and practical. They see these basic desires as universal across
different backgrounds and cultures, making it easier to find common ground with people they disagree with.

Some participants connected to the civic duty angle. They believe good citizenship means interacting with people who
hold different beliefs, even when it's uncomfortable. A few emphasized the importance of treating others with respect
regardless of disagreement.

“I believe we need to get along and accept people with different beliefs and views, that is what makes a good America”
— Female, 58, MAGA Republican

One person pointed out a real barrier to engagement: people often dismiss those with opposing views without
listening to their reasons. They observed that some people are so opposed to certain figures that they won’t hear why
others support them.

“I think there is an unfairness when people hate Trump so much and they just think anyone who supports him are enter
multiple negative connotations. They don’t care to hear the reasons for support, they just hate the man so much and are
brainwashed they can’t see past it.”— Female, 33, MAGA Republican

The challenge of actually engaging

While most people value the idea of finding common ground, one participant was honest about the difficulty.

“All of the statements make good sense. | don't engage with people | disagree with. | know from experience that it
does no good. | just change the subject and move on.” - Female, 71, MAGA Republican
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While civic duty is the top overall motivator for voting, MAGA Wisconsinites

are more strongly driven by candidate support and concern about specific
issues.

Top Motivations to Vote

Asense of civic duty | 70",

Supporting or opposing a candidate ’ @
Feeling that the outcome affects my life _225%2/"
Believing my vote will make a difference _24%2% Higher reasons for MAGA voting:
Concern about a specific issue o * Supporting or opposing a candidate
_ 49 « Concern about a specific issue
Habit — | usually vote - 16%
o O MAGA over Total
Trust in the election process m 14%
Encouragement from others E% 8%
4%

Convenience of voting 39%

Something else r1%
m Total m MAGA

BASE: All Qualified Respondents: n=250; MAGA: n=100
Q170.Which of the following most motivates you to vote in an election? (Select up to 2)
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A wide mix of reasons keep conservatives from voting.

Top Reasons for NOT Voting

| forgot or didn't prioritize it _1%:% Higher reasons for MAGA not voting:
* Too busy/inconvenient
| was too busy or it was inconvenient 16% y
« Didn’t feel like vote would matter
| didn't know enough about the issues - 12%
J 1% O MAGA over Total
| wasn't interested in that election _110;/5%
| didn't like the candidates [T 10%
4%
| didn't feel like my vote would matter
| didn't trust the system 33}0%
| didn't think the election outcome would 20/

affect me personally 1%

20%
21%  mTotal mWMAGA

Something else

BASE: All Qualified Respondents: n=250; MAGA: n=100
Q165.Thinking about the last election you did NOT vote in, what was the primary reason for not voting?
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Respectful disagreement and shared values drive cross-partisan

engagement, but fewer see those on the other side as rational actors.

MAGA

Likely t
Messages for Engagement ENGAGE (Neq

9% 46% 43% 95%

You can disagree with someone and still respect them. Too I
many people today talk down instead of actually listening

13% 42% 38% 84%

basics: safe communities, honest government, and
opportunity for kids

You don't get better results by shutting people out. You get a 149, 49 80% 319 o
better results by hearing different perspectives ° : ’ 78%

At the end of the day most Americans want the same i

People deserve to be heard, even if you think they're wrong. E 16% 520, 279% o
Writing people off is part of what's broken right now ° ° m ° 81%

In a republic, good citizenship requires that we interact with : 239 51% 229, o
those who hold different beliefs ° ° m 0 75%

Most Americans across the aisle aren't radicals—they're 319% 379 m16% 489,
0]

regular citizens trying to do what they think is right

B B Not at all likely ® Somewhat unlikely = Neutral ® Somewhat likely B Most likely (OTotal Likely (NET)
BASE: All Qualified Respondents: n=250; MAGA: n=100

Q250. Would this message make you more willing to engage with someone you strongly disagree with?
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TRUST AND POLITICAL OUTLOOK
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There is more trust in President Trump than local institutions, particularly

among MAGA

Trust in Key People a

Trust A Great Deal/Somewhat

nd Institutions

President Donald Trump |12Em 7 — N | 84% 96%
Polling place Election Day workers | - 9% 14% 53% 28% 81% 80%
Your local sheriff 8% 18% 46% 27% 73% 70%
United States Supreme Court| = 6% 22% 52% 20% 72% @
Your Member of Congress| =~ 8% 28% 54% 10% 64% @
Your state representatives 9% 28% 57% 6% 63% 66%
Local Municipal Clerk| 17% 22% 47% 13% 60% 58%
Wisconsin State Legislature 13% 29% 54% 4% 58% 59%
Your local school board 12% 31% 46% 12% 58% 52%
Wisconsin Supreme Court 8% 40% 42% 10% 52% 49%
Wisconsin Election Commission 16% 32% 46% 6% 52% 55%
Local Media| = 6% 44% 44% 6% 50% 45%
National Media| 3% 69% 24% 4% 28% 28%
Wisconsin Govermnor Evers| 4% 72% 18% 6% 24% 23%
No opinion ®Do nottrust ®Trust Somewhat B Trusta great deal

BASE: All Qualified Respondents: n=250; MAGA: n=100

Q203. How much trust do you have in each of the following?
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Government corruption is seen as both taxpayer waste and

preferential treatment.

Corruption in Government is...

m Total m MAGA
59%
55%

(o)
279% 0%

14% 14%

1T

Taxpayer money being wasted,  Certain people or groups Both equally Not sure
stolen, or misused. getting special treatment or
advantages.
+11 Age 18-30 +16 High civic engagement +10 Not employed
+5 Special election voters +7 Age 18-30 +9 Strong Republican
+7 Moderate +9 Age 55+
+5 Age 31-54 +6 Low civic engagement

BASE: All Qualified Respondents: n=250
Q302. Which of the following statements better describes how you feel about corruption in govemment?
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Qualitative Phase Findings

Trust in Levels of Government

People trust those closest to them most, and they want all government to operate with the same transparency and accountability they see in

local leadership.
O 2

Why Local Government Is Trusted Most What Local Government Can’t Handle

* More “Dialed in” to what their constituents want - Officials live in the same community they serve, so they face direct | Large-scale issues like national policy, major
consequences for poor decisions. infrastructure, and broad regulations fall outside local

» Accessible — more opportunity for personal interactions with representatives control.

» Smaller scale: Less bureaucracy means fewer hands involved in decisions and fewer opportunities for corruption.

* Transparency: Local meetings and decisions are easier to attend and understand. — Region Counts However, they express frustration that higher

+ Self-interest alignment: Even officials with self-interest tend to want their own town to succeed. 11 Southeastem levels of government often make decisions that

“The people on the local government are directly affected and therefore make more rational decisions” Central affect local communities without proper input.

5

— Female, 22, non-MAGA Republican 3 Eastern
“l feel local government is smaller and more transparent. | feel local gov has more to lose if they do poorly 2 Southem
at their job. They live in the jurisdictions that they are serving so if they are failing their local community 1 Northern
they literally have to live with the ramifications of their decisions.”— Female, 44, non-MAGA Republican 1 Welstern

How to Improve Decision-Making

* Increase accountability: Make officials answer directly to constituents more often.

* Reduce outside influence: Limit lobbyist and donor influence on decision-making.

* Improve transparency: Share more information about how and why decisions are made.

* Involve communities: Include local voices in decisions that affect them, even when made at higher levels.

Which level of govemment do you trust more to make good decisions? Why? What decisions do you feel can’t be made at your most trusted level of government? Why? What could be done to make those decisions better even if where they are
made can’t be changed?
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FEDERALISM, PROCESS, AND REFORMS
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About two-thirds of the respondents support further empowering the

President - most likely supporters are MAGA, middle-aged, and rural with
high civic engagement.

Support for further empowering the President

""""""" : /Likely SUPPORT
61% ; +11 MAGA
Support (NET) | +11 Rural
+10 Age 31-54
+10 High civic engagement
+7 Age 18-30
+7 Employed
+5 Moderate
(_+5 $50K-<$100K )

m Strongly support

®m Somewhat support
Somewhat oppose

m Strongly oppose

P
Likely OPPOSE

+14 Age 55+

+12 Not employed

+9 Southern

+7 Not MAGA
A ! +6 Low civic engagement

- 39% : _+5 Suburban

) J
——
BASE: All Qualified Respondents: n=250

Q352. Political power shifts often. In the last 25 years, the presidency has flipped between parties five times. Given that reality, how supportive are you of further empowering the President, regardless of party?
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Government reforms are generally popular among Wisconsin conservatives

and MAGA.

Possible Government Reforms
Requiring agencies to regularly review and |3o,f7:12 46% m 45% 87%
remove outdated rules
Stronger sunshine laws @ 43% L 91% 2 48% 89%
More audits |84 35% 54% 90%
Spending caps [3% 43% 46% 89%
Enact term limits P4 Lk 26% 62% 83%
Empowering inspectors general p% {0/ 51% 36% 86%
Prohibit lawmakers from dealtzgha;lrﬂg con 17% 48% 399 76%

Strongly Oppose B Somewhat Oppose B Somewhat Support B Strongly Support (OTotal Likely (NET)

BASE: All Qualified Respondents: n=250; MAGA: n=100 . . .
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Respondents are more concerned about governors using executive power to

bypass processes than presidents.

Concern About Executive Power

U.S. President WI Governor
" ) .. )
m Extremely Concerned Likely CONCERNED Likely CONCERNED
m Somewhat Concerned 62% +10 College grad+ | +11 Age 55+ +6 HS and less
Concerned H [V : i H P
Not Too Concemed s +7 Republican 70% | +11 Special election  +6 Midterm voters
+5 HHI $50K-$100K Corcemed || vOters +6 Southeastern
Not At All Concerned ]
+5 Employed +8 HHI $50K-$100K  +5 College grad+
= Not Sure +5 Moderate +8 Strong GOP +5 Male
& J & J
4 N\ ( )
Likely NOT concerned Likely NOT concerned
+17 Strong GOP +11 HHI $100K+
+14 GED/Some college/Associates’ +9 High civic engagement
‘qooy || ¥8AgebS+ +5 GED/Some college/Assoc
y 32 /0 1 ’ 21 (;y AN J
}  NotConcemed : +8 HHl $1OOK+ /l o 1
+7 Not employed )
Concern Presidential EOs Concern WI Gov EOs
BASE: SPLIT SAMPLE A: n=125 BASE: SPLIT SAMPLE B: n=125
Q601. Presidents can issue Executive Orders which direct national executive branch agencies (such as the Q602. Wisconsin Governors can issue Executive Orders which direct state executive branch agencies (such as
Department of Education, the Department of Labor, etc.) on how to implement or enforce existing laws. the Department of Education, the Department of Labor, etc.) on how to implement or enforce existing laws.
How concerned are you that Executive Orders bypass national established process and procedure? How concerned are you that Executive Orders bypass established process and procedure in Wisconsin?
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SAVE ACT
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The SAVE Act enjoys overwhelming support, with little shift between pre and

post exposure — confidence was already high.

PRE-POST SHIFT: To what extent, if at all, would the SAVE Act affect your confidence in election outcomes?

Strongly/Somewhat Increase
gy . 85% 86% 92% 89%
Confidence (NET)
;I\./IS v i Change in Perception Total MAGA
- Sg;r;%%Iar:(;;ece:::sceoz:]olnfeig;nce Confidence increased 15% 13%
Has no impact No Change 72% 76%
Somewhat decrease confidence Confidence decreased 13% 1%
BB Strongly decrease confidence
12% 12%
2% 2% 9
[ 1% [ "7 1% 19 7% 19 10%
Pre Post Pre Post
TOTAL MAGA
BASE: All Qualified Respondents: n=250; MAGA: n=100
Q204/Q900. The SAVE Act is under consideration by Congress. It would govern American elections and require:
1) Proof of citizenship when registering for federal elections. 2)Photo ID for voting, 3) States to identify and remove noncitizens from voter rolls
To what extent, if at all, would the SAVE Act affect your confidence in election outcomes?
INTERNAL USE (Client Confidential) HEART+MIND STRATEGIES
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Passage of the SAVE Act would lift national election confidence to 84%

overall and 91% among MAGA respondents.

Confidence in national elections, if the SAVE Act was passed

m Very confident

m Somewhat confident
Not very confident

m Not confident at all

m Very confident

m Somewhat confident
Not very confident

m Not confident at all

16%
I 7R, Not confident (NET),
Totaa

BASE: All Qualified Respondents: n=250; MAGA: n=100
Q406. If the SAVE Act was passed, how confident are you that future national elections will be conducted fairly?
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91% i
Confident (NET) !

_w,t_':/g% !
) *. Not confident (NET),
MAGA
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ELECTION FAIRNESS
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Views on election fairness shifted sharply from 2020 to 2024, but confidence

in future elections remains moderate.

How fair do you believe the Presidential Election was? How confident are you that future national
elections will be conducted fairly?

In 2024

™

HE\Very confident

EE Somewhat confident
Not very confident

NN Not confident at all

™
EECompletely fair
EEMostly fair
Mostly unfair
EECompletely unfair
Not sure

1
60% !
Confident !
(NET)

Confident
(NET)

_____

Unfair (NET)

_____ - ——— _ . JANO, !
’/1 3% i ,l1 6% i ,/36% w&ﬁﬁdenﬂ
ir 0! Unfair(NEn_: NE%t Confiden L
o e IR ool
Total MAGA Total MAGA Total MAGA

BASE: All Qualified Respondents: n=250; MAGA: n=100

Q401. How fair do you believe the 2020 Presidential Election was?

Q402. How fair do you believe the 2024 Presidential Election was?

Q405. How confident are you that future national elections will be conducted fairly?
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Qualitative Phase Findings

Reasons for Confidence in Elections

Seeing and understanding the safeguards in place boosts confidence in election results.

Pg. 37

Less Confident

Those not confident in US elections are
uncertain about the validity of the results.
Several people use words like fraud, rigged,
and scam when thinking about elections.

“Sometimes it’'s a popularity contest and other times
it seems like the media tries to paint the picture they
want the majority to believe regardless to the truth.
Unfortunately, the corruption has been exposed so
many times in the form of rigged elections, ballot
boxes and individuals voting that have been
deceased for over 10 years.” — Male, 50,
Southeastern

Corruption is a recurring theme. Multiple
participants mention corruption,
manipulation, and dishonesty as central to
how they view the election process. The
sense is that the system itself cannot be
trusted.

How confident are you that votes are counted accurately in U.S. elections?

INTERNAL USE (Client Confidential)

More Confident

Not everyone is pessimistic. A few
people focus on the positive aspects of
voting and democracy.

“l have worked the polling process so | have
seen how everything works behind the scenes. |
have seen the manual counting of ballots and
the computer process also.” — Female, 44,
Eastem

“I think the system is built to mitigate almost all
of this corruption. Of course, what comes to
mind, especially in recent elections, is the
possibility of people using stolen social security
numbers to vote. While each vote is counted,
some votes may be fraudulent.” — Male, 31,
Eastem

HEART+MIND STRATEGIES



Bipartisan election observers and local safeguards do the most to build trust

— especially among MAGA respondents.

MAGA
Increase Trust:

Increasing Trust in Elections A great deal

Election observers from both political parties are allowed to
watch the process, including ballot handling and counting.

American elections are administered locally. Ballots are tracked
with chain-of-custody rules, machines are tested publicly, and
post-election audits verify results. These safeguards ensure
every legal vote is counted accurately.

In Wisconsin, to ensure timely election results, pre-processing
ballots is a necessary step. Pre-processing absentee ballots
includes checking the ballot envelope for required signatures,
verifying the voter is eligible and opening the certificate envelope
so the ballot is ready to be counted.

18% 25%

In some states, cities must wait until Election Day to begin
processing absentee ballots, which can delay results and cause
vote totals to shift overnight.

America's election system is decentralized. Thousands of local m

30% 22%

officials across counties run elections independently, making 28%

nationwide rigging nearly impossible.

21%

B Not At All Not Much H Some B A Great Deal OAt least +5 Above Total
BASE: All Qualified Respondents: n=250; MAGA: n=100

Q410. How much would the following statements increase your trust in elections?
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Citizenship-based voting requirements are overwhelmingly convincing, with

majority of MAGA finding the core arguments persuasive.

MAGA

. . Increase Trust:
Arguments to Increase Trust in Elections Very Convincing
e tran, you shouli bo votmg m U-S. dlectons. >
a citizen, you shouldn't be voting in U.S. elections. | 20%
Requiring proof of citizenship to vote is no different
responsibilities.
Safeguards like voter ID and accurate voter rolls are
common-sense steps that protect the value of every 27%
lawful vote.
People are more likely to accept election results when 319% 66%
. ° & 68%
the rules are clear and enforced consistently.
Confidence in elections comes from clear rules,
verification, and enforcement — not just asking people 30%
to trust the system.
Protecting elections means protecting trust — and that 31% 64% 0
starts with verifying eligibility before Election Day. p
B Not Very Convincing Somewhat Convincing B Very Convicing OAt least +5 Above Total

BRQE}Q\" Qualified Respondents: n=250; MAGA: n=100 |NTERNAL USE (C“e nt Conﬂde nt'al) HEART+MIND STRATEG'ES



Qualitative Phase Findings

Voter ID Laws Have Most Awareness

In qualitative research, Wisconsin safeguards aside from Voter ID laws have low awareness.

Response Count: Aware of Safeguard
Out of 27 total respondents

Wisconsin law requires most voters to present an approved photo ID when voting in person 24
or requesting an absentee ballot.

Absentee ballots must be requested by the voter, issued by a municipal clerk, and returned 16
either by mail or personal delivery as authorized by law.

Voting machines are tested publicly before elections. 13

Wisconsin elections are conducted primarily on hand marked paper ballots, which serve as 13
the official, auditable record of voter intent.

Statutes require ballots to be secured at all times, including sealed containers, controlled 13
access, and documentation when ballots are moved or counted.

All voting equipment used in Wisconsin must be approved and certified by the Wisconsin 12
Elections Commission and meet state and federal standards.

Wisconsin maintains a single, statewide electronic voter 9
registration system (WisVote)

Voting audits after elections are open to the public. 8

Statutes govern the programming, sealing, storage, and transport of voting equipment,
including documentation of access and custody.

Wisconsin law guarantees public access to observe voting, absentee processing, central
count, and recounts, subject to rules that protect voter privacy and order.

After elections, a random set of ballots is hand counted to verify results. 5

Question text in notes.

Pg. 40 INTERNAL USE (Client Confidential) HEART+MIND STRATEGIES



Confidence in local elections is broadly strong, though MAGA respondents

are slightly less assured than the overall population.

Confidence in local elections, if the SAVE Act was passed

m Very confident

m Somewhat confident
Not very confident

m Not confident at all

m Very confident
m Somewhat confident
Not very confident

81%

Confident (NET) !

85% m Not confident at all

Confident (NET) !

15% Wio,

BASE: All Qualified Respondents: n=250; MAGA: n=100
Q408. How confident are you that your local elections will be conducted fairly?
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ECONOMIC REGULATION
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A sizeable number of conservatives and MAGA believe there is some benefit

of government price regulation.

Control of the federal government in setting prices/levels No Gontrol
Individual wealth/net worth | 7% 8% 29% 56% 53%
Monthly rent| 7% 24% 31% 38% 42%
Internet/cable rates| 9% 26% 33% 32% 33%
Grocery costs (eggs, milk, meat) [ 8% 31% 32% 29% 30%
Childcare costs |  10% 36% 26% 29% 33%

Corporate profit margins 10% 23% 41% 26%
Credit card interest rates [ 11% 24%
Public transportation fares 12% 19%
Gasoline prices 18% 36% 25% 21% 21%
Public college tuition 14% 36% 30% 21% 24%
Prescription drug prices 17% 42% 21% 20% 20%
Mortgage interest rates 12% 38% 31% 18% 19%
Minimum wage 20% 45% 22% 13% 17%
Energy & utility rates (heating, electricity, water) 18% 38% 31% 13% 13%
Import tariffs 34% 46% 15% 6% 4%

Absolute Control ™ Some Control ™ Minimal Control ™ No Control

BASE: All Qualified Respondents: n=250; MAGA: n=100
Q450. How much control should the federal government have on setting prices/levels for each of the following?
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Qualitative Phase Findings

Capping Vs Setting Prices

Most people view price-setting and price caps as distinct policies, even if the practical importance of that distinction differs from person to
person. A minority, however, treats them as functionally equivalent—both as mechanisms of government control that constrain pricing.

Setting Prices Capping Prices
Many participants describe setting prices as when a business chooses Vs m | Capping prices, by contrast, is seen as putting a legal limit on how high
an amount they feel is profitable and reasonable. prices can go.

“When I think of setting prices | think of coming up with an amount that you feel is profitable and reasonable. When | think about capping consumer prices | think about setting
a limit that this price can’t go above” — Male, 50, MAGA Republican

“Setting means that the government is actually choosing the price of something capping simply means that they will not allow pricing to go over a certain limit.”- Female, 43,
non-MAGA Republican

“Setting a price means the price is fixed at that amount, while a cap means it can’t exceed that price but can float around beneath it.” — Male, 56, non-MAGA Republican

Why This Matters Government Control Perspectives
The difference matters because capping allows more When it comes to whether government should control
flexibility. One person noted that capping is less prices at all, views split. Some believe government
intrusive on small businesses since prices can still control prevents price gouging and protects people
move within the limit. Another explained that setting from unfair costs. Others think the market should
prices doesn’t account for inflation or changing decide prices through competition, with government
conditions, while caps allow for adjustments. stepping in only for essentials like prescriptions or
utilities where people have no real choice.

Is setting prices the same or different than capping consumer prices? Why?
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Free-market arguments land strongest when framed around small business

harm and special-interest advantages.

MAGA
. = ;
Persuasive statements “Ne)
Overregulation raises costs and makes it harder for
small businesses to survive—while big corporations 9% 18% 73%
can afford to play the game.
Our economy works best when decisions are made by| o
people and businesses—not politicians in Washington. j 6% 24% 26% 64%
When government gets involved in the economy, the
biggest winners are usually special interests—not% 12% 21% 64% 21% 72%

working families.

When government intervenes in the economy, it often
leads to higher prices for things families rely on—like g2 13% 26% 15% 61%
housing, energy, and groceries.

When the government sets prices, it often leads to . . . m . 589
shortages, fewer choices, and worse service. [ 14% 30% 30% 21% 0

“
X

® Not At All Persuasive * Not Too Persuasive = Neutral B Somewhat Persuasive B Extremely Persuasive () Total Persuasive (NET)

BASE: All Qualified Respondents: n=250; MAGA: n=100
Q451. Please rate each statement below on a scale of 1 to 5 where 1 means “not at all persuasive” and 5 means “extremely persuasive.”
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CHECKS AND BALANCES
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Respondents see courts as a check on government overreach more than

corporate power, and a majority uphold constitutional limits over majority

rule.

Which statement resonates more with you?

Court Rulings

4 0,
6% 43%

34%

Courts are often the final Courts are often the final
defense against big government defense against big
politicians abusing their power, corporations abusing their
and it is vital that court rulings  power, and itis vital that court
are respected. rulings are respected.

m Total = MAGA

BASE: All Qualified Respondents: n=250; MAGA: n=100
Q603/Q604. Which statement resonates more with you?

Pg. 47

24%  23%

Neither

INTERNAL USE (Client Confidential)

Majority rule vs. Constitutional limits

51%
45%
0,
(o)
I I 5 .17A)
When a clear majority of voters Constitutional limits and court Neither
support something, leaders rulings must be respected, even
should push it through—even if if a majority disagrees.
courts or existing rules stand in
the way.

m Total mMAGA
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Urgency drives support for executive orders, but checks-and-balances

arguments resonate strongly with MAGA respondents.

MAGA

Support of Presidents or Governors issuing Executive Orders Sur(»xg:)tive

Congress can take months or years to act—some problems

0 o 0 o (0] o

require immediate action. m i 6% 10% 40% L 76% g 36% 79%

Real accountability requires checks and balances — not A 0 0
unilateral authority. E:S% 12% 14% 33% Y 67% g 349, 67%

Many Executive Orders have immediate effects, even when
later reversed.

3% 16% 18% 38% g 17% 64%

1]

Passing laws is Congress's job—presidents shouldn't
bypass the process when laws can't pass.

5% 23% 20% 28% 18% 48%

Executive orders do not create permanent law and are often
modified, revoked, or overturned by courts or later
administrations.

B e

5% 16% 28% 31% 13%

HA

Presidents of both parties have used executive orders 6% 13% 34% 26% 1 16% 49%

heavily, though in different policy areas and styles.
Executive orders concentrate too much power in one person
—and that opens the door to abuse and corruption.

28% 20% 22% EEP 16% 32%

Executive orders allow politicians to avoid accountability by
acting without public debate or approval.

13% 32% 19% 21%<E> 10%

®Not Sure " Much Less Supportive = Somewhat Less Supportive ®Make No Difference ® Somewhat More Supportive ®Much More Supportive  (")Total Supportive (NET) O At least +5 Above Total

1 Bl ]

BASE: All Qualified Respondents: n=250; MAGA: n=100
Q610. For each of the following statements, indicate if it makes you more or less supportive of Presidents or Governors issuing Executive Orders.
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Concerns about Gubernatorial overreach are framed in terms of

the current governor.

What is your biggest concern about the power the Governor of Wisconsin has to issue Executive Orders and Emergency declarations?

Respondents express deep concern that the Governor holds too much concentrated power that can override the
legislature and the will of the people, with fears about unchecked authority, misuse of veto powers, and emergency
declarations that bypass normal democratic processes without adequate safeguards or time limits.

Executive
overreach 20%

Decision and Respondents worry that gubernatorial decisions may be made hastily or without proper consideration of the broader
accountability public interest, reflecting distrust in the decision-making process and concerns about unilateral actions that favor
18% certain groups, lack transparency, and sidestep collective governance and legislative involvement.

Transparency Respondents are concemed about the erosion of checks and balances in the executive order process, emphasizing the
and oversight need for greater honesty, legislative approval, and public referendums to ensure accountability and prevent the
13% Governor from acting without proper oversight.

Public impact Respondents fear that executive actions may negatively impact ordinary citizens' rights and freedoms, with concerns
and rights that policies favor certain groups over others, restrict personal liberties (such as during COVID-19), ignore public
7% opinion, and fail to serve the best interests of working families and everyday people.

Political and Respondents express frustration that the Governor's executive orders are driven by partisan ideology rather than the
partisan needs of all Wisconsin residents, with many perceiving a liberal bias that does not represent the largely rural and
6% conservative population outside of major urban areas.

S-EL GO L B Respondents question the Governor's ability to effectively lead and govern, expressing personal distrust, dissatisfaction
competency with his character and competence, and concern that he is out of touch with the realities facing Wisconsin citizens and
3% susceptible to outside influences like special interest lobbyists.

Respondents express a wide range of concerns including uncertainty about the Governor's use of power, worries about
economic impacts like taxes and cost of living, references to COVID-19 mandates, and general distrust or apathy—with
some stating they have no concems or don't know enough to form an opinion.

BASE: All Qualified Respondents: n=250
Q620. What is your biggest concem about the power the Govemor of Wisconsin has to issue Executive Orders and Emergency declarations?
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"That he uses his own palitical power to get essentially
what he wants without working with the legislature or
listening to the people.”

"Most conceming issue is the potential to sidestep elected
representatives during critical decisions”

"A key concern is that emergency powers let Tony Evers
act quickly without full legislative approval, which can limit
checks and balances if used for too long or too broadly."

"If they are abused by the government to limit people's
rights and freedoms”

"He doesn't do what is best for the whole state, he does
what is best for his party and his voters"

"My biggest concern is that Governor Tony Evers has no
clue whatis happening in his own state. He is totally
ineffective and has to have others tell what him right and
wrong."

"There are too many that | can't choose just one. | do not
trust anyone in government or politics"
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“Free speech protects everyone” is the strongest argument overall with

subtle differences among MAGA.

Which argument best supports protecting free speech for views you dislike?

54%
> 51%
270/0 25%
17%
14% °
The right to express Without free speech, people Free speech protects None of the above
unpopular views is essential with money and power are  everyone's right to speak
to self-government. more likely to control what and be heard—even when
can be said. their views are unpopular.

® Total " MAGA

BASE: All Qualified Respondents: n=250; MAGA: n=100
Q700. Which argument best supports protecting free speech for views you dislike?
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WORD EQUITY

Narrows in on the best specific words and phrases
to use to convey an overall theme. Scores range
from -100% (perfect negative equity) to +100%
(perfect positive equity).

Scores below -25% to +25% are considered
neutral or highly polarizing. Scores below -70% or
above +70% are considered very strong.
Scores -50% to -70% or +50% to +70% are
considered strong.

Q800. There are many words and phrases used when discussing democracy and day-to-day life in America. We are going to have you consider a lot of those different words and phrases. For
each of the following, please indicate whether you have a positive, negative or neutral feeling.
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Word Equity Scores

\

~

Photo D to vote m e ()
Preventing illegal voting . 3D
Only citizens voting e S |
Citizenship verification m — e 3 ()
Clear election rules m S ()

Free speech .
|, Very strong

Accountability mE . /|

Accurate vote counts EEEEEEEEEEEEEEEEEEEE 3

Election integrity m— e 3

No one above the [aw I — . 7 3

Timely election results I )
Secure elections I /()
Equal treatment under the law - /)
Fair elections I /)
J

L Election transparency I /O
Post election audits I GO
Respect for different vievw.S  — 69
Transparency I 5O
Economic opportunity H e 54
Open dialogue I
Honest government Sy
Checks and balances I (|
Decisions made closer to home IS 60
Rule of law I 0
Due process I 50
Free markets i —— 56
Paper ballots M 5/
Fair shot I 5 3
Local control N 53
Constitutional | it — 51

Chain of custody I /.8

=46 I ngged System
-4 7 ——nelected agendies making decisions

-8 WSS Too many regulations L.
-17 N———— Government overreach ———® Polarlzmg Ianguage
-18 iali
-30 TE——\\/35ting taxpayer money

positive response

-33 IEE——covernment picking winners and losers ° Negative response

INTERNAL USE (Client Confidential)
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The Language of Election Integrity

Total

Photo ID to vote N 90

Preventing illegal voting NG 2
Only citizens voting [ NEGINININGG S 1
Clear election rules NG 0

Citizenship verification [ IIEGTININGEGEGEGEEEE 50
Election integrity INIEININGEGI DN 73
Accurate vote counts [IIIINININIIIIIND D 7 3
Timely election results [INNNEGEGEGEEEEEEEEE 2
Secure elections |GGG 0
Fair elections ||IIENEGENNEGEGEGEGEGEEEEEEEE 0
Election transparency | NG 0
Post election audits || NG 6°
Paper ballots NG 52
Chain of custody NG 23

INTERNAL USE (Client Confidential)

94
92
83
75
90
70
69
64
67
70
73
77
59
59

89
76
69
88
44
56
55
86
25
57
53
65
29
35

89
79
75
81
88
76
82
67
83
66
65
69
63
45

55+
93
87
90
76
82
74
70
74
68
78
81
70
53
57

*Shadingindicates atleast +5% Above Total
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The Language of Government

Total MAGA 18-30 55+

Accountability [ T 74 77 47 85 71
No one above the law ||| NN 7 3 78 50 78 75
Equal treatment under the law |||} GG 70 64 41 81 69
Transparency ||| NG <o 64 35 72 76
Honest government || NG ©2 56 29 71 62
-8 [} Too many regulations -8 6 -11 -10
-17 [ Government overreach -9 -14 -8 -28
-18 [ Special interests -19 24 -7 -51
-30 [ Wasting taxpayer money -27 -40 -29 -26
33 _ I((B):;/re;nment picking winners and 40 37 15 59
-46 [ Rigged system -39 -24 43 -56
47 _ ;Jgglseig:]esd agencies making 34 24 44 59

*Shadingindicates atleast+/- 5% Above Total

Pg. 54 INTERNAL USE (Client Confidential) HEART+MIND STRATEGIES



The Language of American Values

Total MAGA 18-30 55+

_ Checks and balances I 61 80 29 53 78
§ B Rule of lawi N 60 70 50 57 67
.;2 §- Due processIIIIIEIEIGIGGEGEGEGEGEGEGENEGNGNNE 55 67 28 59 69
:)SD o Constitutional limits I 1 51 47 31 78
Separation of powers G 49 39 50 44 55

o v Economic opportunity I ¢4 72 53 73 58
£Eg Free markets I 56 67 28 50 73
§ § Fair shotEEEEEEEEEE 53 47 67 54 47
e Level playing field IIINNEGEEE 45 57 40 50 48
Free speech NN 76 86 77 75 77

-}é . Respect for different views R 69 75 59 71 69
g % Open dialogue NG 64 69 29 68 69
§ = Decisions made closer to home NGNS 60 70 50 53 70
Local control I 53 56 59 53 51

*Shadingindicates atleast +5% Above Total
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Demographics

TOTAL MAGA TOTAL MAGA
(n=250) (n=100) (n=250) (n=100)
Gender Male 51% 55% Education High school and less 27% 30%
Female 49% 45% (NET)
GED/Some college/Assoc ~ 33% 33%
Age 18-34 14% 8% (NET)
35-54 46% 50% College grad+ (NET) 39% 37%
55+ 40% 42%
Employment  Full-time 45% 52%
Region Northern 7% 11% Part-time 8% 6%
Central 9% 11% Self-employed 7% 5%
Eastern 20% 18% Not employed, looking 4% 4%
Western 12% 13% Not employed, not looking * -
Southem 16% 19% Not employed, unable 7% 9%
Southeastem 37% 28% Retired 22% 21%
Student 2% 2%
Urbanicity Urban 29% 32% Stay home spouse/ 5% 1%
Suburban 34% 24% partner
Rural 37% 44%
Ethnicity Hispanic 4% 2%
Income <$50K (NET) 32% 36% White 89% 90%
$50K < $100K (NET) 35% 29% Black/African American 4% 3%
$100K+ (NET) 31% 32% Asian 1% 1%
Don't know / Not sure * - American Indian or Alaska 1% 2%
Refused / Dedline to 2% 3% Native

answer

Native Hawaiian/Other
Pacific Islander

Pg. 57

Multi-Race

*

1%

1%

1%
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Social Media Usage

Social media platforms visited regularly

82983% 81%
69%
41% 38%
32% )
2goB1% 31%
257 21/2 %
020% 0
II II II 1i@I 1i/g|6%
Facebook YouTube Instagram Snapchat TikTok WhatsApp LinkedIn Pinterest
(formerly
Twitter)

m Total mMAGA

BASE: All Qualified Respondents
Q901. Which of the following social media platforms do you visit regulary (at least once a week)?

21%
16%
80/’I’IA) 5%
3%

-l
Reddit Telegram Twitch
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2% 3%
= N

Tumblr

4% 4%
* % 002%
Ve L mm
BlueSky  Other Do not
(Please use social
specify) media/
None
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Political Demographics

TOTAL MAGA
(n=250)  (n=100)

Ideology Conservative 64% 80%
Moderate 36% 20%
Liberal - -
Don't know - -
Party ID Strong Republican 28% 46%
Republican 61% 48%
Independent 11% 6%
MAGA Self- Yes 40% 100%
identify No 48% -
Unsure 12% -
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