What does IT refer to? 
"Many voters do not respond to the hectoring, ‘worthy’ tone of much political discourse – focusing as it does on hospitals and schools, police and pensioners - but everyone likes to smile."
The subject pronoun does not properly agree with the subject. The 'it' should agree with the tone of the discourse, though it is evident from the subsequent clause that in fact it is the political discourse itself which is being referred to. 
Perhaps the best way out is to say that 'it' refers to the entire phrase - i.e. 'the hectoring, ‘worthy’ tone of much political discourse'.

From http://voxpolitics.com/chap8primer.shtml
 

Which is focusing on hospitals, etc?

The hectoring, ‘worthy’ tone or political discourse? 
Use humour, it’s infectious
Satire is an age-old weapon for political campaigners. It grabs people’s attention, makes them laugh, and offers a range of weapons with which to bash an opponent ranging from the crude smear to more subtle barbs highlighting policy contradictions.

The Internet is the perfect medium for satire. Campaigners can exchange information, send it up, turn it around, and send it back out to a potentially vast audience in no time at all. Furthermore, interactive technology allows candidates to mix humour and political points in new ways. 
Many voters do not respond to the hectoring (задирать, дразнить; грубить, оскорблять, обижать; хулиганить), ‘worthy’ tone of much political discourse – focusing as it does on hospitals and schools, police and pensioners - but everyone likes to smile. Humour, properly deployed, helps connect with different audiences. Students, business people, young voters, older voters: all of these may react better to certain kinds of humour.

Humour spread by email is fast, cheap, and ‘viral’ - as long as people find it funny it spreads exponentially, unlike a broadcast or billboard message.

This will never happen for serious political messages, because Internet users do not like to forward unsolicited (предоставленный добровольно) information or requests that they have no reason to think that the recipient will want. It is too much like ‘spam’. Politics is associated with mediated, distrusted images, and Internet users who circulated dry political messages would rightly fear opprobrium. But jokes are exempt from this rule – it is accepted Internet behaviour to forward something that makes you laugh.

Some recent email jokes have achieved such wide circulation that not only does everyone seem to have received a copy, but people end up receiving several copies from different people. In the US Presidential race, political jokes were circulated widely by email for the first time, with the most successful being a message sent round by the Republicans billing the Democrats as ‘Sore Loserman’.

Humour on web sites is also a useful tool. It can ensure people visit a site often, and again adds a viral element as people recommend a site to friends. You can make this easy for them by adding a simple ‘recommend to a friend’ button on the site.

A post-election study in America showed that more than half of American internet users received some sort of joke during the campaign. This compared to barely a quarter who looked for, or received, other sorts of information on the net. Candidates should take humour seriously.

Checklist:

• Don’t be nasty. The content must be ‘in a spirit of playfulness’: content that is personal, salacious, or overtly negative is likely to backfire.

• Use humour to highlight extreme policy positions taken by opponents.

• Humour does not happen by accident, so think seriously in advance about your strategy. Who will write it? How much time will they need? What are the likely subjects?

• Use friends wisely. Spend lots of time researching in the pub. Nobody can invent good gags by order of a committee, so get the beers in.

• Plan your equipment needs. Developing interactive games or editing sound and video files needs proper software. If you decide to do this, ask your friends who might now people who can help you. You will be surprised what people will do for a laugh.

• If you want humour to spread ensure you have a group of trusted ‘sneezers’ – people who will spread the virus. Pick ‘sneezers’ carefully, and ensure they know how important their role is.

• Also pick supporters who are heavy web-users and ask them to be on the look-out for jokes, or potential joke material, being sent round by others.

• When you send out a joke, make the email look like an email with a joke in it. Text should say something like: "thought this would amuse".

• To have maximum effect humour must be as contemporary as possible. Set a maximum 24-hour turnaround deadline from news event to email.

• Specifically target humour that will appeal to office workers and businesspeople, since they have permanent Internet access and enjoy sending round jokes.

• Jokes that mix reference to the election with other references to popular culture are more likely to succeed. Think about parodying the latest film poster, an advert, or a TV show.

• Every campaign has a defining ridiculous moment: think of soap boxes, the Sheffield rally, or Neil Hamilton and Martin Bell on the heath. Pick up these themes or events quickly and use them for jokes.

• Party political broadcasts or news reports are ripe for the picking. If you have the technology, why not add different voice lines, or put in subtitles that turn round the message.

• Send other people’s humour. If you see an amusing newspaper article or joke somewhere, send it on to your people.

• Create a list of key targets for humour such as journalists or other politicians from your campaign’s best contacts. This will show opinion formers you have a sense of humour. Target in particular diary columnists and radio DJs: they like this sort of stuff.

• Remember: emails die as soon as no one sends them. People will react badly if they see anything that looks like naked political campaigning.

• Email attachments such as video clips can spread computer viruses. This may be a risk you want to take, but be extra careful to have a virus checker installed on everything you do. If you are identified with material (by name or logo) it is better to stick to text and pictures, or link to web sites where you can run clips more safely. In any case, sending video clips around will annoy people who do not have high-speed Internet connections – which is most people.

• Think in advance about separate humorous attack sites. These they take time to create, and need a lot of good content to work, but can be funny. They work best when parodying an existing site or cultural object such as a film or a song.

• Finally, people in politics have a strange sense of humour. Get someone with a sharp wit and zero interest in politics to be your gag tester. Give them absolute authority to reject anything lame.

