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Grassroots advocacy

Influencing the public policy process

Ask yourself: Who are our constituents?

Conservatives? Liberals? Libertarians?

Answer: All of the above. We share positions with all of these groups.

Parental choice advocates – 2nd amendment advocates – anti-tax proponents

Home schoolers – voucher advocates

Small business organizations – taxpayer groups

External stakeholders

Business community

· Corporations – fixed, manufacturing, service, conglomerate

· Trade associations – trade geography, interest philosophy, policy

· Generic chambers – commerce, econ development, size, geography


Stake holder identification example

Media

· Electronic media 

· Print media


Three Major Areas of Media Businesses

Editorial Boards

News Reporting

Business and advertising*

*These are the people who have the most in common with you. If you show them how something will eat into their payroll or benefits, they have the most effect on the editorial and news reporting boards.  This is who you should approach with your issue.
Steps to shared vision with the public
1. Apathy

2. Non-compliance

3. Compliance

4. Enrollment

5. Commitment

You must make it about “OUR” campaign. 

Collateral Materials 

The internal briefing paper (one page)

Keep it positive but honest

Understandable

Talk horizontally not down to people. 

Be journalistic: Who, what, when, where, and why?

Creating our standard message

Credentials: Who we are, what do we do, what do we mean to you

The issue: What is the problem, what our position is, what the opposition says, why they’re wrong, and why we’re right.

Always end presentations with a request: a vote, donation, support, etc.

Identifying speaking opportunities

Review your stakeholder lists: Who has a stake in what you have to say?

· Chamber of commerce

· Trade associations

· Higher education

Enumerate civic organizations

· Lions, Rotary, Kiwanis

Identify home owner associations

Follow up – Follow up – Follow up!!!

Deploying Speakers

Give speaker instructions. Where, when, and who.

Speaker materials:

· Presentation in the desired format

· Equipment for the desired format

· Handouts and propaganda

· Petitions, sign up cards, or sign in sheets

Afterwards

· Leave a trail of Press especially in small communities (CD burning laptop, digital camera to leave photo and press release in small town papers)

· Database additions

· Thank you notes and more propaganda

Direct communications with elected officials
· Visiting elected officials at their government offices
· Visiting elected officials at their businesses or at neutral sites
· Calling or writing for an appointment
· Following up in requesting and appointments
· Following up after an appointment
If you want to speak to a legislator that you are not a constituent of, find someone in their district to request for you an appointment (i.e. Galveston resident for Dr. Paul) 

Hand written request letters

· Credentials: who you are, registered voter, same political party, your job, etc. 

· Tell them who you appreciate them

· Tell them why you are writing

· Ask them for something: How they feel about the issue, etc. 

· Tell them you’ll be in touch again.

Phone calls

· Credentials: who you are, registered voter, same political party, your job etc. 

· Have a prepared crisp script

Emails: relatively ineffective
· Put the subject in the subject line

· Credentials: who you are

· Tell them you appreciate them

· Tell them why you are writing

· Ask them for something: How they feel about the issue

· Tell them you’ll be in touch again

Managing grass roots efforts

· Have a point person giving out assignments and following up for completion

· Conduct grass roots group activities

· Prepare necessary materials for participants

-scripts and sample letters

-address, phone, fax, email

-talking points

-paper, pens, envelopes, and stamps

Television
Straight news and cheap filler

-Hint: Television stations are always starved for the weekend filler

Public affairs programming

Cable television advertorials

Editorial boards

The business and advertising side of television
How to Fundraise

· Everyone loves a party

· Rewarding the donor

· Media attention

· Cash flow timeline

· Gives you something personal to sell in a personal ask

High dollar event

· $50,000-$500,000 or more

· Make annual event – modify it

· Cost $2,000 host (names on invitations, picture with VIP) - $1,000 Sponsor (more perks) - $250 Individual

· Host committee – get them together

· Private dinner and general reception

· Silent auction

· Bring in VIP/Speaker

· Must have an attraction (ex. Dupont Gardens)

· (People get bored easier)
Middle Tier event $15,000

· Sponsors $250

· Reception

· Silent auction

· $50-$75 

Low Dollar events

· BBQ

· Birthday party

· Meet and Greet with a follow up letter

· Rally 

· Breakfast (pancake breakfasts)

· Donation requested

Locations

Hotel/Restaurant 

House Party

Make sure the room is too small for the number of attendants (makes it feel crowded)

Parking (valet service is the most important thing you can get ) 

Host committee; get them together often to discuss the plans

Send a letter following invitation signed by a well-respected name

Follow up phone calls – very important to get people to attend

Invitations

· Appropriate for the event

· Professionally printed

· -Flier

· Send out 3-5 weeks prior to the event

· Email

· Always include the opportunity to give even if they can’t attend.

· Keep track of RSVP’s, event spread sheet 

· Keep as much information as possible

· Attendance tab/regrets tab with donation

· Send out letters using merge fields

· Follow up with a thank you

Name tags at event are very important.

Day of the Event
· Make sure there are plenty of volunteers

· Always give yourself time to set up

· Know VIP’s!

· Double check sound system

· Make sure all individuals are recognized. Make a list!

After the event:

Handwrite thank you cards

-volunteers

-speakers

-locations

Follow up collection calls

Those who give once will give again. Keep them informed of your progress and other events.
Developing and Delivering Your Message

Ask yourself a question before you begin a campaign:

Why should they care? 

If people don’t care then they will not listen.

What’s your message?

· Selling the product

1. Do you have a good product?

2. Can you sell the product?

· Our product is the candidate

1. What is the image that you want to portray?

2. Candidate is not a laundry list.

3. It’s ok to be offensive

4. Be what you are, not what you’re not.

Is it someone strong, worldly, wise, etc? How are you pitching yourself?

Use this equation

M=EC to the third power
Message equals:

· Emotion: How do you want the audience to feel?

· Contrast: How are you different?

· Connection: Why should your audience care?

· Credibility: Why should your audience believe you?
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Types of Public Relations

· Two basic types of Public Relations

1. Offensive –Frame the debate yourself – make opponent respond to you

2. Defensive -

Dealing with the media

The Press Secretary

· Delivers the message

· Defends the image

Basics

· Develops a reliable media list

· Writes Press Releases

· Uses advisories and photo releases

· Conducts news and press conference

The Visible Stuff

Writing an effective press release

· Use the release as part of overall strategy

· Make sure you are sending a release that is NEWS

· Use associate press style (AP)

· Only spin in quotes 

· Follow the inverted pyramid

· Include contact information

· Use -30- or #### at the end of the release - formality

· Never, ever, ever lie.
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Work with the media

· Never let the candidate take a direct media call

· Never let the candidate provide an interview without proper advance work

· Never lie to a reporter

· Get the reporter what they need to get their story out

Frame the issue or debate

· He who frames the debate most often wins it

· Partial birth abortion vs. Dilation & Extraction

· You set the stage the way you spin things

Earned media opportunities

· Candidate announcement /kick off event

· Holidays and community events

· Upcoming speeches/events rallies

· Endorsements

· Deficiencies in opponents record

· When and where voting on election day

Transitional phrases

The moms and dads I talk with tell me

We’re getting away from the most important issue here

Final Thoughts

Remember message formula

Use the grid to develop your message

Stay on message!!!

Opposition Research

Know the weaknesses of your opponent and strike when they are weakest

Rational voters want to choose the candidate who is going to do the best job seizing opportunities and solving problems

The best predictor of how people will vote is how they did it in the past

Opposition research – think of it as voter information services
Uncover and analyze your opponents public record and explaining in written  reports precisely why he shouldn’t be elected.

Gather data that grabs opponents attention and convinces them to vote the way you do.

Think of it like creating a report card on your candidates.

Research should relate to their qualifications or experience for or performance in the job in question

Don’t lie

Make sure that research info depicts the person today, not from the past.

Provide a rationale for your campaign. Example: hope and change

Provide a theme for your campaign

The best theme

· Centers on a subject of major importance to the voters

· On which your opponent has a lousy record/platform

Develop a positive platform

· Ask more focused questions in your poll, thus making your poll a roadmap to victory

· Identify target constituencies: Gun Rights, Abortion, etc.

· Make specific fundraising appeals – “We want speed bumps – save our children”

· Persuade key people and groups – for example: prospective contributors, endorsing organizations and the media – to side with you –

Identify your opponents campaign team and how much they are spending on what: Obama’s stylists, Cindy McCain’s 300K dress.

Influence whom the other party selects as its nominee

Give non-incumbent candidates the confidence they need to engage their incumbent opponents on substantive issues

Research the job you are running for: What are you expected to do? What are the hours?  How many people are you representing?  What’s the purpose of the job? Why are you running? What will people expect of you? 

Research your candidate:  Look for pictures of your opponents photos

Research the electorate to find out what issues are and aren’t important to them. 

Summarize your findings in a memorandum, vulnerability studies occur in the prebuttal phase of campaign development.

Gather details about issues selected and put them in written reports: opponent, their staff, donors, etc. 

Scrutinize for total accuracy and fairness all communications that use your research.

How, without a poll, do I know what’s important?

· Talk with knowledgeable people

· Look, listen, and smell

· Newspaper and radio polls

· Survey research from previous campaigns

· Demographic data

· Other data

Check out incumbent congressman/ Senators record to research

Statements they make to the media, in committee, as a committee member, response to candidate’s questionnaires, votes, ratings, office expenditures, timing and volume of franked mail.

Look for patterns, juxtapositions, what he did and didn’t do, flip flops, curious timing.

Research process is complete when the election is final

Timing: Begin with your positive platform and save the criticism for later.

Keep the ratio 3:1 positive to negative

When you criticize make it part III of your statement

1. The Problem

2. Your solution

3. Your opponents action and why its not a solution

Criticize the action, not the person; be deferential, polite, and human to the person. Keep your tone moderate

Remember, everyone has a record

Use the website projectvotesmart.com for background information and research.

Handling Negative information and media

Mistake people make when running for office OVERCONFIDENCE

Negative media is a fact of life, the best way to combat negative media is to increase positive media

The press is not your friend, Build relationships, not friendships

Hippocratic oath: Do no harm.

Find out -What are they saying about you?

Google alerts

Search the blogs

Maintain a trusted network of friends, colleagues, allies to alert you

Sign up for blog alerts

Clipping services

Metro monitor, TV, Radio

Opportunities to set the record straight

· News releases

· Media kits

· News conferences

· Articles in political magazines, weeklies, journals

· TV and radio talk show appearances

· Web based blogs, podcasts

Remember: 

Be prepared

Strive to be above approach

Consider every communication as if it were to appear on the front page of the newspaper… it can.

You can’t trust the media

There is NO off the record

Be concise

Be forthright

Option 1: Ignore the attack

· Very difficult to do (pride, set the record straight, etc)

· The Danger Vigorously defending every attack

· Opposition will see this

· Attack you every morning and you’ll spend every afternoon responding

· Usually the best option

-examples: Bill Scott (VA) response to being the dumbest senator, he pointed it out by calling a press conference to defend himself. No one would have known because it was in the Washingtonian magazine which hardly anyone reads.

This helps stay on message

Option 2: Respond to a false charge

Warranted when the charge has legs

Option 3: respond to a defensible charge

· Confess

· Defend as the right thing to do (when there is a valid reason)

· Show moral indignation that the charge was made

· End the usefulness of the charge as quickly as possible

Example: Mitt Romney and his faith in America address, Palin and his daughters pregnancy

Option 4; Direct response to a diminishable charge

· Confess

· Laugh it off

Example: Reagans age response in the Walter Mondale response

Option 5: Respond to serious charge

Confess 

Humbly apologize

Promise never to do it again


-seeking forgiveness


-example: Reagan and Iran Contra

Option 6: Change the subject
· Ignore, then change the subject

-Examples: Gov. Chuck Robb (mines, prisons) Bill Clinton (affairs) Nixon ’52 (Checkers)

-Defense by Proxy – get someone else out there so you can focus on your message

Option 7: Inoculation

· You disclose the negative information first.

· Example: DWI arrests

· Remember to stay on message!

The Leadership Institute has a DVD called “Handling Negative Information” video available by calling 1-800-827-LEAD

GOTV

(Get out the vote)

Objective: Maximize the turnout of voters support to your candidate.

Calculate, Persuade, Deliver
· Determine how many votes you need to win, and where they will come from.

· Contact voters in targeted groups, persuade to support your candidate.

· Code voters as favorable, unfavorable, or unknown/swing.

Role of the party in GOTV efforts
· Candidates can coordinate GOTV programs with the party, if the party is sufficiently organized to turn out its own members.

· High level of coordination is required

· Advantage: Allows your campaign to focus on these identified supporters who are not members of the party.

· Disadvantage: The party will turn out all members, not just those who support you. (Usually an acceptable risk)

Voter turnout tools
· Absentee ballot/ vote by mail – effective, reliable, measurable.
· Voter turnout phone calls.
· Voter turnout mail
· In person visits
The Green / Gerber study

· Voter turnout phone calls – 30 second live calls Sunday –Tuesday. The study did not show an increase in vote total from this
· Mailings - Significant increase in vote count.
· In person – Significant increase in vote count. 
Standard GOTV Program

· During final days of the campaign
· Call voters in your own party, encourage them to vote on Tuesday.
· Perhaps call voters outside of your party
Effective GOTV programs
· Utilize a variety of tools to maximize the rate at which voters identified as your supporters turn out and vote. 

· Entire process hinges on your campaign as favorable, unfavorable, or unknown.

Step 1: Absentee Ballot / vote by mail program (must be built in by January of election year)

· Mail requests/ applications to voters known to be supportive.

· Track those who turn in ballots

Step 2. Personal Canvassing

Step 3: Election day program

· Personally contact all known supporters who have not voted by mail, and encourage them to vote. 

· Begin planning months in advance

· Ideal to name a single person to coordinate all election day activities. 

Step 4: Election day program

· Poll watching: Create system to provide volunteers with lists of supportive voters (minus those voting by mail) 

· Volunteers visit polling place after 2:00 PM, cross those voters who have voted off the list of supporters

· Contact the remaining voters continually throughout the afternoon until just before the polls close. In person contact preferred over phone contact

What to do if you have not ID’d enough favorable voters? 

Fallback position, partisan elections: 

· Add all members of your party to your GOTV program. In a partisan election, all other factors being equal 70-90% will vote for you. 

Election day activities:

· Road warriors – sign waving at major intersections during morning and evening rush hour to raise visibility.

· Drivers: Volunteers available to take a voter to the polls if transportation is an issue.

· Talk radio call in mornings

Critical resources

· Maximum number of volunteers available for voter turnout programs, particularly on election day. 

· Sufficient funds to pay for absentee ballot mailings, literature, and other costs. Ensure the campaign does not run out of money at the end

· Skilled management to coordinate.
Precinct Organization

1. Definition of a precinct

2. Goals of a precinct operation

3. Precinct leadership

4. Precinct relations with party/candidates

5. Precinct calendar and strategic plan

6. Useful tips

Abraham Lincoln’s 4 Step plan

1. Obtain a list of all eligible voters

2. Ascertain for certain how each will vote

3. Undecided voters should be contacted by someone they know and trust

4. On election day, get all the people to the polls

What is the definition of a precinct?

A part of a territory with definite bounds or functions, often established with administrative functions in mind.

GOTV days will focus on your base, target the undecided voters before election day.

Precinct captains

1. Assume the responsibility to lead.

2. Know their precinct.

3. Know the people in their precinct.

4. Learn the election law and the rules of their political party.

5. Willing to canvas and organize their precinct.

How to identify and recruit good precinct captains.

· Registered in political party

· Votes in every election top to bottom

· Member of political organizations (NRA, Right to life, Sierra Club, etc.)

· Contributor to sympathetic candidates at several levels. (Even if the candidate is a sacrificial lamb)

· Leadership characteristics

Operations Chairman:

Canvasses the precinct, assists with the precinct captain.

Precinct relationships with the party, and the candidate.

Precinct Calendar
· Election day

· Primary/Caucus day

· Dates of party events

· Dates of community events

· Target dates

1. Voter registration deadlines, absentee ballots, Precinct Canvass dates.

January-March 

· Precinct Caucus

· Chairman, Vice Chair, Operations Chair, Events coordinator (social)

Precinct Strategic plan – get everyone together to build the plan for the next election cycle.

Organize Meet and greet, leadership institute will train. 

Precinct strategic plan – analysis of the precinct
1. What districts overlay the precinct? 

· Legislative (Congressional, State, County, town, village), (Municipal, school districts, special districts)

2. What is the voter history in a previously specified number of elections? 

· General, primary, municipal, special, recounts

3. What are the hot button issues? 

· Local, state, national, special

· What local organizations participate politically? 

· Unions, PTA’s, Rotary clubs, Chamber of commerce, etc.

April – August

Precinct Canvass

· Identify and register to vote ALL party voters

· Use door to door and phone banking

· Solicit committee membership

Distribute Literature
· Info on party candidates, polling location, election procedure/laws

Special projects

· Welcome new households, Leadership institute teaches a technique called “Operation Patriot”, BBQ/Picnic

Precinct canvass:

Operations chairman needs to have voter lists by now.

September – November

1. Precinct Canvass II

· Concentrate on undecideds, “Persuadables,” Independents

· Door to door and phone banking

2. Absentee Ballot Drives

3. Yard Sign Distribution

4. Special projects

· Back to school nights, neighborhood parties, homecoming parades.

Precinct Calendar (Election Week)
GOTV Headquarters

· Use someones house or office, need multiple phone lines or cell phones. 

Polling station:

Two volunteers at all times outside of polling station covering all entrances handing out sample ballots. Sample ballots has picture of who to vote for with arrow pointing at Bob Barr. 

One lawyer on hand.

One person inside checking off voter names. (9AM, 2PM, 5PM)

Group of phone bankers at headquarters throughout the day

Useful tips

· Meet only when needed

· Set goals and expectations early on

· Give everyone something to do

· Have speakers at meetings (Candidates preferably) 

· Don’t waste peoples time.

· Treat everyone with respect

· Don’t do anything illegal

· Don’t let the candidates/party abuse you.

· Have fun

Campaigning door to door

The most effective way to communicate and persuade a voter is in person. Period.

Why? 

A volunteer communicating in person offers audio and visual interaction. No other means of communication offers this. 

And:

It is the best, most reliable, and most effective means of reaching large numbers of voters.

Reinforces

· Name ID – builds name recognition for the candidate in a way that literature drops and paid ads cannot. Personal contact with a voter, even if it is a volunteer builds a connection with the candidate that results  in positive name identification.

· Credibility: It shows the campaign is a living, breathing organization. 

· Support: Identify favorable voters, swing voters. Recruit volunteers and locate precinct captains. Locate donors. Knocking on doors is a great way

· Turnout: While you still want to use telephones for the bulk of your turnout effort because of the time involved, going door to door in selected precincts can help turn out larger numbers of voters because of the personal connection it creates.

Going door to door as a candidate garners valuable feedback about what issues voters care about. 

Tactical Issues: 

How many households should be visited?

When should we walk? 

How many volunteers are necessary to cover this? 

What messages will be communicated to voters visited in person? 

What information do we want to gather? 

What time should we end? 

Why are we going?

Determining voter’s position?

Communicate persuasive messages?

Distribute literature?

Maximize voter turnout?

All of the above?

Based on your objective, determine which specific households will be visited, develop the script, and determine the material to be delivered.

Where should we go?

· Swing precincts

· Precincts that are most likely to vote for the candidate

· If there is time, precincts that the candidate is probably not going to win.

Who should go canvas?

· Important that the candidate go himself (GOTV especially)

· Spouse

· Candidates friends

· Staff

· Volunteers (closely monitored)

Send Postcards before the walk:

1. Picture of the candidate

2. Give range of the dates

One week before

1. Locate “street lists”

2. Local election offices

3. County clerks 

4. Election board for the campaign area

What do we need?

· Precinct packets

· Household lists, sorted by street then odd/even, list all voters in each household. 

· Precinct map

· Doorhangers, preferably with reply device

· Campaign collateral – signs, stickers, pins.

· Pens

· A walking buddy

· Most importantly – be happy and smile

BE PREPARED! GPS, Maps

Full scale walk

· Visit people when they’re home (Dinner hour)

· Don’t be afraid to walk during the dinner hour, but apologize if you interrupt.

· Never enter someone’s home. Take a step back when they enter the door.

· Take mental notes of basic information, especially voter preferences.

· Mark on your walk sheets after the visit.

· Also: potential volunteer? Yard sign location?

Lit drops

· Description: visit targeted voters, leave campaign lit behind. 
· Be friendly
· Literature should be secured. Door hangers. Do not put literature in mailboxes.
After the walk
· Meet back at central location
· If you feed them, they will come back.
· Collect data – determine effectiveness of walk
· Re-assign missed areas
· Re-evaluate volunteers who failed to perform
Good follow up

· Mail letters or postcards to voters in the precinct covered

· Options: 

· Issue based letters to voters with whome you discussed a particular issue

· Sorry I missed you letters

· Nice to meet you letters

· Code voters in the database as favorable, unfavorable, or unknown/swing

Christopher Doss offers to Libertarian activists the opportunity to learn precinct canvassing organization.  $25-$35 organization.

Recruiting Volunteers

Why do you need volunteers?

Campaigns/Groups always have limited resources - $$$

More volunteers = more time for campaign staffs

What do volunteers do? 

· Door to door canvassing

· Voter ID

· Lit drops

· Phonebanks

· Assist with mailings

· Counter research (007 missions)

· GOTV (72 hour)

· Campaign and group ambassadors

· Recruit more volunteers!

Attracting volunteers:

· Personal beliefs/policies match

· Resume building

· Career enhancement

· Networking opportunities

· Recognition

· Self esteem/confidence

· Can’t stand opposition

· Sense of purpose/ Make a difference

· Volunteer hours

· Access to elected officials and other VIP’s

One time volunteers vs. returning volunteers

Where do you find volunteers?

· Family and friends

· Local political parties

· College/ high school students

· Community / Civic / Activist groups

· Churches / religious organizations

· Campaign / Community events

· Volunteer networks

· Unsolicited offers

· Paid “volunteers”

· Rotary clubs

· Gun Clubs

· Chamber of commerce

· Boy/Girl scouts

· 4-H clubs

· Youth sport groups

· PTA’s 

· Realtor/Homebuilders

Events and gatherings

Always have sign up sheets, pens, and clipboards in hand.

Get a table (call ahead)

Collect business cards

Keep a detailed database of volunteers

-Name, email, cell #’s, desired activities, grouping

3 types of volunteers to look out for:

1. 3 A.M. types – Extremely enthusiastic types. The ones who when you wake up in the morning and see candidate signs everywhere. They were out at 3AM putting out signs. They do the mailings until at 3AM. 

2. Closet cases – They are enthusiastic but they are the ones who need to stay in the office and not go out to meet people.

3. James Bonds- Willing to go into enemy camps and volunteer, bring back information on their operations.

Ways to recruit

Volunteer coordinators

Responsible for recruiting, scheduling, and organizing volunteers

Teach volunteers skills

Motivating volunteers
Things to think about
1. Do they have a reason for doing their job? 

2. What will make them come back?

3. How are they being treated by the staff?

4. Is there a “class structure” among the volunteers?

5. Know their names, motivations.

6. Follow up, don’t check up.

7. Have them meet other volunteers/candidate

8. Email newsletters/bulletins/updates

9. “Volunteer of the week”

Notes about volunteers

· Always recruit more than you need.

· Keep them busy – always have something to do.

· Keep regular HQ hours

· Never fire a volunteer, reassign them

· Never send your volunteers to do anything illegal

· Maintain volunteer contacts after campaign

