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NRCC Starter Manual
- 30 QUESTIONS THAT YOU BETTER
HAVE ANSWERS FOR

Once you become a candidate, everything you say in public and to the press

will become part of the public record. Your opponent can and will use it against
you if it serves his/her purpose.

These questions are designed to challenge you and to make you think about
exactly what you want to say and what kind of impact it will have on the cam-
paign. ‘

The following are questions normally posed to Congressional candidates early

in their campaigns. Be prepared to answer any or all of these questions before
you face the press for the first time as a candidate for Congress.

CANDIDATE
1. Why are you running for Congress?

2. What do you think are your main qualifications to serve in Congress?
3. What are your objections to the job your opponent has been doing?
4. How are you going to beat the incumbent?

5. What does your family think about you running? Are they going to be
involved in the campaign?

6. How do you describe yourself philosophically? How do you compare/
contrast yourself to the President and your opponent?

7. Have you voted in the last five elections? Why not?

8. What is your net worth? Are you going to put your own money into
the race? How will you make ends meet during the campaign?

9. Are you going to release your tax returns? Why not?

10. Who do you think the candidates for (Senate, Governor) will be in
your state? How do you feel about the candidates?

11. Have you ever done anything that could be considered “unethical”
behavior; i.e., have you used illegal drugs, been convicted of DWI,
etc., engaged in any questionable business practices, etc.?

ISSUES
12. Where do you stand on social issues? Abortion? Prayer in school?
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13. How do you feel about the Administration’s policies? Do you disagree
with the Administration on any issues?

14. What are your views on foreign policy? For example, our relationship
with the Soviet Union, our policy in the Middle East, or our relation-
ship with Central America?

15. What do you think we should do about the deficit? Would you support

any kind of tax increase as part of a compromise? What about Social
Security? }

16. How do you view defense spending and arms control?

17. Can you point to three or four key votes your opponent has made that
you disagree with?

18. What are the most important problems facing the district right now?
How would you go about trying to solve them?

19. Do you support aid to Freedom Fighters? Military or humanitarian?
20. As a Member of Congress, what would you do about the AIDS crisis?

CAMPAIGN
21. Who is supporting your candidacy?

22. What kind of campaign do you plan to run?
23. Do you plan to use any negative style advertising?

24. How much is the race going to cost? How are you going to raise this
money?

25. Have you done any polling, or seen any polling? What does it show? Do
you plan to run a poll soon?

26. Is the Republican party going to help with your campaign?
27. Are you going to hire consultants? Who?

28. What makes you think you'll do better than_____, who ran
against the incumbent last time?

29. How much time are you going to spend campaigning?

30. Realistically, what are your chances of winning?
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VOLUNTEER SOURCES CHECKLIST

Clergy

Elected Officials staffs
Military Community groups
DAR

Junior League

Ethnic clubs

Women'’s clubs
Alcoholics Anonymous
Environmental groups
Service clubs
Professional associations
Senior citizens

4-H clubs

Friends

Walk-ins

Little League

VFW

American Legion
Former classmates
YMCA

YWCA

Half-way houses
Boy/Girl Scouts
Fellow alumni

Family

Church groups
Jaycees

Big Brothers/Big Sisters
Party groups

Business Groups
Mailmen

Unions

Teachers

Handicapped persons
Farmers

Students

Previous volunteers
Special interest groups
School government clubs
Sportsmen

Former associates
Chamber of Commerce
Group homes
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VOLUNTEER ACTIVITIES CHECKLIST

Issue Monitoring
Janitorial services
Leaflet

Legal advice

Letters to editor
Literature distribution
Living billboards

Look up addresses/phone numbers
Make arrangements
Make sandwiches/coffee
Manage

Media

Media monitoring

Music

Obtain FEC information from contributors
Office manager

Operate postage meter
Photography

Polling

Printing

Press assistant

Press secre

Radio feeds

Receptionist

Record contributions
Recruit volunteers
Research

Run errands

Run mimeograph machine
Run tape recorder
Schedule

Sell tee shirts

Send postcards

Set up phone pyramid
Sign painting/installing
Speakers’ bureau
Special events

Stuff, seal, stamp envelopes
Supervise volunteers
Targeting

Teas

Telephoning

Thank you notes
Transport volunteers
Travel with candidate
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Type
Vote

Voter lists

Voter registration
Write letters
Write speeches
Youth chairman
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CAMPAIGN SCHEDULING

Scheduling is the one area of campaign activity that is absolutely unavoidable.
A candidate can choose whether or not to have an organization, issue press
statements and raise money. But, because a candidate exists in a given place
and time, a campaign schedule also exists. Even if there is no planned activity
or no conscious effort to utilize the candidate’s time, the candidate still spends
time doing something.

Effective campaign scheduling maximizes limited campaign resources and sets
a winning pace for the entire campaign. In simple terms, a political campaign is
management by objective toward a one-day sale. No campaign can do every-
thing. Every campaign has a limited amount of resources, namely — time,
money, people and talent. Time is the key resource that can't be replaced.
The campaign schedule should allocate the candidate’s time in activities spe-
cifically designed to achieve victory on Election Day.

Often state legislative and local campaigns suffer from the lack of a profes-
sional or organized scheduling operation. Candidates try to schedule them-
selves, or worse, a mishmash of various people schedule the candidate. They
Just don’t take campaign scheduling seriously. Even in the smallest, most
informal campaigns, an organized scheduling operation can make the differ-
ence between victory and defeat.

The candidate’s schedule must be directed by the overall campaign strategy.
Before you can have an effective schedule, you need a campaign plan. The plan
sets the scheduling strategy. There are two types of campaign scheduling —
reactive and pro-active. Reactive scheduling responds to requests for the
candidate’s time. Pro-active scheduling creates ways the candidate spends time
to achieve strategic objectives. Although both types are necessary, pro-active
scheduling wins campaigns. '

This book explains ways state legislative and local campaigns can build effec-
tive scheduling operations. First, we examine elements of scheduling strategy
and a scheduling operation. We give you guidelines for conducting a scheduling
inventory. Then, we explain fifteen golden rules for effective scheduling.

Next, we review fifteen basic types of events for state legislative and local candi-
dates to attend. We discuss the details of a scheduling system. Finally, we

provide you with some “Dos and Don’ts” and samples for your scheduling op-
eration to use.
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Scheduling Strategy

A campaign’s scheduling strategy makes sure the candidate is in the right

place at the right time, meeting the right people, saying and doing the right
things.

An effective scheduling strategy follows the objectives of the campaign plan.
The campaign plan sets forth an overall campaign strategy to maximize the
candidate’s strengths, minimize the candidate’s weaknesses while maximizing
the opponent’s weaknesses and minimizing the opponent’s strengths. The
strategy sets objectives based on a thorough evaluation of the political environ-
ment. The campaign plan outlines the purpose of the campaign and the objec-
tives that must be met to achieve victory.

The campaign plan dictates the scheduling priorities. The scheduling strategy
follows these priorities to place the candidate in effective situations to maximize
his chances to win votes. The plan specifically defines the priorities of time,
geographical areas and people.

Time

The scheduling strategy follows the campaign plan to allocate the candidate’s
time among various public and personal activities. The scheduling strategy
puts in practice the decisions made in the campaign plan about how much
time the candidate will spend actively campaigning, resting, conducting per-
sonal business and seeing his or her family.

The scheduling strategy divides the candidate’s calendar into identifiable units
of time. Typically, these “time units” are morning, afternoon and evening. Since
there are a limited number of these units between now and Election Day, the
scheduling strategy provides a system to allocate the candidate’s time to follow
the campaign strategy. '

Geographical Areas

This priority ranking of geographical units is the basic system for allocation of
_Scheduling time. It's wise to develop a calendar based on the precincts ranked
by the targeting strategy. For example, most invitations would be accepted and
events initiated in the top targeted areas. In practice, you'll probably not be so

precise. However, if the schedule begins to stray too far from the campaign
strategy, you'll have trouble. You should continually re-evaluate how time is
spent in specific areas on a monthly, even a weekly basis.

People

The campaign plan defines which voters are most important to achieve victory.
Coalitions of people, opinion leaders, organizations and voter types are
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identified and ranked by the campaign strategy. The scheduling strategy fol-
lows the priorities set by the campaign plan in allocating the candidate’s time
among these various groups of people. :

The scheduling strategy insures the candidate’s time is spent with those people
who can best bring him victory. For example, this may mean the candidate
doesn’t court hard core Democrats. It's important to keep track of the people

the candidate sees throughout the campaign to be sure the campaign strategy
is being followed.

In sum, the scheduling strategy is the foundation for the candidate’s schedule.
The scheduling strategy follows the campaign plan to provide a timetable that
allocates the candidate’s time among various activities, geographical areas and
groups of people. The purpose of the candidate’s schedule is clearly defined.

Scheduling Operation

The scheduling operation can make or break a campaign. In most campaigns,
the candidate and public are acutely aware of the quality of the scheduling
operation. If a candidate is repeatedly scheduled poorly, his morale is sure to
be low. A scheduling operation can build or destroy public credibility since the

public is often in the most contact with the campaign through the candidate’s
schedule.

The candidate’s time is one of the most valuable resources in any campaign. In
state legislative and local campaigns, where money, people and talent are often
scarce, the candidate’s time becomes the premium resource. If a candidate
becomes unhappy with the way he or she is scheduled, he’s more likely to try
to schedule himself — which takes valuable time away from campaigning.

One person must be in charge of the candidate’s schedule. Regardless of the
circumstances — one person must have this responsibility. A professional
operation requires that a system be established to manage the candidate’s time
effectively. One person needs to monitor how the candidate’s time is allocated

among many demands. Done correctly, scheduling requires a full-time commit-
ment.

In cases where a candidate may be scheduled through his or her business, it
should be understood that the business scheduler will need to work in lock-
step with the campaign person in charge of the candidate’s schedule.

Often in smaller campaigns, the campaign manager is also the campaign
scheduler. This can work, with the understanding that scheduling is a high
priority. Depending on the circumstances, it would be difficult for the campaign
manager to have the major responsibilities of scheduling, press relations, fun- -
draising and the organization. Since all of these are full-time priorities, the
manager will need support in these areas.
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Most state legislative and local campaigns must rely on a volunteer scheduler.
Here are some characteristics to look for when recruiting a campaign sched-
uler. The scheduler needs to be someone the candidate can trust and who has
the time to commit to the campaign. He or she needs to be well organized,
detail-oriented and able to deal effectively with the public. Often, it’s best to
find someone who knows the district and has community contacts. And, good
political judgment is helpful. :

An effective scheduling operation requires that a sound decision- making proc-
ess be created. Usually weekly meetings among key staff members, with or
without the candidate, are a good way to make scheduling decisions. These
weekly meetings allow the scheduler to present various options for the future
schedule and they keep other staff members informed so they can present
additional options to maximize the candidate’s schedule.

In addition, the decision-making process should constantly monitor how the
schedule matches the scheduling strategy. The campaign scheduler must be
able to justify the political significance of the candidate’s past schedule, as well
as outline the strategy for the upcoming schedule.

Scheduling Inventory

Compiling a district inventory to evaluate scheduling options is the campaign
scheduler’s first project. This inventory should include thorough research of
the district’s political environment. By completing a district inventory, the
campaign scheduler will be best equipped to evaluate incoming requests as
well as initiate politically productive ways to fill the candidate's time.

Don’t assume you don’t need to conduct a district inventory because you've
lived there a long time. You can build on your knowledge by conducting an
objective analysis of your district. A good scheduler will need to go beyond his

or her contacts to serve the candidate effectively. A district inventory should
include:

Maps — Current district-wide and state road maps, district precinct maps, as
well as street maps should be obtained. The scheduler will use these maps to
give accurate and specific directions to the candidate. The scheduler should be
familiar with district landmarks, key areas outside the district and be able to
read maps correctly.

Target Areas — The scheduler should keep an updated campaign target list
handy for confidential reference. He or she will need to know where these tar-
geted areas are located on both precinct and road maps. The scheduler should
know what subdivisions fall into which precincts. When scheduling, he or she
will need to know which areas are top priority.
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Leaders — A list of leaders within and outside the district should be compiled.
This list should include community, civic, religious, political, business, educa-
tional, governmental, neighborhood, senior citizen, veteran and ethnic leaders.
The scheduler should consult with the campaign manager, candidate and
campaign plan to prioritize the leaders’ list. Be sure to note which leaders know
the candidate and support the candidate.

Organizations — A list of organizations, clubs and special groups within the
district and those outside the district with influence should be compiled. Be
sure to note the level of activity for each organization and the membership
number. Find out if they allow candidates to address their groups. Also note
their meeting dates and where they’re held.

Contacts — The scheduler should compile a list of contacts within and outside
the district who can be called upon to assist the candidate and/or campaign.
Coordinate this effort with the campaign manager and volunteer chairman.
These contacts could be called upon for various reasons such as escorting or
driving the candidate, providing a rest spot for the candidate, acting as surro-
gate speakers or delivering materials. Be sure to have this list complete before
you need these people. Also, know who to call on for each type of service.

Special Events — Compile a list of special events important to your district.
Special events like the county fair, ethnic celebrations, holiday events, neigh-
borhood programs, flea markets, and civic programs such as blood drives,
auctions and farm bureau picnics should be listed. Note the events which
usually provide a large gathering of area people. These should be public pro-
grams. Note the dates and sponsors of these events.

Locations — Compile a list of district locations where large gatherings occur,
such as shopping centers, farmers’ markets, subway stops, bus stops, busy
intersections, etc. Note the times and ‘days these locations are most crowded.
Also, find out if these locations are on private property where you'll need au-
thorization to campaign. You'll also want to find places where meetings can be
held for free or for minimal costs.

Once this information is gathered, the scheduler can begin a pro-active sched-
uling evaluation. This matches the district inventory research with the schedul-
ing strategy. As a result of this evaluation, the scheduler should construct aids
to assist his or her scheduling decisions. Such aids could include:

Rating of Organizations

This list rates the area organizations in terms of their priority in the campaign
strategy, their accessibility, community strength and the opportunity they offer
to address a special voter group. For example, the Chamber of Commerce may
be among the top ten because it's a strong group, with many members who are
top opinion leaders in the district, and it allows candidates to address its meet-
ings.
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The scheduler will want to initiate candidate appearances at top priority or-
ganizations.

Community Calendar

Often this is a color-coded calendar that combines target areas, organizational
meeting dates and special events and locations that are useful to schedulers.
Top priority events could be marked in red, for example, because they are
“must do” items. This calendar should highlight events throughout the election
year that the candidate should attend to achieve maximum political benefits.

Activities List

In addition to the calendar, the scheduler can use the district inventory to
prioritize potential campaign activities that will occur during the election year.
Once approved, this list pinpoints activities the scheduler should “lock in”
early. Also, the list can provide options for the scheduler to fill-in the candi-
date’s schedule when he’s in areas for other meetings.

Drive Times

The scheduler can use the district inventory to calculate standard drive times
throughout the district and to key points outside the district. This list will
provide a ready reference in the hectic days when a complete itinerary must be
compiled in minutes. Include drive times to landmarks, such as busy shopping
centers, restaurants and hotels, that can be used when giving directions.

Phone/Address List

The scheduler should compile a phone and address list of people and places he
or she will need throughout the campaign. Using the district inventory, he will
need to note the phone numbers and addresses of district leaders, organiza-
tions, contacts and locations within and outside the district. This list should be
organized in a system the scheduler can use for quick reference.

This list should be shared with key campaign members and the candidate for
special projects such as targeted in-house mailings, notifications, fundraising,
etc.

These scheduling aids are just a sampling of those that can be prepared in
advance to assist the scheduling operation. A thorough evaluation of the dis-
trict inventory will make you aware of creative options to productively fill the
candidate’s time. Not only will this inventory help in pro-active scheduling, but
it will provide the scheduler and campaign with better information to evaluate
incoming requests.
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Rules for Effective Scheduling

By now, you can see effective scheduling requires more than simply accepting
or rejecting requests for the candidate’s time. Although each campaign is

unique, here are fifteen “golden” rules to help make your scheduling operation
more professional.

Rule 1: Only the Scheduler Does the Scheduling

Mentioned previously, this point merits repetition. The scheduler sets the pace
of the campaign. With people from inside and outside the campaign requesting
the candidate’s time, one person must be designated to make sense of the

confusion. Fact is, those who work often with campaigns view campaigns with

a designated, full-time scheduler as more professional than those that do not
have one.

Here’s a phrase the candidate must memorize and use whenever someone asks
for an appointment: I am not sure of my schedule; please call my scheduler.
This simple phrase will prevent many headaches and everyone will feel comfort-
able knowing the candidate didn’t commit to the Twelfth Annual Porkerfest
which only ten people attend each year.

The lesson here: the candidate should not say that awful word: No! Leave it to
the scheduler to wear the black hat. Each time the campaign must turn down
an invitation, the scheduler or campaign manager should sign the rejection

letter. In this way, the candidate never is perceived as not caring about a group
or an event.

The most popular reason for declining an invitation is “due to a conflict in the
candidate’s schedule.” Sometimes, you can assuage a group by offering to send

a surrogate speaker. All acceptance letters, however, should be signed by the
candidate.

Rule 2: Know How the Candidate Likes to Campaign

Be acutely aware of the candidate’s strengths and weaknesses. For example, if
the candidate performs best in front of small groups, make it a practice to put
him or her in situations that highlight this strength.

Leamn early in the campaign how the candidate wants to divide his or her time.
Create a system that pleases the candidate, but which also accomplishes the
strategic objectives of the campaign plan.

Be especially conscious of the candidate’s protected time — time to earn a
livelihood, vacations or special dates, such as birthdays and anniversaries.
Don’t fudge on these times or the candidate and the family will be unhappy. At
the same time, encourage the candidate to be reasonable, which might mean
not vacationing in the last two months before the election.
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Determine the candidate’s physical stamina early in the campaign, so you can
schedule him when he is able to best perform. How can you send a candidate

out for a sixteen-hour day of “pressing the flesh” if he or she lacks the stamina
to do so?

Learning about your candidate’s abilities can be a trial and error situation. Try
to respect his or her wishes and don't force the candidate into situations where
he or she is very uncomfortable. However, you'll want to encourage the candi-
date to try new activities to learn to be a more effective campaigner.

Rule 3: Know Everything About the Event the Candidave is Scheduled to
Attend

The scheduler is responsible for all the details about the events on the candi-
date’s schedule. Every day or week, the scheduler should provide the candidate
and key campaign members with a detailed itinerary — the document which
outlines every portion of the candidate’s day. To prepare the itinerary and

answer questions from the candidate and staff, the scheduler must be able to
recall all details of the scheduled events.

The candidate doesn't want any surprises. He or she needs to know exactly
what is expected of him or her at every appearance. The more prepared the
candidate is, the better he or she will perform. The scheduler must be clear and
concise in relating these details to the candidate. Use an event questionnaire to
find out details about each event the candidate will attend. You can use this
questionnaire to interview the event sponsor by phone or, when appropriate,
you can send the questionnaire to them by mail. A sample questionnaire is
listed in the attached appendix.

You may prefer to design your own questionnaire to fit your own scheduling
style. Here are some basic points to include:

* Date, time and location of the event.
* Type of event (i.e., reception, dinner or rally).
* Number of people expected to attend.

* The requirements of the candidate (i.e., long speech or short remarks
introductions, special thanks).

*

* Type of clothing the candidate should wear.

* Attendance of the candidate’s spouse.

* Attendance of other dignitaries or candidates.
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* Media coverage. Which reporters will be attending from print, radio,
television?
¢ Date invitation was received.

Rule 4: Give Accurate and Complete Directions

The scheduler must know the geography of the area and the drive times be-
tween campaign stops. This is critical to make the best use of the candidate’s
time and to schedule as many worthwhile activities as possible.

It’s very frustrating and unproductive for a candidate to constantly get lost.
Also, candidates who are late for events have a hard time recovering from this
social taboo. The scheduler should double check all directions and even g0 so

far as to personally go out to find locations for extremely important events.
Don’t leave directions in doubt.

You may have occasion to use planes, trains or subways for your candidate’s
travels. Make your candidate’s travels go as easy as possible: have the tickets
ready in advance; be sure he or she knows exactly where to go to get to the
final destination. For example, know how late the private airport is open and
what type of aircraft it can accommodate. In public airports, keep in mind the
time needed to get to the gate.

Some candidates use drivers familiar with specific areas to escort them to
events. In other cases, one person has the job of driving the candidate through-
out the campaign. It's good for the candidate to be relieved of the driving duty,
so he or she can focus on campaigning. Regardless, the scheduler should be
sure the candidate or driver has accurate and complete directions.

Rule 5: Do Not Schedule Events Too Far in Advance

Campaign schedules must remain flexible because the campaign season is
extremely volatile. Scheduling any event too far in advance leaves the campaign
open to the dreaded possibility of having to cancel. Two weeks before an event
is a good time-frame to use when accepting and rejecting appearances.

At the same time, however, try not to keep people hanging. Their event is the
most important one to them and it’s just rude to some people not to have a firm
yes or no from a candidate. You have to balance between keeping the schedule
flexible and maintaining good public relations.

There are exceptions to this rule such as debates, fundraisers and campaign-

initiated press events which must be scheduled with adequate lead time. Also,
many campaign created events need to be blocked out on the schedule in ad-

vance to insure the candidate’s participation.
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Rule 6: Each Request for the Candidate’s Time Must Be in Writing

This rule protects the candidate as well as whoever extends the invitation. In
smaller campaigns, this may seem too formal, but is still a good practice to
develop. Even if you can't get all requests in writing develop a method to record
all requests with the details of when it was made and by whom.

Consider all requests at a weekly scheduling meeting, which also must be
scheduled into the candidate’s time. By holding these meetings on Monday, a

scheduler has the time to complete the proper correspondence and issue the
next week’s schedule by Thursday. -

Rule 7: Don't Be Afraid of the Word “Detail”

There is no such word as “overload” in the scheduler's vocabulary. When an
invitation comes in, find out as much information as possible about the event.
If you do not know the exact location of an event, ask for directions and include
them on the detailed schedule.

Include phone numbers and all pertinent information for each campaign stop.
Be aware of all important information about previous and upcoming events.

There are many areas in a campaign where unorganized creativity can survive.
The scheduling operation is not one of them. The scheduler must be a pain
about details.

Rule 8: Prepare a Briefing Sheet on Each Event For the Candidate

A concise briefing sheet for each event allows the candidate to read about the
event en route. It also keeps the information fresh. Determine who is respon-
sible for information needed for various briefing sheets. It's best to get in the
habit of having briefing sheets due the Friday of the week before an event.,

Work with your candidate to develop the time-frame to give him or her the
schedule and briefing sheets. At first, the candidate may want this material at
least 48 hours in advance. Once a routine is established, you can work on 24

hours in advance. For big events, you'll want to give the candidate more lead
time to be briefed.

The briefing sheet should contain the following information: the name of the
person who sent the invitation; the time, location and type of event; expected
crowd size; other dignitaries who will attend; and the last time the candidate
visited the area. Be sure to include what is expected of the candidate, length
and topic of speech, possible questions that may be asked of the candidate,
and whether the candidate is only supposed to “work the crowd”. Also include
the name of the person who will introduce the candidate, if appropriate.
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Other information that will better prepare the candidate includes a list of
elected officials, party offictals; other key people who might be in attendance;
key issues that may be discussed and any controversy surrounding the event.

File all briefing sheets after use so they can be used for future reference. A
sample briefing sheet is provided in the attached appendix.

Rule 9: Debrief the Candidate or Traveling Aide After Each Event

The scheduler must find out pertinent information after each event for future
reference. This information could include how many people attended and their

response to the candidate; how many press people showed up and if the candi-
date’s travel arrangements worked out well.

The scheduler should discuss each event with the candidate or key staff person
who attended the appearance. This will allow the candidate to voice any com-
plaints on how the schedule was handled. Also, this feedback is important for

the scheduler to determine whether or not return visits to certain areas are
worthwhile.

Rule 10: Complete Follow Up After Each Event

Establish a routine to follow up after each event. This routine should include
sending thank-you letters, gathering photos, gathering newspaper clippings
and filing materials from each event. :

The thank-you letters are especially important. In addition to being a sign of
politeness, the letters are another opportunity to communicate with the voters.
An incumbent should notify the voter that they may contact the office for any
assistance they may need. A challenger should project an upbeat mood, using

phrases like “with help from people like you, we will be victorious in Novem-
ber.”

Rule 11: The Scheduler Should Assist the Campaign’s Media Operation

The scheduler has important information about the candidate's time that's
relevant to the media. The scheduler will need to work with the campaign man-

© ager and campaign public relations person to be sure the media is well served.

These decision-makers should have a strategy to deal with the media.

The process of informing reporters of the candidate’s schedule depends on the
rapport between the campaign and the media. Delivering the most up-to-date
schedule and making sure the candidate shows up on time is crucial to receiv-
ing the press coverage every campaign craves. Your candidate’s appearances
are not the only press-worthy events of the day. Making it easier for the media
will increase your chances of coverage.
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Distribute a weekly schedule of the candidate’s activities to the media. This is
called a media advisory, which accomplishes two things. First, it lets the media
know where the candidate is if they need him or her and it advertises the can-
didate’s active campaign schedule — which gives the campaign credibility.

The scheduler, campaign manager and public relations person should choose
which items on the candidate’s schedule are released to the media. The public
relations person should set up appointments with the media for the candidate.
Obviously, the scheduler and public relations person will need to work closely
to coordinate these times.

The media doesn’t need to know all the appointments a candidate has, but they
do need to know when and where a big event is scheduled. If you are conscious
of reporters’ deadlines and provide them with necessary information, the cam-
paign is much more likely to receive fair treatment. The campaign’s strategy
team should agree on the message the campaign wants to discuss each day or
week. The schedule can help set the political agenda. Do not confuse the media
by talking about too many issues at once. The message should promote the
campaign’s theme as designed by the campaign plan.

Rule 12: Know Your Targeted Coalitions and Maintain Good Relations
With Members

Your campaign plan should identify specific voter groups in your area which
are vital to your candidate’s victory. These voters could be represented by
groups such as ministers, teachers, veterans and ethnic organizations like the
Hispanic League or NAACP. Coalitions also include Republican leaders, elected
officials and other opinion leaders.

A scheduler needs to know which groups should be courted by the campaign.
These groups may not be easily identifiable or located in one geographical area.
You should learn the names of leaders of important groups and be sure their
requests for the candidate’s time are granted. In small campaigns, often the
scheduler is the main liaison with coalitions.

Be sure to notify important coalition leaders when the candidate will be in their
area. You may want to set up appointments with these leaders if time permits
it. Make good use of the candidate’s time when he is in a geographical area.
Depending on the circumstances, notify these leaders by phone or letter.

Rule 13: Be a Pro-Active Scheduler Rather Than a Reactive Scheduler

Here's another point that warrants repeating. It's the scheduler’s responsibility
to create a scheduling strategy based on the campaign plan and initiate crea-
tive and politically productive appearances for the candidate. In practical
terms, every candidate receives invitations to appear at events, but what about
those blocks of empty time? Other possibilities exist if the scheduler is
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aggressive, has done the homework of compiling an inventory and is always
looking for appearance opportunities.

Here are some tips on where to begin your pro-active scheduling. Look at the
standard meeting groups — the Lions Club, the Chamber of Commerce, the
Optimists Club, the Rotary Club and the like. These civic groups have estab-
lished weekly and/or monthly meetings — you may be able to secure an ap-
pearance for your candidate if you contact the club organizers or work through
a supporter who is a member. Community calendars, as mentioned before, are
useful for this purpose.

Another source is the local political pa.rty’s’calendar. In most cases, the candi-
date will automatically be invited, but better to be safe than sorry that you
missed the big event.

To reach a great amount of people in a short amount of time, check out the
local shopping malls. Be sure to find out the regulations regarding campaign-
ing. They may have rules banning political activity. Also consider scheduling
factory gate visits, door to door activity and public relations activities.

You'll want to work with other key campaign members to be sure your pro-
active scheduling implements the campaign strategy. The campaign manager,
organizational director, volunteers coordinator and public relations person may
have other ways to fill the candidate’s time.

Rule 14: Work With Scheduling Operations of Other Campaigns

Staying in touch with other candidates’ operations may enable your candidate
to go in the place of another. Such cooperation will make party regulars happy
since their chances of sharing a speaker increase with this cooperation. Also,
this cooperation could help give you notice of events you may have missed in
your research that are important for your candidate to attend. )

Be sure to follow the guidelines set by your campaign plan for naming cam-
paigns with whom your candidate should associate. Check with your campaign
manager to make sure it's appropriate to share information about events with
specific campaigns.

Rule 15: Do Not Put a Calendar of Activity on the Wall For All to See

This is probably the easiest way for your opponent to know what you are doing.
By limiting access, you decrease the chance of embarrassment. It's just good
policy to limit the number of people who know your overall game plan, which is
best represented by your campaign calendar.

Along these lines, you'll want to limit the number of people who receive a com-
plete daily or weekly itinerary of the candidate’s activities. Your campaign
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strategy team should decide early in the campaign who should receive the
detailed version of the candidate’s schedule. The campaign manager and public

relations person are likely key campaign members who will need a complete
schedule,

Other key campaign workers, the candidate’s family and media should receive

a “clean copy” of the candidate’s daily or weekly schedule that lists times and
locations.

Types of Events

There is no limit to the events you can initiate for your candidate to attend. A
little imagination, organizational skill and teamwork can create worthwhile
campaign events that reap political benefits. That’s the heart of pro-active

scheduling — creating events and appearances that cast your candidate in a
favorable light.

Below you'll find a list of fifteen events you can consider when scheduling your
candidate. Any attempt to catalogue types of events runs the risk of being
incomplete and redundant. The following list of ideas is not all-inclusive. But

it’s a good guide to the kinds of opportunities a scheduler should seek when
planning a schedule.

Creative schedulers must constantly think of new ways to present the candi-
date, must be alert to the district’s opportunities, what generates news and
what is realistic. We hope this list will spur your imagination, especially when
it's most needed.

Political Rallies and Dinners

In this electronic age, the campaign rally seems to be a dying breed. Neverthe-
less, they can still be effective if they are well organized in state legislative and
local campaigning. It’s wise to avoid those functions where your candidate is

not one of the featured speakers — sitting at the head table for several hours is
unproductive.

Political rallies and dinners require a tireless organization and maximum atten-
tion to detail. They are most effective close to election time when you're more
likely to receive media coverage. They are useful in stirring up the enthusiasm
of your troops. A critical prerequisite to a successful rally or dinner is a large

crowd. Before you schedule a rally or campaign-sponsored dinner, be sure you
know it will be a success.

Local Forums

Community service organizations like the Lions Club, Chamber of Commerce,
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Kiwanis, League of Women Voters and American Legion often sponsor public
forums where candidates are featured speakers. One of your first jobs — com-
piling a district inventory — should let you judge which of your local groups are
strong in the community and would bé an appropriate sponsor of a local forum.

If you can arrange for one of these groups to sponsor a forum, try to have your
candidate be the featured speaker, without sharing the spotlight with another
candidate or your opponent. If your candidate is invited to attend a local fo-
rum, be sure you research the group and know the major leaders and what
issues concern them.

Depending on your campaign strategy, you'll want to consider whether or not
Joint appearances with your opponent could be beneficial. In large part, this
will depend on the forum’s sponsor — you'll want to find a favorable or unbi-
ased group. Also, if you plan to have debates, forums with little media coverage
could be good practice for your candidate.

Street Campaigning

If you can't get people to come to see your candidate, you can send your candi-
date to the people. There are countless ways you can arrange for your candi-
date to meet voters. Public speaking is not always a requirement. Here are
some varieties of street campaigning.

NOTE: Try to spread the word of your candidate’s appearance beyond those
who see him or her — good advance work helps here. Also, make sure the
candidate has something to hand out, like a card, brochure or flier.

Downtown Business Tours — The candidate visits stores and places of business
shaking hands with customers and merchants. It’s wise to check with local
merchants to notify them of the candidate’s visit in advance. Even though this
is meant to be a “drop-by,” the candidate should spend time speaking person-
ally to the store owners. ‘

Shopping Center Visits — Methods for these are the same as with the business
tour, but unlike downtown streets, shopping centers are private property. Se-
cure approval for your visits in advance. You'll want to schedule the candi-
date’s visits when the shopping centers are most crowded. Be sure to have
volunteers accompany the candidate to hand out materials.

Commuter Stops — These are a good method for urban and suburban areas.
It's best to work comimuter train and bus stops in the morning rush hour
rather than the evening. Morning passengers are waliting for transportation,
while evening commuters are rushing to get home. Know the schedules of the
train and buses. Maximize your effectiveness by having the candidate ride the

train and campaign at various stops. This type of campaigning requires early
morning rising,
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Factory Visits — These can be a very effective form of campaigning. Don't have
your candidate tour the factory with the company president or plant manager
who may be disliked by the workers. Get the union shop steward or a suppor-
tive worker to escort the candidate. Once again, be sure to secure permission.
Meet as many people as possible. Go where the noise level is bearable and
where there are open spaces, so people can see the candidate.

Door to Door — This form of street campaigning is also effective if your selection
of neighborhoods is based on your campaign targeting. The candidate doesn’t
need to hit every house, but can work a two to three block area at once. Use
volunteers to accompany the candidate. Hand out campaign material. Don’t
enter homes, this is a quick “meet and greet” program. Depending on your
area, early evening and weekends are good times to go door to door.

College Campuses and Schools — These are good sources to meet many voters
and many potential volunteers. Try to get an escort for your candidate. Avoid
elitist visits where the candidate only attends a Young Republican meeting.
Arrange for a cafeteria visit, interview with the campus paper and radio station.
Arrange to attend a class and sponsor a coffee hour to meet the candidate.
Here it's best to go during the daytime rather than in the evening — college
students have many other activities to attend in the evening,

High school and elementary school visits can also be useful, especially if edu-
cation is a campaign issue. Although your audience may be too young to vote,
they can influence their parents and voting age friends. However, frequent

school visits tend to waste time. In all school visits, give the audience a chance
to ask questions.

Nursing Homes, Hospitals and Other Institutions — There are two purposes of
visits here — to meet the voters and to conduct an inspection. Patients and
residents are responsive to personal attention and often vote. However, prison
inmates and mental patients don’t vote. Choose your locations carefully and
work with the management, if possible. -

Evening Hangouts — Bowling alleys, community restaurants and neighborhood
bars are good places to find people in the evening. Although these people may
not be used to candidates, they are often responsive because they are relaxed.

Be sure the candidate has an escort who's familiar with the area and particular
hangout.

Church Visits — Many candidates don't like to mix religion and politics, but a

simple “meet and greet” program at area churches can be effective. It's best to
be an invited guest of the minister or well-regarded church member. You can

have your candidate teach a Sunday School class, just attend services or

mingle at the after church coffee. Be careful not to offend church members by
overzealous campaigning.
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Fairs and Celebrations

Closely akin to street campaigning are appearances at county fairs, local fes-
tivities and picnics. The scheduler should pick those activities where there are
the largest crowds. The object is to get the candidate to meet as many people as
possible. The candidate should appear interested in the activities but not get
too involved with the formal proceedings, like being a judge (which can only
anger the losers).

Ethnic Gatherings

A good place to solidify coalition support, the scheduler should locate where
and when such events are being held. Follow these simple rules: Make sure
you're invited. Don’t “horn in” on planned activities. Make sure the candidate is
briefed about the group. Try to have the candidate practice saying foreign
names — this can pay off.

Sports Events

Often a waste of time because the people attending rarely know a candidate is
present and really don't care. Try to work crowds before the event — such as
“tail-gaters” — if there may be times when a candidate should be present. This
is a time when a troop of volunteers could be more effective than a candidate.

Issue Organization Meetings

These meetings often require a speech. Regardless, the candidate should be
well-briefed about the issues and the sponsoring organization. Be sure the
organization is not a “front group” for your opponent. Even if the candidate is
on the “wrong” side of an issue, he or she can make great inroads by neutraliz-

ing the opposition if he or she is capable of showing concern, compassion and
understanding.

Joint Appearances and Debates

There are many rules to follow for these types of events. Most importantly, your
campaign should develop a policy in this area. Careful planning is required for
Jjoint appearances and debates. Make sure your candidate is well-rested and
well-prepared. Check out the location and sponsors in advance. Try to negoti-
ate so your candidate has the last word, regardless of who has the first opening
statement. If there is a direct interchange between the two candidates, prep
your candidate not to lose control, but to stay calm and cool.

Caravans

By vehicles or by foot, this is an effective way to cover ground and attract at-
tention if well-planned. They require volunteer support and detailed planning.
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Often most effective in the final weeks of a campaign, caravans allow the candi-
date to be out and about without being bogged down by personally greeting
people. Orchestrate hoopla to accompany the caravan. Check out your route in
advance. You should have a solid, core crowd of at least 30 people in ten ve-
hicles or on foot. Building a crowd here is crucial. There are many variations to
the basic caravan, where the candidate can stop for meetings, go door to door
or rendezvous with other events.

Coffees and Receptions

Often held in homes or as a morning activity, make sure someone is respon-
sible for the details of building a sizable crowd. Target these in key neighbor-
hoods as small fundraisers, “meet the candidate” functions or volunteer re-
cruitment meetings. Try to allow the candidate enough time to meet people and
not offend the host — but don’t linger too long.

Scheduled Appointments and Call Lists

The scheduler and key campaign members should compile a list of key opinion
leaders who the candidate should call and meet for money and support. It may
be worthwhile to schedule private meetings with the candidate. For example,
newspaper editors, mayors and well-heeled potential supporters may need
some private time with the candidate. Be sure the candidate is well-briefed and
practiced before these meetings or phone calls.

Fundraising Activities

Your campaign will have a number of fundraising events for the candidate. The
scheduler will need to block out this time in advance. However, if you receive
requests for fundraising events by other candidates, be sure to consult with the
campaign manager and fundraising person for your campaign. It's usually not
good policy to attend fundraisers for other candidates. Other organizations —
such as charities — are acceptable.

Media Activities \

The campaign should establish a policy for dealing with the media at the begin-
ning of the campaign. These activities can include everything from an interview
request to a campaign initiated event. Key campaign members should work
together on these events with the campaign public relations person taking the
lead. Media attention is extremely important to campaigns. The scheduler
should cooperate fully to make sure these activities are successful. Whenever
the candidate speaks to the media he or she should be well-briefed and pre-
pared.

Town Hall Meetings and Public Hearings

An effective way to generate interest in your campaign is to schedule town hall
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meetings or public hearings on specific issues throughout your district. This
works especially well when running against an “out of touch” incumbent. In
any case, as a challenger this technique gives your campaign the credibility of
running as if you were the incumbent. Don’t take on such a task if you can't
foresee success. Building a crowd is difficult.

Task Force Meetings

Here the candidate selects key members of the district to investigate and/or
recommend solutions to an important problem. This also makes the candidate
look like an incumbent. Be sure to get responsible people on the task force.
Schedule regular meetings. Set an agenda and present reasonable solutions.
These are particularly effective in issue-oriented campaigns. Warning: Don’t
promise something you can’t do. And, don't start something you can't finish.

For example, don't start a task force that can only meet once and offers no
solutions before Election Day.

A Scheduling System

Scheduling operations differ greatly from campaign to campaign. Every cam-
paign has particular demands shaped by the candidate, the political environ-
ment, people available to work in the campaign and the campaign plan. People
also have different styles of managing their scheduling operation.

However, regardless of the differences, good scheduling requires detail work. As
stated before, the scheduler can't afford to be the sort of person who can't cope
with details, who is disorganized and incapable of meeting deadlines. Your

scheduler must be disciplined, fastidious and follow a well-planned scheduling
strategy and system.

On the following pages we discuss methods to make your scheduling operation
more efficient. These methods are not intended to be an all-inclusive system to
be used by all campaigns. They are guidelines that present a basic procedure
that’s been tried and proven effective in many previous campaigns.

The Point of Decision

Let’s repeat this again — there can be only one person who is authorized to
commit the candidate to an appearance. That person is the scheduler. Unless
he or she knows about the event and approves it, it’s not on the calendar. All

other key members in the campaign — as well as the candidate — must respect
this point.

Weekly meetings, or other forms of internal campaign communication, should
be established so the scheduler can weigh the importance of specific requests
in terms of the scheduling strategy. The campaign manager and possibly other
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key campaign members should be involved with this process. The public rela-
tions person or fundraising person might have suggestions to maximize use of
the candidate’s time when visiting a certain area, attending a particular event
or speaking to a certain group.

An advance schedule is prepared by the scheduler to include specific commit-
ments and planned activity. The advance schedule should block off time by
months and then weeks between the beginning of the campaign until Election
Day. This advance schedule is based on the scheduling strategy and campaign
plan. It should include the basic time-frame set forth in the campaign plan.

This advance schedule is a loose timetable for the candidate’s activity. The
timetable should remain flexible so the campaign can adapt to the changing

political situation of the campaign. At the same time, the timetable will need to
stick to basic campaign strategy.

On a daily and/or weekly basts, the scheduler will prepare an itinerary for the
candidate. This lists the minute to minute daily schedule complete with direc-
tions, notes on the meetings and contacts. For major events, the scheduler
should also prepare a briefing sheet. A sample itinerary and briefing sheet are
included in the attached appendix.

Responding to Requests

Outside requests for the candidate will be made by phone, mail or directly to

the candidate and campaign members. As stated before, get these requests in
writing,.

Requests come in two forms: specific date and open date. The specific date
request requires a definite time and date for the candidate to appear, while the

open date asks for the candidate’s appearance sometime within a certain time-
frame.

The first step is to respond to the definite turn-down events. These are the ones
that hold no interest for the candidate and campaign and afford no political
benefit. These requests also include those in irreparable conflict with a pre-
scheduled campaign event. Although there’s no hope the candidate will attend
these events, keep the paperwork for future reference. Send a letter of regret
over the scheduler or campaign manager’s signature — not the candidate’s.

Next, you're left with the maybes. This is where your campaign’s decision-
making system kicks in. Consult with the designated key campaign members
about the maybe requests. The scheduler should know everything there is to
know about the request before consulting with the decision-making committee.
Go as far as checking out the sponsors and event, calling a political contact in
the area, pinning down what's expected of the candidate, the number of atten-
dees and the names of key people attending.
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If a decision is made to accept the request, send an acceptance letter over the
candidate’s signature. File the request in a special “active acceptance” file ac-
cording to date.

If a decision can’t be made, respond with a pending letter over the scheduler or
campaign manager's signature. Keep the pending requests in chronological
order and note what action has been taken. Don’t forget about the pending
requests. Try to issue a definite decision as soon as possible. Keep in contact
with the group. Don't keep them hanging, but don't commit if you can't.

Try not to make commitments too far in advance. Most groups can bear not to
have a definite commitment until two weeks in advance. Don't commit to some-
thing and then cancel — unless extreme circumstances prevail.

Sample form letters for acceptance, regret and pending responses are included
in the attached appendix. You'll find you may need additional letters to cover
special circumstances. You may also want to compose your own special form
letters. Form letters save considerable time, especially when the campaign
heats up and there are numerous requests to which you must respond. That's
when a computer system with word processing can be extremely helpful, if the
campaign can have access to one.

Filing

No scheduler is better than his or her files. Although it seems menial, the
scheduling files are probably the most active files needed in a campaign. They
should be organized to have the material available at a moment’s notice.

There are several ways to file scheduling materials. We recommend the more
simple the system the better. In most cases, you'll need to have duplicate files

to account for dates and geographical areas. And, you'll need files for pending
requests, acceptances and regrets.

Be sure to keep all pending requests in one folder, in order, by date. Once a
decision is made — move it to the regret or accept folders. Also, keep your
regret files in good order, and note action made with the request. These are the
ones likely to haunt you in the future.

The duplicate system codes acceptances, regrets and pending requests by date
and geographical area. Some people color-code each month. Put all open date
invitations in a general file pertaining to a specific month. The other filing se-
quence is by geographical area. This should be consistent with the areas cho-
sen by the targeting in your campaign plan. This filing system will give you the
information needed to analyze areas in which the candidate is spending or not
spending his or her time.

Keep all information about each event clipped together. As additional informa-
tion comes in, be sure it's included with the paperwork on the event.
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Schedule Book

The scheduler’s most important tool is the schedule book. This often is a loose-
leaf binder that should never leave his or her sight. Take it home with you,
never leave it on your desk unattended and don't lend it to anybody. Lock it in
your trunk when you go out to lunch. Don't take it to public places.

Here are some basic sections to be included in the scheduling book. You'll
probably think of additional ones, but these are the basics:

Advance Schedule

This shows a week’s worth of events at a time. Once an event is approved it
goes on this schedule. Note the time of day, date, the event, location, contact
person and phone number. The advance schedule also includes legal political
dates, holidays, historic dates and notes large public events for easy reference.
This helps in briefing the candidate.

Itinerary

This is the final step in scheduling. A complete schedule for the day or week.

This includes all vital information about the event, directions, times, location,
contacts, etc.

Maps

Include the ones you'll need access to the most, such as road maps of the
district or region of the state.

Name Lists

Include lists compiled in the district inventory such as the leader list, contact
list and phone/address list.

Target Areas
The list of your campaign’s geographical targets.
Form Letters

Samples of your various form letters sent in response to requests. Include their
codes if on computer.

Master Campaign Calendar

Include the campaign plan’s general timetable.
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Others' Schedules

Include schedule information for other people associated with your campaign,
such as the candidate’s spouse and surrogates.

Dos and Don'ts

We hope this explanation of campaign scheduling will be helpful to you and
your campaign. It may seem like a lot of material to digest and implement at
first. Once you've established a routine you're comfortable with and one that
works well for your candidate, you'll be up and going! As a matter of review,

here are some general “dos” and “don’ts” to follow when scheduling your candi-
date.

Dos

* Do confirm all appointments, accepted invitations and appearances as
promptly as possible and in writing.

.

* Do have the candidate on time at all times.

* Do have only one place for scheduling information and only one per-
son handling it.

* Do have the candidate be appreciative for every invitation and eager to
attend. But also have the scheduler get in touch for specific accep-
tance or rejection of each request.

* Do give written directions. Check all directions twice. Get room num-
bers, telephone numbers and other guideposts to get the candidate to
the destination.

* Do give the candidate some rest time.

* Do find the candidate appropriate escorts.

¢ Do brief the candidate before each event and debrief the candidate
after each event.

Don'’ts

* Don't accept invitations for low priority locations because everyone
else who ever won went there.

* Don't forget to inform key leaders and organizational people of the
candidate’s appearance in their area.
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* Don't ever break the schedule.
¢ Don't cancel any event.
* Don’t spend time with those you know will vote against you.

* Don’t accept any invitation until you have first checked with your
written schedule.

* Don’t hold off responding to a request if it is in the pending category.

Thank the contact for the invitation and explain a decision can't be
made yet.
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Sample Appearance Questionnaire

Event Date of Event Date Received____ ,
Sponsoring Organization
Address
Telephone (O) » (R)
Type of Event: Breakfast Luncheon - Dinner
Reception Meeting Parade
Rally Picnic
Other (Specify)

Event Location (Include Street Address)

Telephone

Chief Officer of Organization

Address

Telephone (O) (R)

Principal Contact (if different from above)

Address

Telephone (O) . (R)

Proper Dress For Event Is Spouse Invited?
Time of Event (Begins) (Ends)

Other Persons Who Will Be At Head Table and Receiving Line Include:

Officials rMedia Attending?
Candidate Requirements
Introduction by
Completed by. Date
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Sample Acceptance Letter

Thank you so much for your kind invitation to (name of event) on

(date) at (time) . I'm delighted to accept, and look

forward to being with you and your guests.
I am enclosing a biography and some background information for your use,

and have asked __(scheduling director) to contact you for further details.

Again, thanks for thinking of us, and we'll see you soon.

Sincerely,

Candidate

NOTE: Whatever the event, mention it and the name of the organization and the time and date in the
body of the letter. Also, if the candidate is going to be able to stay for only part of the event, say so
clearly in the acceptance letter. Then the Scheduler should indeed contact the host.

Sample Turn Down Letter
On behalf of (candidate) , I thank you for your kind invitation
requesting him/her to __ (appear, speak, participate) in your

(organization/event) on__ (date)

a) However, because of a prior commitment on that day, he or she will be
unable to attend.

b) However, he or she will be in _(place) on that day attending the legislative
session and will be unable to attend.

c¢) However, he or she is scheduled to be in__ (area of state or county) .
(Candidate) has asked that I extend his or her best wishes to you and

your _(members, guests, etc.) for a most successful (meeting, dinner, etc.).
Again, many thanks for your invitation — keep us in mind for another event.

Sincerely,

Campaign Manager/Schedule Director
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Sample Pending Letter

Thank you for your kind invitationto______(candidate) ____requesting
him/her to

your

(organization/event) on (date)

However, at this time he or she is tentatively scheduled to be in

(place-county,out-of-state) . Ifit is possible for us to let you know later

this month to confirm the appearance, please contact me at (phone) ., Or,if you

would like us to have someone speak for the candidate, we will be most pleased to

arrange it.
Thank you for your interest, and we look forward to hearing from you.

Sincerely,

Campaign Manager/Schedule Director
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NRCC Starter Manual

Sample Briefing Sheet

Champaign County Annual GOP Lincoln Day Dinner

Holiday Inn-East/6:00 p.m. Cocktails
Champaign 7:00 p.m. Dinner

This invitation was extended by county Chairman Jack Hershfeld
who is the longest serving Republican County Chair in the state (15
years). He will meet you at the lobby door and escort you to the Ambas-
sador Room. Approximately 800 people attend this traditional dinner.

You will be seated at the head table along with Congressman
Smith, state Senators Tom Ewing and Stanley Weaver, and state Repre-
sentatives "Bare” Woodyard, Virgil Wikoof and Ed McBroom.

You will be giving the keynote address this evening . . . about 20

minutes on grassroots politics with an acknowledgement of Chairman
Hershfeld's service.

County Chairwoman Colleen Brunner will not be there due to an
illness in her family. Some other dignitaries who will be in attendance:

Mr. Brad Minnick, one of your early financial backers.

Mrs. Judy Wright, owner of Wright Manufacturing.

Mrs. Lila Jones, who hosted a reception for you.

You were in Champaign last month to announce your New Farm

Programs. In addition, you spoke at the Chamber of Commerce lunch
and attended Mrs. Jones' fundraiser for you.
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