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Legal Issues & Disclaimer 

 
Campaigns are a tricky business.  All political and campaign activities, and fundraising in 

particular, are highly regulated by local & state governments, as well as the federal 

government.  Before beginning any campaign activities, it is highly recommended that 

you research the campaign and campaign finance laws in your area, and that you speak 

with a lawyer who is well versed in elections law.  Most campaigns should engage a 

lawyer friendly to the campaign as campaign counsel.  Many lawyers will provide this 

service pro-bono, if allowed by local law. 

 

Whatever you do, keep it legal, ethical, and honest.  You’re running for office to make a 

positive difference.  Don’t become part of the problem.  Fill out the necessary forms, file 

the proper reports, and never, ever promise anyone something of value (other than good 

government) in return for their campaign contributions. 

 

Local Victory is a worldwide political consulting firm, and as such, does not necessarily 

know all of the laws and regulations in your area.  It is your responsibility to know the 

law and follow it in your campaign.  Local Victory cannot provide advice on election law 

for you, and disclaims any legal responsibility for your campaign, the filing of forms and 

reports, or other legally mandated activities. Following local election law is the sole 

responsibility of you and your campaign. 

 

A Note on Campaign Plans 
 

Campaign plans are great tools: no campaign, no matter how small, should be without 

one.  They provide guidance, timelines, budgets, and generally should be followed in the 

successful pursuit of elected office. 

 

It’s important to remember, though, that execution is the real key.  No amount of 

planning can make up for the fact that a candidate doesn’t go door-to-door, or the finance 

committee isn’t raising enough money.  The only way to win a campaign is to get out 

there and do it… using this plan, you’re campaign will be off to the right start. 

 

Equally important is the knowledge that politics is fluid by nature, and that all campaigns 

and campaign plans must be flexible.  While “sticking to the plan” is generally great 

political advice, there will come times when something extraordinary happens in a 

campaign, and which will necessitate a change.  Don’t get stuck doing something that 

doesn’t work just because it is in the plan.  Figure out what needs to be changed, change 

it, and move on.  

 

Lastly, measure your progress.  Use polls, research, press stories, campaign finance 

reports, and/or word of mouth to make sure that the plan is working.  If not, use your best 

judgment in re-configuring your campaign plan.
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I.  Political Environment, Assumptions, & Analysis 
 
Bill Smith is running as a Republican for the United States Senate from Washington 

State.  The general election will be held on Tuesday, November 2, 2014.  Primary 

Election Day will be on Tuesday, August 17, 2014. 

 

Washington State holds a “top-two” open primary, where the top two vote-getters in the 

primary election move on to the general election, regardless of each candidate’s party 

registration.  Thus, in crowded primary situations, candidates may be running against 

opponents from both parties in the primary election. 

 

Our assumed general election opponent is Sen. Jeanette Gillespie, the incumbent.  We are 

not currently aware of any Democratic challengers to Sen. Gillespie, and are not currently 

aware of any serious Republican challengers to John’s candidacy. 

 

District Analysis 

 

Washington State has a total population of just fewer than 6.5 million residents.  The 

median household yearly income is approximately $53,000, and the per capita income is 

just over $28,000 per year.  The media age is 36.8 years.  80.7% of residents are white, 

9.1% are Hispanic / Latino, 6.6% are Asian, and 3.4 are African American. 

 

Of residents who report a religious affiliation, the largest religious affiliations in 

Washington State are Protestant (49%), Catholic (19%), and Mormon (2%).  The single 

largest denomination in Washington State is Roman Catholic (716,000 members), 

followed by Mormon (178,000 members).  31% of state residents report themselves as 

“non-religious.” 

 

There are approximately 3,630,118 voters registered in Washington State.  Voters do not 

register by party. 

 

Political Environment 

 

This election is being held in a time of great political change, and thus the political 

environment is volatile.  The massive changes in Washington, DC brought about by the 

election of Barack Obama will have a sweeping impact on the national economy and on 

federal, state, and local politics.  While we can make certain assumptions about the 

reaction of the voters to these changes, it is impossible, at this point, to know what the 

situation will be in November of 2014.  Thus, the campaign should review this plan on a 

regular basis, and use its polling data and grassroots network to keep a constant eye on 

the mood of the electorate.   

 

We believe that this election will see “average turnout.”  This is a non-presidential 

election year, which argues in favor of slightly lighter turnout, but is also the first election 

since the start of a new administration which has made major systemic changes, which 
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argues in favor of a slightly higher turnout.  We believe that these two factors will cancel 

each other out, leading to average turnout. 

 

National issues which are likely to affect this election include the downturn in the 

economy and the administration’s response (stimulus packages, TARP, etc), the wars in 

Iraq and Afghanistan, and the Obama White House’s efforts to overhaul health care, 

energy, and other initiatives.   

 

The local issues that are most likely to be felt in this election include the state’s economy, 

job losses, schools and education. 

 

Candidate Profiles 

 

Bill Smith is a professional businessman, married with three children.  His wife, Rhonda 

is a homemaker.  Both Bill and his wife are military veterans.  This is Bill’s first run for 

office. 

 

Jeanette Gillespie is currently the Junior Senator from Washington State.  A 72 year old 

Democrat, Gillespie is running for her fourth term.  She serves on the Appropriations 

Committee.  Prior to serving in the U.S. Senate, Jeanette Gillespie served on the Seattle 

City Council.  She is a lawyer by trade, and is married with four children. 

 

Candidate Strengths / Weaknesses Analysis for Bill Smith 

 

Strengths 

 

- Outsider facing ineffective government insider 

- Has control of own schedule, can dedicate significant time to run for office 

- Charismatic speaker with good command of the issues 

- Appealing background story 

 

Weaknesses 

 

- Presumably low name ID 

- Will need to raise a significant amount of money for a challenger campaign 

- Political inexperience 

- Republican Party is weak in Washington State 

 

Candidate Strengths / Weaknesses Analysis for Jeanette Gillespie  

 

Strengths 

 

- Incumbent 

- High name ID 

- Proven fundraising ability 

- Democratic Party is strong in Washington State, and nationally 
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Weaknesses 

 

- Perception as an ineffective follower 

- Unclear messages in previous elections 

- Voting history in Senate 

 

Media Outlets 

 

The campaign needs to compile a comprehensive media contact list for this election 

cycle.  This media contact list should include name, outlet, address, phone, and e-mail 

information for all television, radio, newspaper, and blog/web journalists that the 

campaign will be communicating with over the next two years. 

 

Research / Polling 

 

The campaign and candidate have a good command of the issues and a core team of 

volunteers ready and willing to perform research functions.  The campaign also 

understands the importance of professional political polling in determining where to 

focus valuable resources and in what manner.  To those ends, the campaign should place 

an early focus on the following: 

 

Opposition Research 

 

The campaign research team should compile a research dossier on Jeanette Gillespie, 

including important senate votes, news clippings, and speech excerpts.  The candidate 

and campaign should compile this opposition research now, for use throughout the 

campaign. 

 

Issues Research 

 

The campaign research team has already begun researching key issues that may come up 

in this election.  The research team should continue this work by putting together 

comprehensive research dossiers on each of the key issues, including statistical data, 

news clippings, and policy reports from think-tanks across the political spectrum. 

 

Polling 

 

There are several important types of polls in political campaigns: 

 

The “Benchmark Poll” or “Baseline Poll” is taken at the beginning of a campaign, 

before the campaign really begins its activities. This type of poll measures the starting 

point of the campaign – where the voters stand before they hear the issues the campaigns 

raise, what the name recognition of a candidate is before he begins to campaign, and 

different demographics like age, ethnicity and occupation. 

 



P a g e  | 7 

A “tracking poll” is taken several times over the course of the campaign to monitor the 

campaign’s progress. Progress is generally measured in terms of how well the campaign 

is doing compared to its performance on the baseline poll. Most campaigns take several 

tracking polls throughout a campaign, and in large races it is not uncommon for a 

campaign to take a tracking poll every day during the last two or three weeks of the 

campaign. 

 

“Issue” or “Message” Polls are taken to craft and hone the campaign’s response to 

certain issues, or to clarify and enhance the campaign message by testing different themes 

with the voting public. 

 

A “focus group” isn’t really a poll, per se. Basically, in a focus group a number of 

people are brought in to speak with a moderator all at the same time, and the moderator 

leads a discussion to determine the group’s views on the questions he asked. Focus 

groups are generally videotaped so that they can be analyzed after the event. Focus 

groups serve a different purpose than polls. Instead of trying to get accurate results that 

reflect the views of the public, like polls, focus groups attempt to see the real, live 

dynamic that presenting the campaign’s message to the group creates what objections and 

concerns they have, etc. 

 

The campaign does not have the financial resources at this point to conduct a baseline 

poll or to test messages through polling.  No campaign for the US Senate will ultimately 

be taken seriously without conducting baseline and tracking polls, and any campaign that 

does not conduct polling faces an uphill battle.  Thus, the campaign must continue to 

raise funds with an eye towards conducting polling soon. 

 

General Analysis of Campaign Environment 

 

1. Bill Smith has never run for office in Washington State before, thus, he still has 

relatively low name ID.  Raising this ID will be required in order to win. 

2. Fundraising is key.  Washington is a big state, and it will take vast resources for 

the campaign to succeed.   

3. Jeanette Gillespie has name recognition and will have the money she needs to run 

a competitive campaign. 

4. The current political environment is unpredictable.   

 

Immediate Action Steps 

➢ Perform opposition research on Jeanette Gillespie 

➢ Begin issues binders with key issues research and media clips 

➢ Compile comprehensive media contact list 
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II. Precinct Targeting 

 
This is a unique and difficult election in which to perform precinct targeting, for two 

reasons: 

 

1. Lack of voter registration by party – because voters in Washington State do not 

register by party, it is difficult to determine core voters 

 

2. Changing vote patters – recent election returns have shown that after several 

decades of declining vote numbers, Republicans are moving back towards state-

wide competitiveness in Washington State. 

 

The campaign only provided us with district-level election data for 2012 (2010 and 

earlier was provided only in statewide form).  While it is normally preferable to have 

several election years represented in targeting data, we actually believe that in this 

circumstance, with rapidly changing conditions in Washington State, 2014 provides a 

good view of the mood of the electorate. The races we will use from 2014 include a race 

where the Republican won, a race where the Republican almost won, and a race where 

the Republican lost by a wide margin.   

 

Because 2012 was a presidential election year where there was unusually high voter 

interest and turnout, the 2012 turnout numbers do not represent an accurate indicator of 

2014 likely voter turnout.  Thus, for the estimated turnout percentages, we will use the 

turnout number from the last non-presidential congressional election year in Washington 

State in 2010. 

 

All three races are state-wide.  We will perform the targeting at the state legislative 

district level, meaning that state legislative districts will be ranked as a whole, as opposed 

to ranking counties or municipalities.  We will perform the precinct targeting using the 

following three general election races: 

 

1. 2010 Gubernatorial Election 

2. 2010 Lt. Governor Election 

3. 2010 Secretary of State Election 

 

The complete targeting data, including past voter history, is presented in a spreadsheet 

that is included with this plan.  The important conclusions from this data are presented in 

the following table: 
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District 

# of 

Registered 

Voters 

Estimated 

Turnout 

Avg. % 

Republican 

2014 Vote 

Estimate District Type 

Leg Dist 8 74772 49761 65.04% 32364 GOP Base 

Leg Dist 13   61873 41176 62.84% 25874 GOP Base 

Leg Dist 7   73501 48915 61.66% 30163 GOP Base 

Leg Dist 16   67088 44647 61.56% 27486 GOP Base 

Leg Dist 12   68611 45661 60.84% 27780 GOP Base 

Leg Dist 14 57007 37938 58.84% 22325 GOP Lean 

Leg Dist 9   64924 43207 58.40% 25234 GOP Lean 

Leg Dist 4 79377 52825 57.84% 30556 GOP Lean 

Leg Dist 20   79733 53062 56.70% 30088 GOP Lean 

Leg Dist 18   90174 60011 56.42% 33861 GOP Lean 

Leg Dist 2   84933 56523 54.88% 31022 GOP Lean 

Leg Dist 31   76277 50762 54.09% 27457 GOP Lean 

Leg Dist 26   78005 51912 53.22% 27629 Swing 

Leg Dist 6 86057 57271 53.03% 30370 Swing 

Leg Dist 5 96365 64131 52.79% 33853 Swing 

Leg Dist 10   81828 54457 52.48% 28578 Swing 

Leg Dist 25 78231 52063 52.28% 27219 Swing 

Leg Dist 39   77859 51815 52.21% 27050 Swing 

Leg Dist 15   53061 35312 51.91% 18329 Swing 

Leg Dist 17 74206 49384 51.13% 25252 Swing 

Leg Dist 42 82854 55139 50.51% 27853 Swing 

Leg Dist 44 84529 56254 50.48% 28395 Swing 

Leg Dist 47 72701 48383 50.25% 24311 Swing 

Leg Dist 45 84228 56054 49.81% 27921 Swing 

Leg Dist 35   78195 52039 49.61% 25818 Swing 

Leg Dist 28 62994 41923 49.52% 20762 Swing 

Leg Dist 41 86708 57704 48.29% 27865 Swing 

Leg Dist 48 69740 46412 48.04% 22298 Swing 

Leg Dist 30 64428 42877 47.33% 20295 Swing 

Leg Dist 23 78233 52064 46.98% 24462 Swing 

Leg Dist 1   79769 53086 46.54% 24707 Swing 

Leg Dist 24   84979 56554 46.39% 26234 Swing 

Leg Dist 19   68020 45267 46.05% 20847 Swing 

Leg Dist 38 60160 40036 43.77% 17526 Dem Lean 

Leg Dist 49 65021 43271 43.61% 18872 Dem Lean 

Leg Dist 21 68322 45468 43.56% 19807 Dem Lean 

Leg Dist 22 83677 55687 43.55% 24249 Dem Lean 

Leg Dist 40   80030 53260 43.50% 23167 Dem Lean 

Leg Dist 33 59002 39266 42.58% 16720 Dem Lean 

Leg Dist 3 57155 38037 41.63% 15833 Dem Lean 

Leg Dist 32   80627 53657 40.42% 21690 Dem Lean 

Leg Dist 27 64894 43187 39.73% 17159 Dem Base 

Leg Dist 29 51620 34353 39.22% 13475 Dem Base 

Leg Dist 11 59143 39360 35.51% 13979 Dem Base 

Leg Dist 34 77503 51578 32.82% 16930 Dem Base 
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Leg Dist 46 84379 56154 30.64% 17206 Dem Base 

Leg Dist 36 93586 62281 29.88% 18609 Dem Base 

Leg Dist 43 88364 58806 25.50% 14998 Dem Base 

Leg Dist 37 69492 46247 23.23% 10745 Dem Base 

 

 

This table is broken down by state legislative district.  (Because this is the basis of our 

targeting, the campaign should acquire a large state-wide map that shows each state 

legislative district).  The first column shows the number of registered voters in each 

district.  The second column shows the estimated number of voters who will turnout for 

the 2014 election, based on our estimated 66.5% turnout.  The third column shows the 

average percentage of the vote received by the Republican statewide candidate in each 

district (averaged across the three state-wide elections noted above).  The fourth column 

shows the estimated number of votes a Republican candidate can expect to receive in 

2014 per district (number is arrived at by multiplying avg. Republican vote by estimated 

turnout.  The final column labels each precinct by vote history.  The labels are as follows: 

 

GOP Base – Strong Republican precincts, where Republicans can expect to receive 60% 

of the vote or more. 

 

GOP Lean – Moderately strong Republican precincts, where Republicans can expect to 

receive 54-59% of the vote. 

 

Swing – “In play” precincts, where either party can win by a small margin. 

 

Democratic Lean - Moderately strong Democrat precincts, where Democrats can expect 

to receive 54-59% of the vote. 

 

Democratic Base – Strong Democrat precincts, where Democrats can expect to receive 

60% of the vote or more. 

 

Targeting Analysis / What All This Means  

 

This is an unusual election: because of the demographics of the state, in order to win our 

campaign must receive a significant number of votes from voters who lean towards the 

Democratic Party.  This isn’t a “base” election – this is an election where we will have to 

reach across party lines and win Democrat votes. 

 

The good news is, it can, and has, been done before in Washington State.  Both Sam 

Reed and Rob McKenna have won recent statewide elections, and Dino Rossi has come 

very, very close. How did they do it?  A close look at the numbers shows that they won 

the swing precincts, and held on to the base, while limiting losses in the Democrat 

leaning precincts.  These wins should be instructive to our campaign. 

 

In order to win this election, the Smith campaign must: 
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1.  Focus on the Swing Districts – In our targeting analysis, the swing districts are 

those districts where the margin of victory is small, no matter which party wins.  

Republicans who win in Washington State do well in these districts.  Republicans 

who lose do poorly in these swing districts.  The campaign should dedicate a 

significant amount of time and resources to winning the swing districts. 

 

2. Hold on to the Base – In addition to winning the swing districts, the campaign 

must hold on to the GOP Lean and GOP Base districts – these areas, which 

normally vote Republican by a significant margin, must vote just as heavily for 

Bill.  In order to do so, they will need to know his name and his message. 

 

3. Reach into Dem Lean Districts – Finally, in order to win, our campaign should 

go on the offensive, spending some amount of time and money in Dem Lean 

districts – those districts that usually go Democratic by a moderate margin – in 

order to limit losses in these districts and garner additional votes. 

 

Thus, our precinct targeting will use the district lists as analyzed above, and will be based 

on the following strategy for the general election: 

 

 
The one area the campaign should not focus on is Democratic Base districts.  It is 

unlikely the campaign will have the time and/or money to effectively outreach here, and 

these areas take the most time and money to make the smallest impact. 

 

    

HOLD 

onto the base 

FOCUS 

on swing districts 

REACH 

into Dem- 

leaning districts 

Less Money/ 

Less Time 

More Money/ 

More Time 
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The campaign has signaled a willingness to reach out to traditional Democrats to win this 

election: it still should.  We will need Democrats to win. The place to reach out to those 

Democrats, for this campaign and in this election year, is first in swing districts, and then 

in Democratic lean districts.  The only way that the campaign should focus on Democrat 

base districts is if the campaign has an abundance of money and staff / volunteer time and 

other resources. 

 

If the campaign faces a multi-way primary with additional opponents, the campaign will 

needs to adjust its targeting scenarios.  The district ranking remains the same.  (That is, 

Democrat lean districts will be Democrat lean districts in the general as well as the 

primary, etc.)  However, our targets may change.  For example, if there is a primary with 

one Democrat (the incumbent) and three Republicans (including us) we will place more 

emphasis on the base districts.  If there is a primary with one Republican (us) and two 

Democrats (the incumbent and a challenger) we will need to focus on swing districts and 

the base, to fend off a two-Democrat general election. 

 

Vote Target 

 

Based on the historical voting data included above, the campaign should expect a general 

election turnout of approximately 2,425,238 voters.  Thus, in order to win, Bill Smith 

must receive 1,212,620 votes.  Everything the campaign does must be geared toward that 

number.   

 

There is insufficient vote data on primary elections in this type of election (statewide, 

non-presidential year, after the top-two system goes into effect, competitive) to 

determine, with similar precision, how many voters will vote in the 2014 primary.  Past 

results suggest, however, that the total voter turnout for a contested primary in 2014 

should result in approximately 1,350,000 – 1,400,000 voters casting ballots. 

 

Individual Voter Targeting 

 

In addition to targeting the districts noted above, the campaign should use care in all of 

its communication methods to engage in individual targeting: to target only those 

individuals who can (and are likely to) vote and to be open to your message.  This 

targeting is done at the individual voter level, and requires the campaign to acquire up-to-

date voter lists from the Secretary of State’s office. 

 

How does individual voter targeting work?  First, the campaign should never waste 

money by using resources to contact non-voters, unless the campaign has enough money 

and staff to run voter registration drives (more about those later).  Thus, if you’re sending 

direct mail, only send it to registered voters.  If you’re going door to door, only knock on 

registered voters’ homes. 

 

Similarly, you can cut down on your expenditures by targeting not only those who are 

registered to vote, but those who are likely to vote.  Your campaign may decide to send 
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direct mail only to those voters who have voted in the past 2, 3, or 4 statewide elections, 

thus targeting those who have proven that they are likely to vote on Election Day. 

 

 

Immediate Action Steps 

➢ Acquire state-wide map that shows legislative districts, and acquire individual 

legislative district maps. 

➢ Acquire an up-to-date state-wide voter list from the Secretary of State’s office. 
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III. Campaign Infrastructure and Staffing 

 
Campaigns for the United States Senate are serious endeavors, and should be approached 

in a professional manner.  Run your campaign like a business – plan your work, execute 

your plan, and hold people accountable for their assignments. 

 

In order to operate effectively, the Bill Smith Campaign needs the following campaign 

infrastructure: 

 

Campaign Office 

 

Currently, the campaign is operating out of Bill’s business office and Esther’s home.  

Sooner, rather than later, the campaign will need to lease headquarters space to centralize 

campaign operations and provide space for meetings, staff, and volunteers. 

 

Regional Campaign Offices 

 

By early next spring, the campaign should be ready to open 2-4 regional campaign 

offices in different corners of the state to show a state-wide presence and provide space 

for volunteers who are working for you in every region of Washington State. 

 

Campaign Database System 

 

The campaign should acquire a fundraising and volunteer management database system 

to use for this election cycle.  This database system should easily printout campaign 

finance reports, track donations and pledges, and maintain donor/volunteer contact 

information.  Several off-the-shelf packages should meet these needs. 

 

Consultants 

 

The Smith campaign will benefit from working with professional political consultants 

throughout this process.  The campaign will most likely need the following: 

- A general strategy consultant (such as Local Victory) - Immediately 

- A media consultant / ad production team / ad buyer (one company) – Next year 

- A pollster – As soon as possible 

- A fundraising direct mail consultant – Fall 2015 

- Web design consultant – As soon as possible 

 

Volunteers 

 

The campaign has already started attracting volunteers.  These volunteers, and hundreds 

more like them, will be a key to our success.  The campaign should have a procedure in 

place for tracking volunteers, thanking them, and a constantly updated like of activities 

we need volunteers to complete on our behalf. 
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Staff 

 

Currently, the campaign is operating with only one, full-time, unpaid staff member.  This 

must change.  The campaign is in desperate need of a professional staff to handle 

campaign tasks, and all full-time personnel need to be paid for their efforts.  The 

suggested campaign staffing structure for the Smith campaign is shown below.  All hires 

are subject to change (needed sooner, needed later, not needed, unable to afford) based on 

campaign needs, political environment, and fundraising success. 

 

  

 

Candidate 

(Bill Smith) 

Campaign 
Manager 

(Esther 

Noslot) 

Campaign 

Consultants 

Finance 

Director 

Deputy 

Finance 
Director - 

Events 

Deputy 

Finance Dir. - 

Communicati

ons 

Communicati

ons Director 

Press 

Secretary 

Director of 
Administrati

on 

Accountant 

Campaign 

Treasurer 

Campaign 

Legal 

Counsel 

Office 
Managers 

and  Clerical 

Staff 

Volunteer 

Director 

Volunteer 

Coordinator 

Director of 
Scheduling 

and Advance 

Scheduler 

Campaign 
Drivers and 

Advance 

Staff 

Campaign 

Volunteers 

Candidate 

Personal 
Assistant 

(Body Man) 

Field 
Director 

(Grassroots 

Operations) 

Regional 

Field 

Directors 

Field Staff 

Director of 
Campaign 

Research 

Research 

Assistant 
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Senior Staff Engagement Priorities 

 

While the strategy of the campaign may dictate changes to this list, generally, the senior 

staff should be brought on board utilizing the following order of hiring priority: 

 

1. Candidate 

2. Campaign Manager 

3. Campaign Treasurer and Legal Counsel 

4. Campaign Consultants (General Consultant) 

5. Finance Director 

6. Communications Director 

7. Volunteer Director 

8. Director of Scheduling and Advance 

9. Field Director 

10. Director of Campaign Research 

11. Director of Administration 

 
Junior staff may then be brought on as needed depending on which areas of the campaign 

are seeing the most growth momentum. 

 

Staff Position Descriptions and Suggested Salary Ranges  

 

Campaign Manager: CEO of campaign, directs all campaign activities.  ($7,000 - $10,000 

per month) 

 

Finance Director: Develops campaign fundraising strategy and directs all campaign 

fundraising activities and tactics.  ($6,000 - $9,000 per month) 

 

Deputy Finance Director – Events:  Implements fundraising event strategy statewide.   

($2,500 - $4,000 per month) 

 

Deputy Finance Director – Communications:  Implements donor and fundraising 

communications plan, including direct mail, e-updates and social networking media, 

donor newsletters, donor thank yous, etc.  ($2,000 - $3,000 per month) 

 

Communications Director:  Develops and implements campaign communications plan, 

including paid and earned media.  Works closely with media, polling, and direct mail 

consultants.  ($5,000 - $8,000 per month) 

 

Press Secretary: Delivers campaign message to the press.  Assists in implementing earned 

media plan.  ($2,500 - $4,000 per month) 

 

Director of Administration: Oversees office clerical staff at headquarters and satellite 

locations, oversees housekeeping items such as phones, utilities, postage meters, etc, 

works closely with volunteer director, etc.  ($3,000 - $5,000 per month) 
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Accountant / Bookkeeper:  ($2,500 - $4,000 per month) 

 

Office Managers and Clerical Staff:  Receptionists and office clerical staff at 

headquarters and other locations: ($10 - $15 per hour) 

 

Volunteer Director:  Develops and implements the campaign volunteer plan.  Assists all 

campaign operations to meet their goals by running volunteer training programs and 

assigning tasks to volunteers throughout the campaign.  Runs intern program, if there is 

one.  ($3,000 - $5,000 per month) 

 

Volunteer Coordinator(s): Assists Volunteer Director in implementing volunteer 

program.  ($2,000 - $3,000 per month) 

 

Director of Scheduling and Advance: Runs advance program, providing and directing 

staff and volunteers in setting up and prepping for campaign events state-wide.  Oversees 

campaign scheduling for all events and meetings.  Controls master campaign and 

candidate calendars.  Manages drivers and advance staff.  ($4,000 - $6,500 per month) 

 

Scheduler:  Assists Director of Scheduling and Advance with scheduling events, calling 

event hosts for information and to make changes, and developing master campaign and 

candidate calendars.  ($2,000 - $3,500 per month) 

 

Campaign Drivers and Advance Staff: Drive candidate state-wide / Advance staff preps 

events statewide.  ($1,500 - $2,500 per month) 

 

Candidate Personal Assistant (Body Man):  Travels with candidate, provides personal 

assistant service to candidate during meetings and while traveling.  ($1,500 - $2,500 per 

month) 

 

Field Director (Grassroots Operations): Develops and implements campaign grassroots 

plan, oversees community outreach, coalitions, get out the vote program, absentee ballot 

program, door to door activities, rallies, etc.  ($3,500 - $6,500 per month) 

 

Regional Field Directors: Oversee grassroots operations in specific areas of the state.  

($2,000 - $4,000 per month) 

 

Field Staff: Paid ground troops around the state attending meetings, holding events, 

recruiting volunteers, and implementing grassroots strategy.  ($1,500 - $3,000 per month) 

 

Director of Campaign Research: Responsible for campaign research, writes issues papers, 

oversees opposition research, works closely with polling consultants ($2,500 - $5,000 per 

month) 

 

Research Assistants: Assist Director of Campaign Research with issues development and 

campaign research.  ($1,500 - $2,500 per month) 
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IV. Campaign Message & Strategy 

 
In order to break through the clutter of the campaign news cycle and motivate our unique 

blend Republican, swing, and Democratic leaning voters, the Bill Smith for Senate 

campaign will need to broadcast a strong and compelling message to the electorate.   

 

The message is one of the most important facets of a campaign.  People vote for someone 

who they think cares about the same things they care about, and who they believe is 

uniquely qualified to make a difference.  The message must speak to concerns the voters 

already have, and they must be emotional, not frivolous concerns.   

 

Perhaps the most important thing to remember about our message is it must be unified.  

That is, our campaign can only have one message.  The message must be well crafted, 

and must pervade everything we do.  Every issue we speak on, every positive thing we 

say about Bill, every negative thing we say about our opponents, must relate back to our 

campaign message.   

 

Our message must also be positive.  People want a positive, can-do attitude from their 

political candidates.  We will compare and contrast our opponents with Bill, and will 

place them in a negative light, but our main campaign message must be a positive one. 

 

The Issues that Matter in This Election 

 

Incumbency has its advantages, including a willing press, access to fundraising dollars, 

and the ability to move legislation for the purpose of influencing the election.  Running 

against an incumbent has its advantages too, as every incumbent invariably makes people 

mad, builds a track record we can run against, and provides a high-profile “villain” for 

our “good guy” message. 

 

This is certainly true with Jeanette Gillespie.  In informal conversations throughout the 

state, it has become clear to the campaign that the top negative issues identified with 

Gillespie are: 

 

1. Lack of management ability and failure to lead 

2. Perception of Gillespie as a “lightweight” 

3. Migration from outsider to insider Democratic politician 

 

These issues prevent ripe fodder for our campaign. 

 

In addition, we must be cognizant of our unique electorate.  Our campaign must develop 

a message that not only plays off of Bill’s strengths and Jeanette Gillespie’s weaknesses, 

but also one that appeals to moderates and swing voters. 

 

Bear in mind that the key to Dino Rossi’s statewide successes (or near-successes) was 

two-fold.  He combined charisma and likeability with non-partisan economic issues that 
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everyone could get behind.  We should follow that model, while tweaking it to make it 

bigger than just an economic issue, and to tailor it to a federal, rather than a state election.  

It has to become a values issue, a matter of the heart.  It has to become a question of “are 

my kids going to have a better life than I did?”  We also need to attack Jeanette 

Gillespie’s lack of ability and thought on the issues. 

 

The Question of the Election 

 

The question that we want voters asking when they go into the polling place is, “Who is 

going to actually do something in Washington to clean up the mess our country is in?” 

 

We’d like the voters to use the following logic: 

 

Our country faces a lot of problems 

 Everyone in Washington just talks and talks, nothing gets done! 

  Jeanette Gillespie has been there too long – and has gotten nothing done. 

 

Bill Smith believes in America 

 He’s the son of a single mother, grew up poor, pulled himself up. 

  He’s a doer, not a talker, and he believes America’s best days are ahead. 

   He’ll go to Washington and clean up this mess. 

 

The Message 

 

The theme of our message is clear: reform, open government, effective government.   Our 

campaign must present that message in a clear, succinct, positive light.  The campaign 

message statement should be: 

 

Bill Smith: New Independent Leadership for Washington. 

 

This message must pervade everything the campaign does, all communications that the 

campaign puts out, all speeches, all contacts, the website, everything.  It hits our key 

points: honesty and open government, a government that works, change and reform. 

 

The Issues 

 

Now that we have our message, we must identify several issues that will highlight that 

message, and the difference between our candidate and our opponents.  Several of the 

issues should be “positive” issues that deal only with our candidate, several should be 

“negative” that deal with our opponent.  During the initial phases of the campaign, we 

will focus almost exclusively on raising Bill’s name ID and using our positive issues.  

During the general, we will switch to using both the positive and negative issues. 
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Suggested Positive Issues 

➢ Fiscal Responsibility: With the economy in decline, our country must hold the 

line on spending, without raising taxes.  Bill has run a business, and knows the 

value of a dollar.  He’s got a plan for cutting out the fat without worrying about 

the fat-cats. 

➢ Real Leadership: Bill will pledge to hold at least one open town hall meeting in 

each county in the state during his first term in office.  He will welcome the 

comments and suggestions of everyone in the state, not just the unions and special 

interests. 

➢ Revitalizing the Local Economy: Utilizing his position as Senator, Bill will work 

with state, county, and local leaders to bring businesses and jobs into the state. 

➢ Honest Government:  Bill will not vote for pork barrel projects, and Bill will 

never vote on a bill that neither he nor his staff has read, in its entirety.  

 

Suggested Negative Issues 

➢ Ineffectiveness: Jeanette Gillespie doesn’t have a plan, other than her own re-

election.  The economy crumbled around her, and she just followed the 

Democratic leadership in the Senate.  Where is her plan?  Where is her backbone? 

➢ Where in the world is Jeanette Gillespie: Lack of accessibility 

➢ Additional issues raised through opposition research. 

 

 

General Campaign Strategy 

 

The strategy for this campaign is as follows: 

 

1. Raise Bill’s name ID in Republican base, Republican lean, and swing districts. 

2. Sway independents and moderate Democrats to vote for Bill through our message 

of effective, independent leadership. 

3. Identify which independents are planning to vote for Bill; 

4. Move registered Republicans and those independents that we have identified as 

supporters to the polls on Election Day. 

 

This strategy will be implemented using the grassroots and communications strategies 

that are outlined later in this plan. 
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V. Communications Plan 

 
The communications and grassroots plans contain the lynchpins of our strategy.  These 

two plans contain the tactics that will allow us to get our message out, identify our 

supporters, and get out the vote. 

 

The Basics  

 

Remember that everything that we do in our campaign – particularly as part of our 

communications plan – must point back to the message we devised, above.  Before 

beginning serious communications efforts, the campaign must develop several basic 

pieces of the communications apparatus: 

 

1. Logo – The campaign must come up with a simple logo to use on all campaign 

devices.  Don’t spend too much time working on this – it should look 

professional, but should be cheap and quick to design, and easy to use.   

2. Campaign Colors – The campaign should decide (quickly) on a color theme for its 

communications efforts.  These colors should be used in the logo, on the website, 

and on all campaign items.  Common political color themes are red/white/blue, 

red/white, blue/white, green/white. 

3. Letterhead – The campaign should acquire letterhead with its logo for sending out 

press releases, thank you letters, etc.  This should be cheap but professional 

looking. 

4. The Website – The campaign already has a website up and running and it 

provides a good foundation for our efforts.  The campaign should now take a 

close look at the website, revamp and edit it for our campaign roll-out.  Some of 

these revisions should include: (1) Editing for grammar and spelling; (2) Adding 

the campaign logo and color scheme; (3) Adding photos (see below); (4) Making 

it easier to navigate and to donate 

5. Photos – The candidate should have a friend with a good professional digital 

camera work with him to take photos that can be used in campaign literature and 

on the website.  Suggested photos include: (1) The candidate; (2) The candidate in 

front of a desk; (3) The candidate at a local landmark; (4) The candidate at a 

meeting, talking with others; (5) The candidate having a “candid” discussion with 

one other person, perhaps a senior citizen. 

6. Stump Speech – The candidate should refine his stump speech to come up with a  

pithy, message-driven stump speech of 5-10 minutes length for use at forums, 

community association meetings, etc.   

 

Legal Considerations 

 

Before beginning a communications program, the campaign should investigate state and 

local laws regarding disclaimers that must be on advertising (sometimes, these 

disclaimers must also appear on websites, letterhead, etc.), regulations regarding sign 

placement, etc. 
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The campaign and candidate should also be aware of local libel laws.  Any competent 

election lawyer will be able to discuss these matters with you, and the local board of 

elections may be able to help as well.  As a general rule, make sure that everything you 

say about your opponents is true and verifiable, and that you have the documentation to 

back up your allegations. 

 

The “Question” of the Election (Reprised) 

 

Voters generally decide an election by formulating a question, which they then answer 

with one of the candidates.  For example, in the 2008 U.S. Presidential Election, the 

question was, “Who is most likely to bring change to Washington?”  The answer was, 

“Barack Obama.”  In the 2004 U.S. Presidential Election, the question was, “Who is most 

likely to keep us safe?” The answer was, “George W. Bush.” 

 

Both campaigns will be working, either consciously or unconsciously, to formulate a 

question, present it to the electorate, and have it answered in a way that allows their 

candidate to win.  As mentioned above, the question we want to pose to the voters is, 

“Who is going to actually do something in Washington to clean up the mess our country 

is in?” If that is the question, we win, because the answer is “Bill Smith.”   

 

We must jump out ahead of our opponents and work in a diligent and methodical way to 

make sure that our question is the question of the election. 

 

Partisanship 

 

Because the state has a high percentage of Democrats and Democrat-leaning 

independents, we should avoid placing the “Republican” moniker in our communications 

pieces, and should avoid discussing party affiliation whenever possible.  This doesn’t 

mean we lie or change our views on any important issues.  It simply means that we want 

people to be thinking “WHO should I vote for?” not “WHAT PARTY should I vote for?” 

 

The Goals  

 

Our communications operation has two primary phases: 

 

During phase I, our communications goal will be simple: to raise Bill’s name ID in a 

positive manner, with an emphasis on our message.  The message is important.  We must 

not only get Bill’s name out before the voters, but must also tie him to the message of 

effective and active leadership for a better tomorrow. 

 

During phase II, our communications goals will be: (1) to continue to raise Bill’s name 

ID, and (2) to sway independents to vote for Bill by contrasting Bill with our opponent 

and by raising our opponent’s negatives. 
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Earned Media 

 

Earned media will be a key component of getting our campaign message out cheaply to 

the electorate.  “Earned media” consists of all free media hits on television, radio, and the 

internet. 

 

The campaign should plan to generate earned media by: 

 

(1) Staying in direct, regular contact with journalists throughout the state 

(2) Providing prompt and courteous replies to media inquires, and 

(3) Generating real news and following up with the media to ensure that the news is 

covered in each media outlet 

 

As much as we want to believe that the media will just cover Bill’s campaign because 

he’s a great candidate, the truth is that generating earned media takes work.  The key is to 

remain in constant contact with the press, but not to be overbearing. 

 

In the initial stages of the campaign, the Campaign Manager should be responsible for 

dealing with the media, answering questions, and scheduling interviews with the 

candidate.  Once a Communications Director comes on board, he or she will take over 

these responsibilities.  The candidate should NOT be in direct contact with the media 

unless the Campaign Manager or Communications Director sets up a live or phone 

interview for the candidate.  Many campaigns have seen disastrous consequences when a 

Communications Director is holding off a member of the media (for good reason) and the 

candidate does an end run and answers a series of questions on the phone or via e-mail.  

The media needs one contact; make it the Campaign Manager or Communications 

Director. 

 

As noted earlier in this plan, the campaign must develop an accurate and comprehensive 

media list to guide our efforts.  The campaign should try to stay in contact at least 

monthly with members of the state-wide media through the use of press releases.  

Additional “Media Advisories” may be used to direct the media’s attention to various 

events that the campaign may hold around the state. 

 

It’s important that the same day press releases are sent out, someone from the campaign 

calls each media contact to make sure they got the release and see if they have any 

questions.  This is key, as reporters are generally very busy and don’t open e-mails often, 

at least until they are called and alerted to the contents of the release.  When these calls 

are made, the person making them should be prepared to discuss the release with the 

reporter. 

 

Also, remember that the media only wants to cover real news, not fluff.  The trick for the 

campaign is generating real news while staying true to our message.  The media wants to 

cover news, but we want them to cover our message and reinforce our message in the 

minds of the voters.  
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Examples of “real news” that the media might want to cover, and that also easily ties 

back to our message, could include: the campaign kick-off, the opening of a campaign 

office or website, “Bill Smith walks across Washington State,” visiting every county, 

getting a key endorsement, etc. 

 

In addition to these regular press releases, the campaign should target a smaller group of 

reporters with story pitches, suggestions, and exclusives. 

 

Media Kit 

 

Immediately after compiling the media list, the campaign should develop a media kit 

containing Bill’s bio, our walk piece or other brochure when available, a campaign fact 

sheet, a good photo of Bill, and a short profile of our message and key issues.  This press 

kit should be personally handed out by Bill when he does in person interviews, and can 

be mailed to the most important reporters in the state (the ones we want to develop close 

relationships with).  The media kit MUST be professional and attractive looking. 

 

Paid Media 

 

The campaign should utilize paid media to effectively get its message out throughout the 

state.  The primary paid media that the Smith Campaign should utilize will be: 

 

Direct Mail 

 

Direct mail is the most cost effective paid media.  Unlike any other campaign medium, 

direct mail allows us to closely target who is receiving our messages.  On TV, you’re 

paying to reach thousands of people who aren’t registered to vote, or who are unlikely to 

vote, or who are in the wrong (non-targeted) districts.  With direct mail, you pay only to 

reach those voters that you want to reach. 

 

Our campaign should utilize direct mail as a major portion of our communications 

strategy.  This direct mail program should begin earlier than any of the other paid media 

efforts.  During Phase I of our communications efforts, our direct mail should be used to 

raise Bill’s name ID and reinforce our message, and be targeted at our base.  If additional 

revenues allow, we can also target swing voters during this phase.  During Phase II, our 

direct mail should be used to draw a contrast between Bill and his opponents.  This mail 

should primarily be targeted at swing voters.  If additional revenues allow, we can also 

target our base with this mail. 

 

The campaign should engage a political direct mail house to design, print, and mail our 

direct marketing communications.  For more information on the proper way to design 

political direct mail, see “Political Direct Mail that Sizzles,” included in the Appendix, 

below. 
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Billboards 

 

Most political consultants are not big fans of billboards… and generally I agree that 

money is better spent elsewhere in a campaign.  In this campaign, though, I think they 

could be an effective part of our paid media mix.  One of Bill’s biggest problems is the 

need to raise his name ID.  In Washington State, the majority of the population lives in a 

very small portion of the state, near the metropolitan areas, with a few well-populated 

pockets elsewhere. 

 

Assuming that billboards can be acquired for a reasonable price, the campaign should 

introduce a professionally-produced billboard campaign aimed at raising Bill’s name ID 

and targeted at the large metropolitan areas and the medium-sized population centers 

throughout the state. 

 

Radio 

 

Compared to television, radio is cheap… but it can and should be a part of our media 

mix.  The campaign should use targeted radio advertising during both phases of our 

communications effort. 

 

Television 

 

In terms of dollars spent, television advertising will form the largest portion of our 

overall campaign budget.  The campaign must have a professional television advertising 

message that brings Bill’s message directly to the voters.  The campaign should engage a 

media production firm / media consultant to develop our television advertising and plan 

media buys. 

 

Paid Media Timing 

 

As a rule, paid media is used during the middle and end of a campaign.  People have 

short attention spans and campaigns have limited resources… thus, our campaign’s use of 

paid media shall be as follows: 

 
TODAY                ELECTION DAY 
 

    Direct Mail 

     Billboards 

           Radio 

              TV 

 

Campaign Website 

 

As mentioned above, the campaign website will need some work to integrate it with our 

message, and make it a valuable tool for the campaign.  Bear in mind that the main 

purpose of this website is to provide additional information to people who want to learn 



P a g e  | 26 

more about Bill and to provide them with a way of signing up to help the campaign and / 

or donate. 

 

Because of the nature of this election, the only way people will know about the website is 

if we tell them.  Therefore, every piece of literature, and every communication that comes 

out of the campaign must have the campaign website prominently listed.  We should also 

try to do a press release and generate press coverage when we redesign the page, and 

should tell folks to “go to our website to sign up and get involved.” 

 

When signing up volunteers and identifying people who are supporters of our campaign, 

we should always try to get their e-mail addresses, for the purpose of signing them up for 

our campaign e-mail newsletter.  The campaign should try to build a decent size list of e-

mail addresses and send that list regular updates, including press clips, event 

announcements, press releases, etc.  The best frequency for these e-mailings would be no 

more than one per week. 

 

For additional information on designing a website, see “Political Success on the Internet,” 

included in the Appendix, below. 

 

Web 2.0 / Social Networking Media 

 

At a minimum, the campaign should establish a presence on Twitter and Facebook and 

encourage supporters to link to our pages on those sites.  Additional social networking 

sites may be added to the mix as needed. 

 

Materials  

 

The campaign should design and use the following other campaign materials: 

 

1. Candidate Walk Piece:  Mentioned above, the campaign needs a brochure or over-

sized post card type piece with the logo, great photos of Bill, his bio and some 

information on the campaign message and issues, as well as a way for the reader 

to sign up to help the campaign (such as directing him/her to the website).  This 

piece will be used not only for going door to door but as the campaign’s 

“standard” piece, handed out at events, rallies, and fundraisers, given to the press, 

and generally used in all campaign activities.   

2. Yard Signs:  The campaign should design an easy to read, effective yard sign that 

can be given out to supporters, used at events, etc.  For information on how to 

design a yard sign, see “How to Design an Effective Political Sign,” included in 

the Appendix, below.  While it is too early to give yard signs to people to put up 

on their lawns, a small order of signs now can be used at events and other 

campaign functions and will add to the professional look of the campaign. 

3. Buttons / Stickers:  We recommend using circular lapel stickers.  They look like 

buttons, but don’t damage clothes and cost less. 
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Immediate Action Steps 

➢ Create campaign logo and determine color scheme 

➢ Order letterhead, signs, and stickers 

➢ Edit and update website 

➢ Write and edit stump speech 

➢ Get photos 

➢ Compile media kit 
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VI.  Grassroots Plan 

 
The grassroots operation includes all of the “on the ground” tactics the campaign will use 

during the election. 

 

Purposes of our Grassroots Activities 

 

The purposes of the grassroots activities are the same as the purposes of the rest of the 

campaign: to build name ID and sway independent voters.  The grassroots plan, however, 

has one additional key goal: to identify voters that support Bill and to move them to the 

polls on Election Day.  Accomplishing this task will require good information, a strong 

plan, and lots of help. 

 

Building our Supporter File 

 

Because the grassroots operation will come into contact with voters on a daily basis, it is 

imperative that everyone involved in grassroots activities is prepared to collect voters’ 

names, e-mail addresses, and contact information, and that the campaign has a system in 

place for storing these names and using this information. 

 

The goal, of course, is to build a list of supporters who we can move to the polls on 

Election Day-- voters who say they plan to vote for Bill.  We need to get these people to 

the polls!  The best way to do that is to stay in touch with them.  Start building a 

supporter file on day one… they stay in contact with them.  That means sending them our 

press releases, e-mailing weekly updates, and inviting them to events around town.  Our 

goal is to make them feel like they are part of our “team.”   

 

Finding & Using Volunteers 

 

The campaign should make every effort to find & recruit volunteers to help with its 

efforts.  Volunteers should be asked to do one (or more) of several activities: 

 

1. Hold a meet and greet event with Bill at their homes, for 5-10 people 

2. Go door to door or pass out literature for the campaign 

3. Put up a yard sign 

4. Write letters to the editor supporting Bill 

5. Recruit additional volunteers 

6. Help fundraise 

7. Work the polls on Election Day 

 

The best way for us to find volunteers is to ask.  The candidate should sit down with his 

friends and family contact list immediately to see who can be called on to help with the 

campaign.  It would be helpful if we could find several “super-volunteers,” people who 

could work with us for 5+ hours per week.   
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Of course, volunteers will not be able to help us unless we are clear as to what we need 

them to do.  Each super-volunteer should get a “job title,” a clear definition of their 

responsibilities, and a packet of information to help them complete their jobs.  If we have 

enough volunteers, some could be made into “area captains” for different neighborhoods. 

 

Campaign Grassroots Organization & Smith for Senate Team Captains 

 

The best way to get our message out through grassroots channels, and keep a steady flow 

of support coming back to the campaign, is to develop a strong Smith grassroots 

organization.  This takes time. 

 

We should constantly be on the look-out for people on the ground, throughout the state, 

who support Bill and who could take on a volunteer leadership role with the campaign.  

The campaign should develop a corps of “Team Captains” who lead our grassroots 

efforts throughout the state.  These Team Captains should be appointed for as many 

municipalities as possible.  Larger cities like Seattle and Spokane should be broken down 

by neighborhood into smaller regions.  Each region, and each town, can have its own 

Team Captain. 

 

Team Captains should be presented with campaign materials and a list of responsibilities, 

as well as a list of rewards.  Samples of these include: 

 

Smith Team Captain Responsibilities 

 

➢ Find  5 volunteers to form your town team 

➢ Hold one meet and greet event with the candidate each quarter 

➢ Have your team go door to door to 500 houses before the primary election 

 

Smith Team Captain Benefits 

 

➢ Receive a Smith Team Captain embroidered polo shirt  

➢ Priority invitations to local Smith for Senate events 

➢ Team Captains that meet their team door to door goal will receive 2 VIP tickets to 

our primary night party at a four star hotel in downtown Seattle 

 

These responsibilities and benefits are just examples; we could make them whatever 

would be most beneficial to the campaign.  The key with developing an organization like 

this is giving people titles and real responsibilities, training them, providing them 

materials, then holding them accountable.  Be sure that whatever you ask people to do, 

you give them all the training, support, and help you can to make sure they feel 

comfortable doing it.  Nothing is worse than asking people to go door to door without 

telling them that you’ll have a training to show them how to do it. 

 

In addition to Team Captains based on towns and municipalities, you can also establish 

Team Captains for demographics, like a Senior Citizen Team Captain (or a group of 3, 4, 

or 10 co-captains), Chinese-American Team Captains, Young Republican Team 
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Captains, etc.  The possibilities are endless.  Hold a campaign school to teach your Team 

Captains how to do what you are asking them to do, then let them go do it. 

 

Candidate Tours 

 

The campaign should plan a number of regional candidate tours to get Bill in front of as 

many voters as possible.  Because Washington is a big state, the campaign should 

safeguard Bill’s time by setting up multi-purpose tours in various regions that combine 

fundraising, media exposure, and vote-getting. 

 

For example, if Bill is visiting Yakima, the campaign could try to set up meetings with 

local Republican leaders, a press-invited tour of a local factory, a meal with a business 

leader / fundraising prospect, and some door to door campaign time. 

 

Republican Party Relations 

 

Currently, the campaign has received very little institutional support from the Republican 

establishment in the state.  This is not surprising, given Bill’s relative political 

inexperience.  Nevertheless, the campaign must begin a program of introducing Bill to 

Republican Party leaders throughout the state using the following tactics: 

 

Statewide Republican Leaders 

 

The campaign should try to have Bill meet (for private, face to face conversations) with 

Dino Rossi, all state-wide elected Republicans, and the WAGOP Chairman, as well as 

Republican members of Congress from Washington State. 

 

Republican Legislative Leaders 

 

The campaign should schedule several trips to the state capital for Bill to meet with 

Republican leaders and members in the legislature.  Bill should ask if he can address a 

caucus meeting in both the house and the state senate. 

 

Republican State Committee People 

 

Once the campaign has enough money, we should send a letter introducing Bill to all WA 

Republican State Committee People (this list includes County Chairmen).  Many of them 

also list their e-mail addresses on the WAGOP website, and the campaign should use 

those e-mail addresses to send regular updates to State Committee People.  As Bill travels 

through the state, he should proactively try to meet as many County Chairmen and State 

Committee People as possible. 

 

Local Republican Leaders 

 

As Bill travels throughout the state, he should try to meet as many Republican mayors, 

county officials, etc. as possible. 
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Meeting Influentials 

 

In addition to Republican leaders and elected officials, the campaign should develop a list 

of key influentials throughout the state and target these leaders for meetings with Bill. 

 

Endorsements 

 

Because Bill is relatively unknown and new to politics in Washington State, key 

endorsements would be very helpful in establishing credibility.  The campaign should use 

the meetings with Republican officials and influentials mentioned above to seek out 

endorsements that can then be publicized through earned and paid media. 

 

US Senate / NRSC Relations 

 

Once the campaign reaches some sort of critical fundraising mass, the campaign should 

spend some (but not a lot) of time reaching out to the National Republican Senatorial 

Committee and Republican US Senate leaders. If time and money permit, Bill should 

visit Washington briefly to hold meetings at the NRSC and introduce himself to leading 

Republican Senators. 

 

Thank You Program 

 

One of the key ways the campaign should work to reinforce Bill’s name ID is to make 

sure that everyone that comes in contact with the campaign receives a thank you 

postcard, or a letter regarding a specific issue that is important to them.  Everyone who 

comes to an event, who meets Bill when he goes on a candidate tour, who makes a 

contribution, puts up a yard sign, or calls the campaign with a question should receive a 

post card thanking them for their support.  The campaign should have a supply of pre-

printed “thank you” postcards available for this purpose, and they should be mailed out 

within 48 hours of the contact, if possible.  Coordinating this thank you postcard 

campaign would be a great activity for a homebound volunteer. 

 

Coalition Development 

 

The campaign should seek to build coalitions who can help us spread our message and 

turn out voters.  These coalitions can be based on age, issue, geography, or any other 

identifier, but should always be consistent with our message.  For example, if we’re 

getting lots of support from senior citizens, we should start a “Seniors for Smith” 

coalition, and appoint an active, supportive senior to chair the committee, which would 

hold events and perform volunteer work, etc.  (These coalitions would fit in as part of the 

Smith Team Captain program as a demographic team). 

 

Additional coalitions could exist among businesspeople, supporters of open government, 

etc.  The key is to identify the targeted group, find someone in the group to chair the 

coalition and recruit members, and then roll it out.   
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Door to Door Campaigning 

 

While the majority of Bill’s time will not be spent going door to door, we always 

recommend that a candidate set aside 30 minutes per candidate tour day to go door to 

door – it’s a great way to generate some buzz and keep the candidate connected with the 

voters (for example, if Bill is in Lawndale for a day full of meetings, set aside 30 minutes 

to go door to door, in between meetings or at the end of the day). 

 

While Bill will not be going door to door extensively, campaigning door to door will 

constitute a major part of our grassroots activities.  All grassroots volunteers and Team 

Captains should be encouraged and trained to put together groups to go door to door on 

behalf of the campaign.  The key to door to door campaigning is to make contact with as 

many voters as possible, as many times as possible. 

 

Prior to beginning a door to door effort, the campaign should identify which doors to 

knock on… focus on visiting voters in your targeted districts who have voted in at least 2 

of the previous statewide elections elections.  This will prevent us from wasting the 

campaign’s time and energy on non-voters.  The campaign should also receive the voter 

list as a “walk list” organized by streets, with each side of the street listed separately. A 

walk list should be available from the Secretary of State’s office. 

 

Door to door campaigning should be done when people are home and available: 

generally, 5pm-9pm Mon-Thu, or Saturday & Sunday 10am-5pm. 

 

The methodology for going door to door for your volunteers should be as follows: 

 

1. Prepare a map and materials for that day’s canvassing 

2. Go door to door. 

3. If a voter is home, present them with material, and mark on your walk list that you 

talked with them.  If they said they supported you, mark that down as well.  Take 

notes.  (*N.B. Don’t get bogged down talking to a voter for more than 3-4 

minutes.  If they want to talk longer, give them your phone number, invite them to 

call, and tell them you have to move on.) 

4. If the voter isn’t home, leave them a walk piece, on which you’ve written “Sorry I 

missed you!” (These should be pre-written.  Take plenty with you when you walk 

so you don’t have to spend time writing on the road.) 

5. After the days canvassing is done, go back to HQ and enter the supporters you 

have marked down on to your supporter / get out the vote list.  Send “nice to meet 

you” post cards to the people that you met, and if anyone asked you specific 

questions, jot them a quick note. 

 

The key for great door to door campaigning is to be well prepared, take great notes, and 

follow up immediately. 
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Grassroots Events 

 

Grassroots events will provide our campaign with street-level visibility to voters.  As you 

meet people on the campaign trail, you should constantly be looking for people who 

enthusiastically support you to host “meet and greet” (non-fundraising) events for you in 

their homes.  Similarly, each volunteer should be asked to hold at least one meet and 

greet for you.   

 

Some people are intimidated by holding such events, but it really is very easy.  Just ask 

them if they’d be willing to invite 5 or 10 of their friends (or more!) over to their house 

for coffee, during which Bill or another representative of the campaign (Rhonda, Esther, 

a supportive politician, etc.) will shake hands, give a short 5 minute talk, and hand out 

literature.  Assure them that there will be no fundraising ask, just a chance to meet voters.  

Be sure that they provide you with names and contact information for everyone who 

attended, so you can send thank you notes.  Also, be sure when you go to the event to 

take voter registration forms, in case people there aren’t registered, along with yard signs 

and literature. 

 

Voter Blitzes 

 

Close to both primary and general Election Day, the campaign should use “voter blitzes” 

to raise name ID and campaign awareness.  These voter blitzes are street events that 

require the help of at least 10-15 volunteers to accomplish successfully.  These blitzes 

involve “invading” a neighborhood or main street area where people congregate and pass 

by (preferably walk by).  The volunteers should wave signs and hand out literature, and 

the local Team Captain should be there to shake hands and meet voters.  Someone should 

also have volunteer sign up forms and voter registration cards.   

 

Voter blitzes should be fun, and often you can pass out coffee or candy or some other 

treat.  These blitzes should be scheduled for at least one hour during high traffic times.  

The campaign should integrate these blitzes with door to door campaigning to maximize 

volunteer usage, by asking volunteers to come for the one hour blitz, then go out and go 

door to door campaigning for 1-2 hours. 

 

Voter Registration 

 

Voter registration drives may be helpful, but they should not be considered one of the 

primary grassroots activities of the campaign.  The campaign staff and volunteers should 

be prepared with voter registration materials at events and when going door to door, and 

the campaign should make a real effort to stay in touch with anyone who registers as a 

result of these activities.  Because they will not appear on the voter rolls for several 

weeks or more, your campaign can send them letters, e-mails, and other communications 

without interference from your opponents, who don’t know that they are registered to 

vote. 
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Conducting full-scale voter registration drives should only be done if the campaign has 

time and money to spare.  If you do conduct such drives, focus on the most heavily 

Republican districts (Republican base districts).  Remember – you don’t want to do your 

opponents’ work for them – but you can’t ask someone if they are planning to vote 

Republican or Democrat, and then only register the Republicans.  If you are setting up 

tables or going door to door to register people, stick to those areas where you know that 

most of the people you register will be Republicans.  Stick to Republican base districts. 

 

Election Day / Get out the Vote Activities 

 

One of the most important grassroots activities the campaign will operate will be our 

Election Day / Get out the Vote operation.  It is imperative that we build up our 

grassroots organization (Team Captain Program) so that these volunteers will be ready to 

work with us on Election Day. 

 

As noted above, one of the key grassroots activities of the campaign will be developing a 

database of all of those people who we come in contact with who say they support us.  

This list should be growing constantly – every time Bill meets with someone, every time 

volunteers go door to door, every time someone makes a small contribution – those who 

donate or who explicitly say they support us should be noted in our campaign database. 

 

Once people are in the database, we should communicate with them – through e-mail 

blats, newsletters, thank you cards, and event invitations – to keep them interested and 

feeling like part of our “team.”  This keeps them involved and builds our relationship 

with them.  Over the course of the campaign, they can be asked to volunteer, to donate, 

and to raise money on our behalf. 

 

Our Get out the Vote activities will also rely on this database of supporters.  Our goal will 

be to contact these supporters in the days leading up to Election Day to make sure that 

they remember that it is Election Day and that they should go vote.  We will also remind 

our supporters about the mail-in ballot process and remind them to vote for Bill if they 

plan to mail in their ballot. 

 

Our goal is to make sure that as many of our supporters as possible go to the polls or mail 

in a ballot. 

 

Our Election Day / GOTV activities will include: 

 

1. Polling Place Campaign:  A key responsibility for Team Captains will be placing 

at least one person at each targeted polling place to hand out literature as people 

are entering the polling location.  These volunteers should place signs at the polls 

and be well trained on answering questions and saying, “Please vote for Bill 

Smith for Senate.”  Be sure to check and follow all local laws / regulations on 

polling place conduct.  These polling place workers provide a last minute 

reminder to voters, and can also keep watch on problem polls (if we think we’ll 
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need ballot security teams in places like inner-city Seattle, we will need to train 

these volunteers and put them into place). 

 

2. Get Out The Vote Campaign:  The campaign should have a team of volunteers 

whose responsibility it is to contact each person that the campaign has identified 

as “supporters” to make sure they go vote.  This will be accomplished through 

three methods. 

 

a. The weekend prior to Election Day, volunteers should call each person 

identified as a supporter to remind them that the Election is on Tuesday 

and that they should go vote.  

b. The day before Election Day, the campaign should send a reminder out to 

our e-mail list of supporters 

c. On Election Day, volunteers should spend the day going through the list 

again, and again call each supporter to remind them to go vote. 

 

Immediate Action Steps 

➢ Create list of Republican leaders, and state-wide influentials who we will target 

for calls / visits 

➢ Start supporter file (database) for GOTV activities 

➢ Start calling contacts to find “Super-Volunteers” 

➢ Research absentee and polling place rules 

➢ Acquire necessary voter files 
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VII. Campaign Budget 

 
While this number is fluid and subject to change as the campaign progresses, the 

campaign should operate under the preliminary campaign budget: 

 

 

Item Budget  

  Administration 
 Campaign Database $20,000 

Computer Support $20,000 

Rents $175,000 

Utilities & Phones $100,000 

Travel $125,000 

Equipment $85,000 

Automobile $20,000 

Furniture $25,000 

Consultants $150,000 

Staff $1,250,000 

  Polling $100,000 

  Communications 
 Website $40,000 

Billboards $125,000 

Direct Mail $750,000 

Radio $400,000 

Television $4,500,000 

Collateral Materials $500,000 

Other Printing & Postage $200,000 

  Fundraising 
 Direct Mail $400,000 

Events $250,000 

  Volunteer Program $150,000 

  Grassroots Program $200,000 

  Total Est. Budget $9,585,000 
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For purposes of campaign planning, it would be wise to use the above budget as our 

target budget, while employing an 80/20 budget rule – that is, we need to raise at least 

80% of the above budget ($7,668,000) to be competitive state-wide and raising 20% 

more than our target budget ($11,502,000) would be our “dream” budget.  For the 

minimum competitive budget, most cuts would come from the staff and communications 

lines.  For our dream budget, most excess revenue would go towards communications 

tactics. 
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VIII. Fundraising Plan 

 
“Fundraising” isn’t a dirty word.  We’ve got a message and mission, one that is good for 

America.  We’ve got a plan, and we know exactly how much it will cost to implement 

that plan.  We need to raise about $9.5 million to be competitive in this election.  Now, 

we need to go raise the money, and we needn’t be bashful about doing it.   

 
General Fundraising Guidelines 

 

In order to meet our budget, we’re going to have to work hard.    Fundraising is hard 

work, but we’ve set a doable goal.  Some general guidelines to keep in mind as we plan 

this effort: 

 

➢ You’ve Gotta Ask: Very few people will offer contributions without ever being 

asked.  The only way to raise money is to ask. 

➢ The Candidate is Fundraiser-In-Chief:  Most people who give money will need to 

be asked by the candidate to do so.  The easiest way for us to raise money is for 

the candidate to do the asking. 

➢ …But He Can’t Do it Alone:  Bill can’t do it all, though.  He will need help.  Cue 

the Finance Committee (see below). 

➢ Ask for More than You Think You Will Get: Always ask a prospect for more 

money than you think they will give.  Very few people will work their way up and 

give more than you ask for, but if you ask for too much and your prospect doesn’t 

want to give that much, they can always work their way down and give less than 

you ask for. 

➢ Be Concrete! Never ask for “a contribution.”  Ask for $500.  Never ask a prospect 

to “send the money when you get a chance.”  Ask “Can I pick that check up from 

you today?”  Be concrete in your requests, and urgent in your appeals.  That is the 

proven way to raise more money, in a more effective manner. 

➢ Go Back for Another Bite:  If someone gives money to your campaign once, they 

are likely to do so again.  We need to make sure we go back to our early donors to 

ask for money again later in the campaign. 

➢ Thank Everyone:  Everyone who contributes should receive a thank you note as 

soon as possible after the campaign receives their check. 

➢ Above All, Do It!  Don’t be shy.  If our campaign doesn’t raise the money it 

needs, America (and Washington State) won’t get what it really needs: 

Independent Leadership and Real Solutions from Senator Bill Smith (R-WA). 
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The Fundraising Pyramid 

 

In order to meet our campaign fundraising goal, we’re going to need to pull out all of the 

stops, and raise money through a variety of means.  The means we will use are illustrated 

in the following diagram: 

 

 
 

Personal Solicitation 

 

The absolute best way for the campaign to raise money is for the candidate to ask for it 

personally, preferably over the phone or in person.  We should begin fundraising through 

personal solicitation immediately. 

 

Bill should sit down with his contact list and mark off each person who he can call to 

give money to the campaign (should be 99% of the people on your personal and business 

contact lists).  Next to each name, write down how much you think each person can 

  

Events 

Major Donor Groups 

Personal Solicitation 

Direct Mail / 

Internet / 

Grassroots 

Less $ per Donor / 

More Donors 

More $ per Donor / 

Fewer Donors 
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afford to give (not how much they will give).  Then, add 20%.  This is our target number, 

the amount we will ask each person to give. 

 

Bill should then spend a significant amount of time making calls.  When someone 

answers, let them know you are running for office, tell them a bit about the campaign (1-

2 minutes) and let them know that it’s going to cost us around $9.5M to run a campaign 

that can win.  Then make your ask.  “Would you be willing to donate $500 to help us win 

this election?”  (Or whatever this specific ask is). 

 

If the person says yes, ask them to send the check in immediately, or ask if you can pick 

it up.  If the person says no, ask them if they can give a lesser amount.  If they say no to 

that, ask them if they will help by volunteering their time.  Whether they say yes or no, 

thank them, make a note of their answer, and move on. 

 

At the end of your call session, send out a thank you letter to each person who said yes.  

This thank you letter should remind them of the amount of their pledge, and ask them to 

send it immediately.  Also include a self addressed, stamped envelope (SASE) for them 

to use to send it in.  This follow-up is key.  Without immediate follow-up, many of your 

pledges will never come in. 

 

If seven days go by after you have mailed the letter and the check still has not arrived, 

call the prospect, thank them for their pledge, ask if they got your SASE, and ask them to 

send in the pledge right away. 

 

Early in the campaign, the candidate should be spending 75% of his time 

fundraising! 

 

Not every call needs to be an ask.  There are many, many people who the campaign will 

want to meet in order to raise money from them at a later date.  As explained as part of 

our on-site training, for these people, set up a “non-ask call,” then follow up with those 

people after you have established a relationship with them. 

 

The candidate should have a constant stream of people to call, either to ask for money, to 

introduce himself, or to follow up on a non-ask call. 

 

Major Donor Groups: The Finance Committee 

 

Developing a finance committee to help with our fundraising efforts will be extremely 

important in meeting our campaign goals.  As Bill is combing through his personal 

contact list for his personal fundraising asks, he should also be thinking, “who on this list 

can raise me money for the campaign?”  This is our target list for the finance committee.  

Our goal should be to eventually find a Finance Chairman to head up the Finance 

Committee, someone who is asked to give/raise a significant amount for the campaign, 

and many, many Finance Committee members, who are asked to give/raise a minimum 

amount for the campaign. 
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When talking with Finance Committee prospects, let them know that you want them to be 

key members of your team, and that you will need their input on all aspects of the 

campaign, not just fundraising.  Hold Finance Committee meetings once per month, at 

minimum, to motivate the Finance Committee and update them on the campaign. 

 

Finance Committee members should be encouraged to make personal asks to their friends 

/ contacts, hold fundraising events, and find other members to join our Finance 

Committee. 

 

In addition to the Finance Committee, the campaign should seek opportunities to start 

other major donor groups that are industry, location, and demographic specific. 

 

Events 

 

Events provide a key way of reaching mid- and small-level donors in a relatively easy 

fashion.  Finance Committee members and other supporters should be encouraged to host 

in-home fundraising events on behalf of the campaign.  Be sure to make it clear to these 

event hosts that we expect them to invite their own friends and contacts to the event.  

Many supporters will want to host fundraising events, but then expect the campaign to 

invite its own prospects.  This isn’t helpful.  We need to expand our fundraising universe, 

and the best way to do that is to get your supporters to invite their contacts to a small 

fundraising event on our behalf. 

 

Events can range from a 10 person coffee at $25 per person to a 5 person sit down dinner 

at $1000 per person, and everything in between.  The key is to schedule as many of these 

events as possible as early in the campaign cycle as possible.  For supporters who may 

want to host an event but aren’t sure how, see our memo entitled, “How to Host a 

Fundraising Event.” (Previously sent to Esther).  The campaign should also major 

fundraising events, once we have a critical mass of donors.   

 

No matter who hosts the event, the campaign should get contact information for everyone 

who comes, include all donors on our supporter list for get out the vote efforts, and send 

thank you notes to everyone who contributed. 

 

Direct Mail 

 

There are two types of direct mail fundraising that the campaign should engage in: 

 

Prospecting Mail is mail sent to rented lists.  The goal here is to find new donors who are 

interested in your campaign, and to get as close to breaking even as possible.  Generally, 

you won’t make money in prospecting mail, but will make money re-mailing to those 

who show their interest by giving to the initial solicitation. 

 

Housefile Mail is mail sent to people who have already donated to you.  This is where the 

real money in fundraising mail is made.  
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The campaign should bring on a qualified political fundraising direct mail company to 

assist its efforts in starting prospecting and housefile mailing campaigns.   

 

Internet Fundraising 

 

The campaign should actively promote the donation option to visitors to the campaign 

website, and also consider using e-mail fundraising solicitations sent to our e-mail 

supporter list. 

 

Revenue Goals  

 

The campaign’s revenue goals for each fundraising method should be as follows: 

 

Personal Solicitation: $4,250,000 

 

Major Donor Groups: $2,500,000 

 

Events:  $1,500,000 

 

Direct Mail:  $1,000,000 

 

Internet Fundraising:  $250,000 

 

Total:   $9,500,000 

 

*As can clearly be seen from these goals, Bill’s calls and meetings will form a major 

portion of our fundraising revenue. 

 

 

Immediate Action Steps 

➢ Put together personal solicitation prospect list. 

➢ Put together Finance Chairman and Finance Committee prospect list. 

➢ Start making calls! 
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IX. Ideal Campaign Timelines 

 
Staffing / Consultants 

 

1. Candidate (Done) 

2. Campaign Manager  (Done) 

3. Campaign Treasurer and Legal Counsel  (Immediately) 

4. General Consultant (Immediately) 

5. Finance Director (September, 2015) 

6. Direct Mail, Media, and Polling Consultants Sign-Up (September, 2015) 

7. Communications Director  (October, 2015) 

8. Volunteer Director (November, 2015) 

9. Director of Scheduling and Advance (December, 2015) 

10. Field Director (January, 2015) 

11. Director of Campaign Research (February, 2015) 

12. Director of Administration (February, 2015) 

 

 

Fundraising Timelines 

 

Ideal Fundraising Goals:  Estimated amounts required to run ideal campaign strategy 

according to this plan.  (Total amount raised by campaign / Target date) 

 

$100,000 / October 1, 2013 

$500,000 / December 15, 2013 

$1,000,000 / February 1, 2014 

 $1,000,000 per month, February through October, 2014    

$8,000,000 / October 1, 2014 

$9,500,000 / November 1, 2014 

 

Red Zone Fundraising Goals:  Estimated minimum amount required to run at least a 

marginally competitive campaign, barring massive grassroots groundswell (pro-Smith) or 

massive error / scandal / resignation by Jeanette Gillespie.  (Minimum amount needed to 

be raised by campaign / Target date) 

 

$75,000 / October 1, 2013 

$175,000 / December 15, 2013 

$500,000 / February 1, 2014 

$1,000,000 / March 15, 2014 

$2,000,000 / May 1, 2014 

 $830,000 per month June through October, 2014   

$7,000,000 / November 1, 2014 

$7,500,000 / November 15, 2014 
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Paid Media 

 
Today          Primary Election Day 

 
 

 

 
Direct Mail: Start April 1 

Website & Social Networking Sites: Start ASAP 

Billboards: Start April 15 

Radio: Start May 1 

TV: Start June 1 
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X. Appendix 

Political Direct Mail That Sizzles!  

Direct mail is one of the most important tools that local campaigns can use to reach 

voters effectively and affordably.  To make your mail pieces succeed, you have to plan 

your campaign and design your mail to be effective.  Here are some basic guidelines: 

Grab the voters’ attention 

Remember, your mail piece is competing not only with every other campaign mailing 

that is send out, but with catalogs, bills, business advertisements, CDs from AOL, and all 

the other junk that clutters up a mailbox.  To avoid being dumped in the trash with the 

latest supermarket circular, your mailing needs to stand out.   

Use big headlines and catchy graphics, with big sub-headlines interspersed throughout 

the piece, drawing the reader through the mailer.  Let the voters drill down for more info 

(the text of your piece) if they want to, but they should notice the headline and be able to 

follow your gist just by reading your sub-headlines. 

Visuals Rule 

Your text is important (especially for the press who read your piece), but the most 

important parts for the voters are the visuals.  Use powerful graphics and pictures, 

including a color scheme that stands out but is easy on the eye.  Leave lots of “white 

space” (the space around your text and visuals that is left blank) – it makes the piece easy 

to read.  Your “white space” need not be white – for example, you may be using a light 

blue background.   

To Stand Out, Don’t be Standard 

Shy away from using the “good old fashioned” political colors and logos.  If you do, your 

mail will simply blend in with all the other political mail that the voter receives.  Your 

mail must GET NOTICED!  That being said, keep it simple.  Too many graphics, too 

many colors, and your reader will get tired or think it looks “amateurish.” 

Know What People Read 

After the headline, the most read part of the letter is the “P.S.” – if you’re sending out a 

letter-type mailing, always put your number-one message in the P.S.  People also read the 

captions on photos – always put informative captions on the photos you use.  If a 

paragraph is particularly important, make it extremely short (2-3 lines) or use a “pullout” 

capital letter to start the paragraph – either one will make it more likely to be read by 

people who are just “skimming” your piece.  Remember – before reading, almost 

everyone just “skims” to see if it is worth his or her time. 
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Political Success on the Internet 

Perhaps the most misunderstood medium in all of politics is the Internet.  Partly because 

it is new, and partly because it is “technical,” consultants, candidates and volunteers often 

overestimate the power of the Internet, and fail to see the real ways it can help their 

campaigns. 

Despite what you may have heard, the Internet will not magically bring in fundraising 

dollars without effort or take the place of television advertising.  Used right, however, the 

Internet can and will be a great benefit to your campaign. 

Design Your Website Right  

When designing your campaign’s website, steer clear of flashy graphics, animations, 

bright color schemes and large pages.  People who visit your site are probably using slow 

browsers, and will not wait around while your pages load.  Similarly, the people who visit 

your site are not there for the latest web-techniques, they are there for information about 

your candidate.  Give it to them in a simple, quick loading format. 

Remember that consistency counts, even on the web.  Design your website using the 

same color scheme as your campaign’s other media: direct mail, signs, bumper stickers, 

etc.  If your mail and signs are blue and white, your website should be as well. 

Fill it to the Brim 

Most candidate websites waste people’s time.  People go to your site for one of two 

reasons: (1) They want to know more about your candidate, or (2) they are interested in 

politics and campaigns.  Give both types of readers the information they want, including 

information on the candidate and the local political scene.  Fill your site to the brim.  Post 

everything your campaign releases on your website, including press releases, speeches, 

and policy papers.  Make sure to design “web exclusives” that readers won’t find 

anywhere else. 

The Purpose of Your Site 

Unless you are Jeanette McCain or Barack Obama, the primary purpose of your website 

is not to raise money.  Even national campaigns have a hard time convincing first-time 

viewers to contribute.  The task is monumental for local campaigns.  The real purpose of 

your campaign website is to gather e-mail addresses.  The site should ask visitors for their 

e-mail, so that the campaign has a way of contacting them in the future.  By asking for e-

mail addresses and permission to re-contact your readers, you can e-mail them again and 

again, delivering your message, rallying volunteers, and yes, eventually raising money.  

Offer your visitors something in return for their e-mail addresses so that they will give 

them to you more readily: special insider reports, a bumper sticker, etc. 
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Contact! 
 

Once you have an e-mail list, use it!  Be sure to contact the supporters who gave you 

permission.  When the campaign needs help with literature drops, let your e-mail list 

know.  When you are prospecting for fundraising dollars, contact your list.  When 

Election Day comes, use the e-mail lists to get out the vote. 

 

No, the internet won’t solve your campaign’s fundraising woes, or allow a local 

candidate to forget about door-to-door and campaign from the comfort of his or her own 

home.  The Internet and e-mail can, however, help you contact your supporters and 

provide information to the voters twenty-four hours a day.  
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How to Design an Effective Political Sign 

As Election Day draws near each year, political signs and banners start to spring up 

everywhere, from roadside lawns to supermarket windows.  Sometimes, these signs do 

their job well.  They’re easy to remember and have an impact.  As often as not, though, 

campaigns waste valuable resources by posting political signs that are hard to read, hard 

to remember or otherwise miss their mark.  In this article we will discuss how you can 

avoid this fate by designing political signs with their purpose and your image in mind. 

Purposes of Political Signs 

Before designing your signs, you need to know what purposes political signs serve.  

Signs only serve three individual purposes in a campaign:  raising name identification, 

getting out the vote, and scaring your opponent.   

The most important of these purposes is raising name ID.  Strategic sign placement, 

coupled with the repetition of seeing your sign over and over again, can significantly 

raise consciousness of your campaign in the minds of the voters.  Another great use of 

signs is to aid in your get out the vote efforts.  Posting your signs in areas where your 

candidate enjoys high levels of support will serve to reinforce your candidate and his or 

her message in the minds of your voters as they go to the polls on Election Day.  Finally, 

a well orchestrated sign campaign can scare your opponent and his or her campaign by 

making them think (or letting them know) that you enjoy high levels of support as 

demonstrated by the number of signs bearing your name that keep popping up all over the 

district. 

What to Put on Your Sign 

The number one mistake campaigns make in designing signs is trying to cram too much 

information onto the front of their signs.  The only information you need to put on your 

signs is the name of the candidate, along with the office he or she is running for.  That’s 

it.  Of course, you can put a small phrase like “Vote for…” or “Re-Elect…” in front of 

the candidate’s name, but you do not need to put any other information on the sign.  

Voters walking or driving by your sign simply don’t have time to remember anything 

else. 

How Big Should They Be? 

Your campaign can and should use different size signs where appropriate.  Make sure the 

signs aren’t too small, though, or they will not be able to be read by voters driving by.  

Standard signs are usually around 18” X 24”, but may be a little bigger or smaller 

depending on your vendor.  Most campaigns like to use larger signs as well that can be 

used on the sides of busy highways and large lawns.  These signs usually range from 4’ x 

8’ to 8’ X 8’ or larger.  
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What Material Should You Use? 

There are a variety of materials that can be used in constructing political signs.  The main 

factors to take into consideration are the length of time the signs will be up and the 

expected weather conditions they will be exposed to.  Corrugated plastic signs are the 

most durable, but also the most expensive.  Weather-coated poster board signs hold up 

moderately well and are generally much cheaper than corrugated plastic.  Standard 

poster-board signs won’t hold up well in foul weather, and don’t last as long.  These 

should only be used when the signs will be up for no more than a few days, such as get 

out the vote signs. Even then, if it rains, the signs will rapidly deteriorate. 

Color 

The colors you choose for your signs must make them easy to read.  They must contrast 

and be easy on the eye.  Standard color combinations include red/white, blue/white, blue, 

red and white, yellow/black, green/white, and black/white.  If at all possible, the colors 

you use for your signs should be the same color scheme you use on all of your other 

materials, including brochures, palm cards, etc.   

Before deciding on a color scheme and design, take the 3 second / 30 feet test.  Have an 

associate take the sign and walk thirty feet away from you.  Have him or her hold the sign 

up at you for three seconds.  If you can’t clearly read the information on the sign in that 

time, then you need to redesign your sign to make it clearer.  

 

 

 


