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Course Agenda

Developing a Campaign Plan (This Module)
Campaign Research and Budgeting
Campaign Organization and Staffing
Campaign Fundraising and Budget
Messaging and Communications.

Campaign Field Operations

Campaign Planning

Developing a Campaign Plan

Types of Campaigns

Resources Needed
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Learning Objectives

Learn the components of a campaign plan

Understand campaign best practices

Three Limited Resources

What needs to be done?

Who will do the work?

What tools are needed?

How long will it take?

* How much will it cost?

Money ople « How will it help us win?
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CAMPAIGN PLAN

RESEARCH
VOTE GOAL
CALENDAR
COMMUNICATIONS
VOTER CONTACT
BUDGET
FINANCE PLAN

7 FOUNDATIONAL COMPONENTS
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DEMOGRAPHICS | L R

+ Current population

+ Racial/ethnic make up
+ Median home value

+ Median rent

Statistics describing populations

and their characteristics.

* Education

+ Median household income
+ Percent in poverty

+ Median age

« Top industries or employers

+ Top languages spoken

AREA INFO fesds

fAn

Churches Schools Other
Ave there churches in your What schools fallin your What organizations,
target area? Do their recinet? Consider all types. businesses, and nonprofits
beliefs overlap with your Additionally you may want to existin the area? What local
efforts? How you might do investigate graduation rates events occur regularly that
outreach to their and reading proficiency would be good opportunities
leadership and members, numbers. for outreach?
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VOTER & ELECTION DATA
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REGISTRATION

NUMBERS

AFFILIATION POLLING PLACES

Republican, Democrat, NPA Include early & mail voting

Which party has more How many polling places in the

registered voters in your area? area and which are busiest?

What are the trends? Where can people vote early or
turn in mail ballots?

WHO VOTES?

State, County, City, Precinct How often?
Know the number of registered Look into off-year, primary,
voters in the area you are and general election turnout
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Vote Goal Formula

Average the Turnout Percentage in last 3 like elections

Iy N O O N N G
Current Registered Voters in district[ |=[ ]

Number of Candidates in the race |:|

Win Number [~y [
Add a 3% “win cushion” = Vote Goal l:l
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Vote Goal Formula

Average the Turnout Percentage in last 3 like elections
Current Registered Voters in district
Number of Candidates intherace [ |

Win Number [+ [

Add a 3% “win cushion” = Vote Goal l:l

(

Expected # of Voters
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Vote Goal Formula

Average the Turnout Percentage in last 3 like elections

Expected # of Voters

Current Registered Voters in district

ber of Candid in the race 2
Win Number + ]

Add a 3% “win cushion” = Vote Goal l:l
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LH] Vote Goal Formula

Average the Turnout Percentage in last 3 like elections

(5o J+ 57 Ju oo | /[ 2 J=[snax |
X

Expected # of Voters
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Current Registered Voters in district| 8182 |=[ 4770 |x[ 3% |

Number of Candidates in the race |I|
Win Number [ 2385 |+
Add a 3% “win cushion” = Vote Goal
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Election Benchmarks: The Early Days
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Election Benchmarks 60 Days Out
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Election Benchmarks 30 Days Out
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Creating an Effective Message

Getting your message FROM you to your voters

\
MESSAGE

Opposition Merit
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Leesburg Grid

Them on Them

they define

Plot key differences
between you and your
opponent

?

ONTACT




Voter Contact Process

% Electorate

o -~

Opponents Persuadable Your

Voters Voters E Voters
dership
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L& VOTER CONTACT TIMELINE

R Voter Identification | E——

Turn Out for
Election Day
(Last 4 days)
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Voter Contact Planning

EFFECTIVENESS OF DIFFERENT METHODS
More Effective

Less Effective .
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g Fundraising is 90% Effort, 10% Network

7 Fundraising is Sales: Selling You / Your Candidate

55  Successful Fundraising Requires Relentless Effort

%5®  Need Candidate’s Commitment to Raise

ip
titute

30

10



Types of Campaigns- Size and Scope

* Large: Senate, Statewide

* Medium: Congressional, State
Legislative, Countywide

* Small: Municipal, School Board,
Township Clerk

These can also be divided into federal, state, and local campaigns.

31

Variable: Campaign Dynamics

+ Type of Election: primary, general, special

=
« Seat type: challenger, contested, open a Z \

+ Field: single challenger, multi-candidate

QUESTIONS?
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Training Conservatives Since 1979

Thank you
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