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Developing a Campaign Plan
Objective
· To become familiar with the main elements of a campaign plan

· To practice using tools to identify and manage campaign resources
Materials

· Copies of the handouts

· Flipchart paper

· Masking tape

· Markers 

· Post-it notes or index cards in several colors

· Small "dot" stickers in several colors

· Laptop computer

· Projector

· Screen

Overview (4-5 hours: 2.5 for Campaign Steps and 2.5 for Campaign Resources)

Introduction/Ground Rules/Icebreaker (20 minutes)

Objectives and topics (5 minutes)

Key terms (5 minutes)
Campaign plan (10 minutes)

Research (15 minutes)

Goal setting (5 minutes)

Targeting voters and exercise (40 minutes)

Message and exercise (25 minutes)

Determining issue importance and exercise (25 minutes)
BREAK
Getting the message out (10 minutes)

Voter contact and exercise (40 minutes)

Campaign team and volunteers (20 minutes)

Budget and exercise (35 minutes)

Fundraising (10 minutes)

Timeline and exercise (30 minutes)

Data and list management (10 minutes)

Conclusion/Questions/Evaluation (15 minutes)
Trainer’s Note:
This presentation provides a comprehensive introduction to the art of campaign planning. It outlines six essential steps in mounting an effective campaign: conducting research, setting a goal, identifying target voters, developing a message, contacting voters, and delivering and protecting the vote on election day. It also covers the main resources required for a successful campaign including people, money, time, and information. The presentation includes a number of exercises and tools which will help participants to think through their own campaigns or those that they will be supporting. If you participants are still contemplating running for office or if they are seeking their party's nomination, it may be useful to cover the two related presentations in this module before covering the campaign plan.

When introducing this module, keep in mind the following:

· Encourage participants to be active.
· The course is designed to increase and enhance the knowledge and skills of each participant.
· Keep realistic expectations. This session is an overview of developing a campaign plan. Adjust your expectations depending on the level of experience your participants have with this topic.
· Always consider the experience your participants are bringing to the table. Even where it is not noted in the Trainer Note, feel free to draw on their knowledge and ask them to share their experiences.

Please adapt the PowerPoint presentation, exercises, examples and handouts in advance of your workshop. They have been created for a global audience and need to be adapted to better suit the local context, the background of your participants and their level of experience. Terms, images and examples from the participants’ country or region should be used as much as possible so that they are relevant and contextually appropriate. 

This Trainer's Guide is meant to serve as a companion resource to the associated PowerPoint presentation. The vast majority of the information you will need is included in the notes section of each presentation. Additional instruction on how to facilitate some of the exercises and information that would not fit in the slide notes has been included here. As such, this Guide is not meant to be a stand-alone resource but rather a complement to the presentation.

If this is the first presentation in your workshop, start with participant introductions and ground rules prior to launching into the content of the session. You may also want to start with an icebreaker activity to get participants more acquainted and comfortable with you and each other. You may wish to ask participants to share their expectations for what they will get out of the training workshop. Understanding their expectations will allow you to further tailor your presentations, as possible, and to help relate the objectives of the sessions to the interests of the participants.

Trainer’s Note: Key Terms (slide 5)
Ask the participants to define the terms first and then decide on common definitions based on their responses and the definitions below. What do these terms mean in the context of the lives and work of the participants?

You might also ask them to suggest other terms relating to women's political participation that they think need to be defined at the onset. You should let them know that they are welcome to stop and ask for clarification at any point during the session if there is a term with which they are unfamiliar or one which they believe requires further discussion. 
· Constituency: a body of citizens entitled to elect a representative (as to a legislative or executive position; the residents in an electoral district.)
· Message: According to the Democratic National Committee, a message: “defines the candidate and the contrast with the opponent that your campaign wants voters to carry in their minds to the voting booth. It is the value-oriented foundation that supports the candidate’s position on all issues.”
· Voter contact: Indirect or direct communication that a campaign initiates with potential voters.
· Field plan: Campaign terminology borrows heavily from military vocabulary, even the term campaign, itself. The field is where a battle or campaign is waged. In the case of election campaigns, a field plan is a plan for how the candidate and his/her team will communicate with potential voters on the ground to win their support and ensure that they vote on election day.
· Paid media: Media gained through paid advertising such as newspaper, television, or radio ads.

· Earned media: Publicity gained through promotional efforts that are not paid. Examples include letters to the editor and Op-eds in newspapers, participation in radio talk shows, or coverage of a campaign event in the newspaper.
· Canvassing: According to Wikipedia, canvassing is the systematic initiation of direct contact with a target group of individuals. Candidates and/or members of their campaign team go "door to door" of private residences within a particular geographic area, engaging in face-to-face personal interaction with voters. Canvassing can have a number of different purposes such as identifying supporters and potential campaign volunteers, persuading voters, distributing campaign information, and reminding supporters to vote on election day.
· Get Out the Vote (GOTV): A campaign's efforts to ensure that its supporters actually vote on election day. These efforts focus on the few days leading up to the election and on election day, itself, and can include telephone calls, text messages, canvassing, and providing transportation to and from polling stations.
Activity: Voter Targeting (slide 17)
· Divide participants into four groups and pass out copies of the handout. 
· Provide the following background information:
In this imaginary district, there are 800,000 people, out of which 500,000 are eligible to vote. The district has an urban and rural area. Out of the 300,000 voters that live in the urban area, 70% come from the lower and middle class, and 30% come from the upper class located in the southern part of the district. The other 200,000 people live in the rural section of the district, which is divided into five areas.
In the urban area of the district, there is a public university and a library. The big food market is on the outskirts of the urban area. In the rural areas, people grow crops (wheat, corn, sugarcane) and fruit (mango and bananas). The food processing industry employs 5,000 people. There are 3 post offices, 2 mosques and one hospital in the district.

There are four candidates running for parliament. Walid is a dentist and belongs to the upper middle class. He lives in a house in the urban area and is a member of a party that stands for a free market economy and efficient privatization. He is new to politics but is a much respected member of the community. Ahmed is a poor farmer, lives in a village, and was previously involved in politics – he was elected as a governorate councilman. He is a member of a party that stands for the preservation of traditional values and government subsidies. On the national level, his party talks about upholding the nation’s cultural and traditional identity. Layla is the only woman candidate in the district. She is a high school teacher, very much appreciated by the community. She is a member of a party that has its base in the working class, and at the national level they have a message about human rights and citizen equality. Abdullah Ali was born in the rural area, but now lives in the urban area. He is a mechanic who owns his own garage, and he belongs to the middle class. 

There are many issues in the district. In the urban area, our research has shown that the main issues are unemployment, corruption and the city landfill. In the rural areas, the main issues are the irrigation system, low price of crops and poor health care service. 
· Assign each group one of the four candidates and give them 15-20 minutes to answer the targeting questions in the handout on the basis of their candidate’s background and the information provided. Let participants know that there isn’t one right answer for this exercise but that they need to be able to justify their approach. They can reach their goal by choosing different paths: focusing only on the urban area or trying to win votes across the board. Whatever decision they make, it is important that they be made on the basis of the details you’ve just provided. 
· Invite a representative from each group to briefly share their responses about their candidate’s geographic and demographic target groups. Provide groups with constructive feedback and allow participants from other groups to share their thoughts about each plan. 
Trainer’s Note: Characteristics of an Effective Message (slide 19)
Begin by asking participants what they believe the characteristics of an effective message are. You can write their responses on a flip chart and combine ones that are similar. Then compare their responses with the characteristics on slide 19. Be sure to adapt examples for the context and participants as need be. 

· Concise - a message that goes on endlessly about all the details associated with a 100 page political party platform is not a message. Remember that a message is a brief and overarching statement of the vision. People have very little patience for listening to long-winded speakers. If you cannot effectively deliver your message in less than one minute, then you will surely lose your audience’s attention and possibly their support as well. Everyone’s time is limited so you will need to convince them quickly. Example: “It’s time for a change. Working families in British Columbia are tired of government that is out of touch with their needs. It’s time to focus on what the public cares about: health and education. It’s time for a change.”

· Compelling (to persuadable voters/supporters/decision makers) – What do people in country X care about? You must talk about topics that are important to your target audience. People might be concerned about terrorism or insecurity, but are these the issues that will determine their vote? No. There are likely other issues about which they are more passionate or that they feel have more of an impact of their day-to-day lives such as employment, education, and health care. These are the issues that will motivate their decisions about who they vote for and which causes they support. Your message needs to make it clear why what you are talking about matters to them. 
· Contrasting (distinguishes you/your issues from others) – if everyone is talking about how they are opposed to corruption (who isn’t?) and in favor of democracy (who isn’t?) then how can the voter distinguish between the candidates?  The political party that explains its vision of country X with less corruption or what will happen to those who engage in corruption can set itself apart and demonstrate that it has a different approach. You need to make it clear how you are different from your opponent. Likewise, when promoting a policy or legislative reform, you must paint a picture of what would happen if you didn’t move forward with the reform or what would happen if decision makers chose to go with another policy option. Example: Think of toothpaste. There are so many available on the grocery store shelves but you are more likely to reach for the one that has been advertised as leaving your mouth "minty fresh”.

· Connected (to what is important to voters) - your message has to matter; the International Monetary Fund (IMF) is an important economic topic but most voters don’t see how it connects to their lives. If you talk about economic issues such as the price of food and fuel, education fees, and the availability of jobs, you are much more likely to connect with the direct concerns and interests of voters/constituents. 
· Consistently delivered – it’s not just saying it the same way every time but also saying it over and over and over until, when the waiter asks you what you’d like for lunch you say, “In Country X, the issues at stake are just too important. We have to do better when it comes to the price of education. If we can make schools affordable, kids are more likely to complete their education and have a better future…. Oh, and I’d like to order XXX (mention local dish), please.” You say it again and again until your family and neighbors cover their ears. Trust me, only at that point are the voters/public starting to hear you. If people hear you say one thing when you knock on their door, see something else on one of your posters and hear a third thing on the news, they can get confused or worse, have no idea what your message is. 
· Credible - The message needs to be consistent with the values, practices, policies and history of the candidate (or elected official or campaign). A candidate who was known to have had an affair while still married would not be credible if his message was about “family values” and the sacredness of marriage In addition, your message should be believable. Your audience must believe what you say, both about yourself and what you will do, is true. It is therefore critically important to back up your statements with evidence of your personal experience or knowledge. Saying you understand a problem or issue without demonstrating why or how you understand it is a waste of your time and the voters‘/target groups’ time. Example: “As a single mother, I know the challenges that women face when trying to find affordable child care”.

· Clear - Your message must be delivered in language the voters or other target groups use and understand easily. Don't use jargon, technical terms, or words that very few people are familiar with. Too often politicians want to impress the public with how smart they are, using technical words that people don’t understand or that have no real meaning for them. You do not want people to have to work to understand what you are talking about. Creating a visual image in the minds of your audience is much better. Talk about specific people, things and real life situations to describe abstract ideas, such as “economic policy.” 

Activity: Message Box (slide 21)
Distribute the message box handout and explain each section (see below) before allowing participants 10-15 minutes to complete the form based on their own campaign. If time allows and you feel participants would benefit from an example, you can walk them through something like the one here on the 2008 US election: http://www.emeraldstrategies.net/buzz/articles/2008/200810-campaign-message-box.htm
What we say about us: How do the candidate and campaign define themselves?  Fill this quadrant with positive things the campaign team wants the voters to know about your candidate. 

What we say about them: How does your campaign define your opponent(s)? This quadrant should be filled with all the negative things your campaign would want the voters to think about your opponents, in other words, the reasons why voters should not vote for them. You may not say these things directly or in public, but you should at least know what they are.

What they say about us: In this quadrant you must begin to view your candidate and campaign from the point of view of your opponents. What would the opponents want the voters to think about your candidate and why, in their opinion, should the voters not vote for your candidate?

What they say about themselves: As you continue to view your campaign through the eyes of your opponents, consider how they would define themselves. Why, in your opponents' opinion, should voters vote for them?

If done correctly, the complete message box should outline everything that could possibly be said during the election campaign by both your candidate and your opponents. This includes things that may go unsaid but that are implied. For example, if you say that you are the more experienced candidate, you are implying that your opponents lack experience, or at the very least, they don’t have as much experience as you. By saying you are honest, you can imply that your opponents are corrupt. Your opponents can do this to your candidate as well. If, for example, they say that they care about education, they are implying that you do not care about it. How will you respond to their charges, both stated and implied? By anticipating negative things your opponents will say about you, you will be better prepared with an effective response that will minimize any damage.
Trainer’s Note: Direct voter contact (slide 30)
· Door-to-door campaigning is probably the most effective tactic and you can use it in each phase of your campaign – from doing surveys and voter identification during the research phase, through delivering your message to undecided voters, and motivating your supporters to cast their votes on Election Day. Nothing leaves a bigger impression on an undecided voter than getting a visit from a neighbour who asks him/her for support. It is inexpensive and is usually done in urban areas where homes are close together. The only disadvantage is that it does not reach many people at one time and you cannot do it if you do not have lots of volunteers and plenty of time. 
· Small personal events are usually gatherings of 20 to 30 friends and neighbors which are organized and supported by a party member or campaign volunteer. If possible, the candidate attends. It can be used in any phase of the campaign and can be organized in both urban and rural areas. This tactic is mostly used to campaign in neighborhoods where you have very committed supporters who are well known in their communities and capable of attracting and influencing many neighbors. Small personal events are also time consuming and require human resources. Costs are relatively low, however, and the hosts are usually able to cover them.
· Town meetings and other events that treat each attendant as a participant can be used in any populated area during any phase of the campaign. These events usually focus on a particular set of issues and serve as a contact tool for 100 or more people at a time. The candidate should attend. It takes time and people to properly prepare and execute these events. Events can generate free media coverage if they are designed well and advertised in advance. Costs depend on how big the event is and what activities it will include. You can organize events that cost almost nothing if you can secure a free venue and have volunteers to set it up. 
· Candidate “meet and greet” events strengthen your connection with supporters and should be organized to illustrate the popularity and winning spirit of your campaign. These events include a few dozen voters at a time and should be well organized to ensure media coverage. These events are very inexpensive. 
· Distributions of campaign literature at common gathering places are quite easy to organize once you have your printed materials ready. This tool allows direct communication with people, but it is not as effective as going door-to-door. It ensures your visibility on the ground, and it does not require as much time for preparation or as many volunteers as other direct voter contact techniques. Besides the cost of printing materials, you will not need much money to organize these activities.
· The purpose of a phone bank is to make a large volume of calls to the electorate. It can be used in the research phase, and it is the most used tool during the GOTV phase. Some campaigns have been able to convince businesses that have office space and numerous phone lines to allow them to use these resources after work hours. Now with mobile phones, you can create a phone bank almost anywhere. It requires updated lists of voters with phone numbers and well trained volunteers to place calls and record feedback. The main cost is the phone bill or credit for cell phones. 
As you can see, direct voter contact techniques are not costly activities, but they generally require plenty of volunteers and time. Effectiveness is often inversely related to efficiency, since face-to-face conversations are the most effective way to persuade voters but are also the least efficient. 
Trainer’s Note: Indirect voter contact (slide 31)
· Extensive literature distribution includes having volunteers put leaflets in mailboxes or on doorsteps or paying a newspaper or magazine to include your literature. The approach you take will determine the cost and the number of volunteers needed. Efficiency can be very high but effectiveness is generally low.
· Television, radio and newspaper ads are a common campaign feature. They are usually expensive, but important for strengthening your visibility. They do not require many people or much time. Efficiency is very high in contrast to effectiveness. Marketing studies show that the average person needs to see the same ad at least seven times to really understand and remember the content!
· Letters to newspapers are cheap and can be systematic and organized rather than spontaneous and ad hoc. You can assign some of your volunteers the task of writing letters that convey your campaign message to local and national newspapers. It does not require many people and it is not time consuming. This tactic is very efficient if the readers of a particular newspaper are one of your target voter groups. 
· Television debates and round tables are a good tool for highlighting the difference between you and your opponents, but you have to be well prepared and stay on message. This tactic costs nothing assuming that is organized by a neutral organization, requires few people, does not take much time, and can be very effective and efficient especially if it takes place a few days before the election and is broadcast on radio and television. Statistics show that up to 12 percent of voters make their final decision on who they will vote for on their way to the polling station. If they have watched a candidate debate days before the election, the impression you made might be crucial for winning their vote on Election Day.
· Visibility events are party conventions, rallies, concerts, and any other type of public gathering of hundreds of your supporters. These events generate free media coverage but are costly and take lots of time to organize. That said, such events improve your visibility and demonstrate your strength which means they can be both effective and efficient.
· Posters and billboards are used as a constant reminder of your presence and message. Billboards are costly but do not require manpower. Posters are not expensive, but you need volunteers to put them up. These methods do not consume much time but are generally not very effective.
· Mail and e-mail messages are relatively cheap or free and do not require a lot of staff time. You can use them to invite voters to your events, motivate supporters to join your campaign, raise funds, and encourage supporters to vote. As a persuading tool they can be efficient because you can reach a large number of people but they are not particularly effective.
· Social media such as Facebook, Twitter, and My-Space are tools that have only recently been used in campaigns, but their efficiency and effectiveness among certain target groups such as young people is quite high. They are also inexpensive and require little time and manpower.
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� This is a very lengthy presentation. Break the presentation into two sessions by covering the campaign steps section and then covering the campaign resources in a separate session. 





1
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