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Before you begin:
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Before you begin:
Questions that need a Yes answer:Q

1. Do we have a fighting chance, as measured by public 
opinion research?

2. Do we have internal unity among elected officials, 
administration staff and key constituents?administration, staff, and key constituents?

3. Do we have a “failsafe” plan?
4. Are we able to design and execute an outstanding g g

election campaign?



1 2 3 Steps to Winning

4

1,2,3 Steps to Winning
1. Solid research

2. The “failsafe” technique
Identify “yes” voters
Make personal contact with “yes” voters to “close the sale”

The goal is at least three contacts; one of them should be g
personal.

3 Make sure the “yes” voters vote3. Make sure the yes  voters vote



Successful Campaigns
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Successful Campaigns
• Strong citizen leadershipg p

• Stick to their written, research-based campaign plans, 
carrying them out 100%carrying them out 100%

• Advocacy efforts coordinated with district information for 
maximum impactmaximum impact

• Identify “yes” voters

• Deliver the right personalized messages to the right 
voters



Base EVERYTHING on dataBase EVERYTHING on data

• The decision about what to put on the ballot

• Information sent by district to voters

• All work of the advocacy committee

Everything you communicate in any way• Everything you communicate in any way
• Printed materials
• Speeches
• Ballot measure and explanatory statement



How do you win?How do you win?

• Survey demographics combined with voter data—
enough votes to win?g

• How many points can we motivate some groups y p g p
using key messages identified in our survey?

• If we do all of that, what are our chances?



A good survey tells you:
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A good survey tells you:

What to place on the ballot

H t iHow to win

How to write the ballot title:How to write the ballot title:
Caption  10 words
Question  20 words plus required words
Summary  175 words plus required words

Explanation  500 words, if county prints a voters’ pamphletp y p p p



Do voters want what you’re selling?Do voters want what you re selling?

• Good research tells you:
• If your package is what voters want, will pay for
• Obstacles in your way to winning
• The size of those obstacles
• What you might do to overcome those obstaclesy g



Know your voters
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Know your voters
Who votes?
How often?

No voters are more apt to vote than “yes” voters.

“ ”Too many “yes” voters are
“infrequent voters”:

• 1 out of 4 elections• 1 out of 4 elections
• 2 out of 4 elections



Voters: a typical communityVoters: a typical community

• 70% over age 45g
• 28% over age 60
• 60% of “perfect voters” are  

75%over age 60 
• 90% of “perfect voters” are  

over the age of 45

75% OTHERS

over the age of 45

25%
SCHOOL
PARENTS



One community’s voters
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One community s voters
Support by age groups—in survey:pp y g g p y

18-34 — 76% for measure
35-44 — 82%
Some groups as low as 58%

L k d til k th t tiLooks good until you know the most supportive 
voters seldom vote and make up less than  42% of 
registered voters.



A random sample surveyA random-sample survey
• Solid research with + 5% level of confidence
• Tells you:

• What they are likely to do
• Why they are apt to do it
• How to get them to do it



Precinct analysis: Past electionsPrecinct analysis: Past elections
• How many precincts did you win? Lose?y p y

• In past elections, what is the trend in each precinct?

If l b % f “ ” “ ” t ll• If you color a map by % of “yes” are your “yes” voters all 
in one block?  Are your “no” voters all in one block?  Is 
that block changing?

• Did you analyze where your “no” voters were and ignore 
them? Did it work?

• Did you identify “yes” voter precincts and really work 
them?
• If so, did they actually vote?
• How many other positives were there in given precincts?



Precinct analysisPrecinct analysis

Pct # vtrs # voted % turn- # yes %yes #no %noPct.
name

# vtrs. # voted % turn-
out

# yes %yes #no %no

Pct. 1

Pct 2



Barcode Walking or Telephone Lists
Order of Vote Legislative County Code

TELEPHONE NAME ADDRESS CITY ZIP RESPONSE

PRECINCT:  L1/NYE CREEK 3     (21) PAGE 31748VOTE DATES FOR ASTERISK CODE:  11/92  05/92  11/90  5/90

Order of Vote
History

Barcode 
contains 
voter reg. #

g
District

County Code

TELEPHONE

503 265/5256

503 265/5016

NAME

CAROL I SUTTON

RONALD H SUTTON

ANN LENGWENUS

KURT LENGWENUS

ADDRESS

*1902 NW NYE ST

.

*1934 NW NYE ST

CITY

NEWPORT

NEWPORT

ZIP

97365

97365

RESPONSE

. . 88ED  YES  NO  UNDECIDED

. . 78ED  YES  NO  UNDECIDED

. . 82ED  YES  NO  UNDECIDED

92ED YES NO UNDECIDED

Phone

503 265/6278

KURT LENGWENUS

EDWIN R MAZIARKA JR

DON A CHRISTENSON

MARY  CHRISTENSON

.

.2022 NW NYE ST 

.2228 NW NYE ST

*

NEWPORT

NEWPORT

97365

97365

. . 92ED  YES  NO  UNDECIDED

. . 92DR  YES  NO  UNDECIDED

. . 69ED  YES  NO  UNDECIDED

. . 70ED  YES  NO  UNDECIDEDFamily 
Groupings

503 265/5979

TAMI J BARKER

WAYNE N BARKER

BETTY J GREGORY

EDDIE G GREGORY

*2304 NW NYE ST
.

*2326 NW NYE ST

.

NEWPORT

NEWPORT

97365

97365

. . 92BR  YES  NO  UNDECIDED

. . 92BR  YES  NO  UNDECIDED

. . 90ER  YES  NO  UNDECIDED

. . 90ER  YES  NO  UNDECIDED

Groupings

Gender
* = female* = female
. = male

Year of Registration or voting history (if known).
Voting history is shown in four positions.  An * 
indicates that the voter voted in that election A

Party Custom Codes (circle appropriate codes).
These codes can be any series of 

b l d h hindicates that the voter voted in that election.  A .
indicates that the voter did not vote in that election, 
*.*.= voted 11/92 and 11/90.

Age Code
A = Under 25, B = 25 to 34, 
C = 35 to 44, D = 45 to 59
E = 60 & over

numbers, letters or words that have some 
meaning for your campaign.



06/15/06                   Cross Tabulated Voter Counts  CITY OF LEBANON, OR G04P04204903 Vote Dates:  G/04  9/03  P/04  2/04 Pg 1
1: All Registered Voters
Voter-Count   Gender-Count     %   Age           All     %        Men     %        Wmn     %             Times-Voted   %  Cum-Tot
------------ ------------------ ----------------------- -------------- -------------- -----------------------------
I: 6 294 M: 2 830 45 0 18 - 24: 486 7 8 223 7 9 263 7 6 0/4: 885 14 0 6 294I:     6,294   M:     2,830  45.0   18 - 24:      486   7.8        223   7.9        263   7.6           0/4:       885  14.0    6,294
HH:    4,088   F:     3,463  55.0   25 - 34:      883  14.1        408  14.5        474  13.8           1/4:     1,912  30.3    5,409

35 - 44:    1,051  16.8        503  17.8        548  15.9           2/4:     1,357  21.5    3,497
45 - 59:    1,706  27.2        784  27.8        922  26.7           3/4:     1,092  17.3    2,140
60+:        2,143  34.2        903  32.0      1,240  36.0           4/4:     1,048  16.6    1,048
** :        6,269 100.0      2,821 100.0      3,447 100.0           ** :     6,294 100.0

2: New Registrants (since 11/01/2005)
Voter-Count   Gender-Count     %   Age           All     %        Men     %        Wmn     %             Times-Voted   %  Cum-Tot
------------ ------------------ ----------------------- -------------- -------------- ----------------------------------------- ------------------ ----------------------- -------------- -------------- -----------------------------
I:       242   M:       101  41.7   18 - 24:       44  18.3         15  14.9         29  20.9           0/4:       104  42.9      242
HH:      212   F:       141  58.3   25 - 34:       53  22.1         25  24.8         28  20.1           1/4:        45  18.5      138

35 - 44:       32  13.3         15  14.9         17  12.2           2/4:        43  17.7       93
45 - 59:       51  21.3         23  22.8         28  20.1           3/4:        45  18.5       50
60+:           60  25.0         23  22.8         37  26.6           4/4:         5  2.0        5
** :          240 100.0        101 100.0        139 100.0           ** :       242 100.0

3: Voted at least once (1 of 4)
Voter-Count Gender-Count % Age All % Men % Wmn % Times-Voted % Cum-TotVoter-Count   Gender-Count     %   Age           All     %        Men     %        Wmn     %             Times-Voted   %  Cum-Tot
------------ ------------------ ----------------------- -------------- -------------- -----------------------------
I:     5,409   M:     2,417  44.7   18 - 24:      282   5.2        124   5.1        158   5.3           0/4:
HH:    3,509   F:     2,992  55.3   25 - 34:      700  13.0        324  13.4        376  12.6           1/4:     1,912  35.3    5,409

35 - 44:      885  16.4        424  17.6        461  15.5           2/4:     1,357  25.0    3,497
45 - 59:    1,524  28.3        689  28.6        835  28.0           3/4:     1,092  20.1    2,140
60+:        1,997  37.1        849  35.2      1,148  38.5           4/4:     1,048  19.3    1,048
** :        5,388 100.0      2,410 100.0      2,978 100.0           ** :     5,409 100.0

4: Voted at least twice (2 of 4)4: Voted at least twice (2 of 4)
Voter-Count   Gender-Count     %   Age           All     %        Men     %        Wmn     %             Times-Voted   %  Cum-Tot
------------ ------------------ ----------------------- -------------- -------------- -----------------------------
I:     3,497   M:     1,538  44.0   18 - 24:       70   2.0         29   1.9         41   2.1           0/4:
HH:    2,331   F:     1,959  56.0   25 - 34:      259   7.4        114   7.4        145   7.4           1/4:

35 - 44:      447  12.8        215  14.0        232  11.9           2/4:     1,357  38.8    3,497
45 - 59:    1,050  30.1        469  30.5        581  29.8           3/4:     1,092  31.2    2,140
60+:        1,662  47.6        710  46.2        952  48.8           4/4:     1,048  29.9    1,048
** : 3 488 100 0 1 537 100 0 1 951 100 0 ** : 3 497 100 0 :        3,488 100.0      1,537 100.0      1,951 100.0            :     3,497 100.0

5: Voted at least three times (3 of 4)
Voter-Count   Gender-Count     %   Age           All     %        Men     %        Wmn     %             Times-Voted   %  Cum-Tot
------------ ------------------ ----------------------- -------------- -------------- -----------------------------
I:     2,140   M:       928  43.4   18 - 24:       24   1.1          9   1.0         15   1.2           0/4:
HH:    1,487   F:     1,212  56.6   25 - 34:       94   4.4         42   4.5         52   4.3           1/4:

35 - 44:      176   8.3         92   9.9         84   7.0           2/4:
45 - 59:      560  26.3        247  26.6        313  26.0           3/4:     1,092  51.0    2,140
60+: 1 278 59 9 537 57 9 741 61 5 4/4: 1 048 48 9 1 04860+:        1,278  59.9        537  57.9        741  61.5           4/4:     1,048  48.9    1,048
** :        2,132 100.0        927 100.0      1,205 100.0           ** :     2,140 100.0



Use your research findingsUse your research findings

For each audience in every step of the campaign

In all conversations

For everything you write:
• Ballot measure

I f ti l i ( l t i iti i f ti )• Informational pieces (only to prioritize information)
• Advocacy pieces
• Phone calls—voter identification and remindersPhone calls voter identification and reminders



Information vs advocacy campaigns
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Information vs. advocacy campaigns
District provides factual information about the measurep
• Public employee campaign restrictions

The PAC sells the measure to voters.
• Form your committee and pick your leader before the 

board approves your bondboard approves your bond.

• Register with the Secretary of State after the measure isRegister with the Secretary of State after the measure is 
filed with the county elections office.



• The board’s job is to make a unanimous 
decision and support the campaign.

• The district’s job is to provide the facts.

• The campaign’s job is to identify “yes” 
voters and make sure they vote.



Campaign timeline
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Campaign timeline
Work backward from the election date to time your key y y
election activities:

• Facilities review
• Community Survey

Staff communications• Staff communications
• Voter mailings
• Community meetingsCommunity meetings
• Voter registration
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Sample Campaign Structure

Campaign chair(s)

Finance Data Publicity Volunteers
Fund raising chair
Treasurer

Data base manager
Data lists manager

y
Chair Volunteer coordinator

Mailing chair
Telephone chair
Refreshment chair



Finance Committee
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Finance Committee

•Raises dollars and finds in-kind  
contributionscontributions

•Files required forms and reports



Data Committee
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Data Committee

R ibl t i f ti•Responsible voter information  
needed for phoning/mailing 

•Manages voter identification data

•Provides labels and phone lists



Publicity Committee
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Publicity Committee

•Designs all campaign literature based•Designs all campaign literature based
on the research, themes and 
messages

•Produces materials in time to meet•Produces materials in time to meet 
campaign deadlines



Volunteers Committee
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Volunteers Committee
• Coordinator recruits and assigns• Coordinator recruits and assigns 
volunteers

Mailing chair is responsible for all• Mailing chair is responsible for all 
campaign mailings

T l h h i id t i i d• Telephone chair provides training and 
supervises phoning

• Refreshments chair makes sure there are 
beverages and snacks for all activities



Persuasive Communications
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Persuasive Communications
The message is determined by theThe message is determined by the 
results of the research

• You must define a “theme”

• Test actual words—use the ones that motivate the most

• Reaffirm the motivation for the supportpp



Messages that motivateMessages that motivate

Survey identifies actual words to use to reinforce reasons 
people support the measure.

Th DIFFERENT f itThese are DIFFERENT for every community.
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Effective Mail Pieces
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Effective Mail Pieces

• Simple
• Easy to read
• The right message for that target
• Conveys key message in a visual, simple way
• Delivers the message quicklyDelivers the message quickly



District materials: Just the Facts
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District materials: Just the Facts



PAC materials: Be persuasive
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PAC materials: Be persuasive



For more information:
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For more information:

Marcia Latta
503-580-2612
marcia.latta@comcast.net

Melissa Martin
503-363-7084503 363 7084
martinm@pacounsel.org


