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ASSESS YOUR READINESS

TO RUN FOR POLITICAL OFFICE

Take time now to analyze your political assets and liabilities. 

The Reality Check on the following pages

will help you analyze your:

· Reason for running

· Image

· Message

· Connections

· Finances

· Stamina

· Political prospects

The Friends and Family Questionnaire which follows 

will help you create your political career forecast.

[image: image5.wmf]
Reality Check
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1.
Why do I want to run for political office?

2.
What are my greatest personal strengths?

3.
How can these strengths benefit the campaign?

4.
What are my greatest weaknesses?

5.
How will these weaknesses affect my campaign?

6.
When people see me, what is their first impression?

7.
How do I handle difficult situations?

8.
What issues do I support?

9.
What will be my message to the voters?

10.

Who do I know who can help me in my campaign?

List five groups who will help me get elected:

A.________________________________________________________

B.________________________________________________________

C.________________________________________________________

D.________________________________________________________

E.________________________________________________________

List three groups who will work to see me defeated:

A.________________________________________________________

B.________________________________________________________

C.________________________________________________________

11.

Do voters know who I am?

12.

How much money do I have personally to invest in this campaign?

13.

Would others contribute to my campaign? WHY?

14.

Who would volunteer to work on my campaign?  WHY?

15.
Do I have key people to serve as the campaign manager, finance director, and public relations coordinator?

16. 
Am I ready to campaign?

yes


no



A. 
Am I in good health?


______

______



B. 
Do I look healthy?



______

______



C. 
Can I give effective speeches?

______

______

D. 
Can I handle difficult people 

     
and challenging situations?

______

______



E. 
Do I have a sense of humor?

______

______

F. 
Is my family ready for political life?
______

______

17.

What political opportunities are available to me?

18.

How informed am I about the district in which I would be running?

A.
Who are the voters?







yes

no
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Do I know the district’s population profiles?
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B. What are the major issues facing my district?

1. __________________________________________________________

2. __________________________________________________________

3. __________________________________________________________

4. __________________________________________________________

19.
What are the legal or constitutional responsibilities of  this political position?  What are the legal constraints of this position?

20.

Is this an open seat or is there an incumbent?

A. Who else will be running in the election against me?

B. How does this potentially affect my chances to win?
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Friends and Family Questionnaire
This letter could be sent to friends, family members, business associates, and community contacts.

Dear _____________________________,

I am considering running for political office.  Your feedback would be most helpful as I determine my political direction. Thanks for taking the time to answer these questions. You may either write down your responses, or we can visit over a cup of coffee.  Thank you so much for helping me with this important decision.

1.
What are my greatest personal strengths?

2.
How could these strengths benefit my political campaign?

3.
What are my greatest weaknesses?

4.
How do you think these weaknesses would affect my campaign?

5. Do people see me as a political leader?


yes

no
WHY or WHY NOT?

6. What issues do you think I would support?

7.
Do you think I can deliver a clear message to the voters?
yes

no



WHY or WHY NOT?

8. Who do you think would help me get elected?

A.__________________________________________________

B.__________________________________________________

C.__________________________________________________

Who would work to see me defeated?

A. __________________________________________________

B. __________________________________________________

C. __________________________________________________

D. __________________________________________________

9.
Do you think voters know who I am?

10.
Who do you think would contribute to my campaign?

11. Can you personally invest time, money, or other resources into my 

campaign?

yes

no

detail

TIME



_____

_____

__________

MONEY



_____

_____

__________

OTHER RESOURCES

_____

_____

__________

12.

Who do you think would volunteer to work on my campaign?

A. ______________________________________________________

B. ______________________________________________________

C. ______________________________________________________

D. ______________________________________________________

13.

Do you know someone who you believe would make a great:

Campaign Manager
______________________________________

Finance Director

______________________________________

Public Relations Director
_________________________________

14.

Do you think I am ready for political life?



YES. Why? __________________________________________________



____________________________________________________________



____________________________________________________________



NO, Why? __________________________________________________



____________________________________________________________



____________________________________________________________



If no, what can I do to better prepare myself for a political life?



____________________________________________________________



____________________________________________________________



____________________________________________________________

____________________________________________________________



____________________________________________________________



____________________________________________________________

ANALYZE THE VOTERS

What does it take to win an election?

Know the Voters!

The winning formula is:

Get one more voter on your side than your opponents.

To accomplish this goal, you must:

· Document voter history

· Estimate voter support

· Identify voter target groups

· Determine message delivery goals

· Assess message impact

· “Guesstimate” voter turnout

The Document Voter History worksheet on the next page will help you document voter history in your district.

The Estimate Voter Support worksheet that follows can help you tailor your message to specific subsets of voters.
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Document Voter History

1. 
Number of registered voters who voted in the last election: _____________

2. 
Since the last election for this office, voter trends in the district have:

A. Remained the same
________
_______

Yes

No

B. Shifted 


________
_______







Slightly
Markedly

in which direction
 
_______________________________________

3. 
Give an explanation for the shift in voter trends.

4. Will the reason for the shift in voter trends be an issue that you will need to 

deal with in your campaign? Why? 

5. 
What effect will this change in voter trends have on your campaign?

Estimate Voter Support

It is not enough simply to identify registered voters and voter trends. You must also accurately analyze voter support. At first this may seem very time consuming, but running for political office does not allow for second chances.  

Always remember to Do It Right the First Time!
From among registered voters, create subsets of voters for whom you can develop specific goals. For example, create subsets based on gender, marital status, residence, ethnic background, and so on. Affiliations and associations are natural subsets. Concern for various community issues groups voters into yet other subsets. To create your own subsets consider these examples:

· Gender: Men/Women

· Marital Status: Single, Married, Divorced, Homosexual/Lesbian 

· Residence: Renter, Homeowner, Landlord, Homeless

· Ethnic Background: Hispanic, Asian, White, African-American, American Indian, Other

Affiliations and Associations:

· Religious

· Political

· Labor/Unions

· Professional

Community Issues:

· Education

· Crime

· Health Care

· Environment

· Employment

Your campaign needs to effectively analyze and target each of these subsets. Then, your campaign will need to create voter goals for each voter subset. 

DELIVER THE MESSAGE

Selecting the correct medium for your campaign message is critical to your political success.  Use these guiding principles when choosing your delivery methods.

· Repetition is Effective. 

The most effective political communication is “repetitive” contact through different delivery methods, to a targeted group of voters.

· Focus your Energy. 

If money is tight, it is better to dominate a few delivery markets than to use them all sparingly.

· Engage your Opponents.

Try to predict what media your opponents will use, and determine how you can best counter-act their message. 

Remember, an incumbent will use a different media approach than a challenger.
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First, identify your campaign issues

· Look for things that really “bug” you and other people.

· Weigh the strengths and weakness of each issue.

· Find a way for voters to identify with the issues. You’ve lost the voter who cannot identify with your issues.

· Select only two issues. A potpourri of issues is counter-productive to the campaign. 

· Keep the issues simple. Once committed, stick with it throughout the campaign. Don’t be swayed. A change in position on any issue can split the organization and torpedo the campaign.

· Be realistic. Remember that any viable issue with true voter impact is loaded with pluses and minuses.
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Second, develop your message. An effective message must be:

· Simple

· Concise

· Easy-To-Remember

· Believable AND 

· Voters must be able to identify with the message

Third, create several slogans.  

· An effective slogan should contain six words or fewer.  

· Slogans help voters remember you, especially in the voting booth.

Finally, establish a Theme. 

· Many believe that campaigns are fought not on the issues but on the theme. The best election themes are those which weave in your points of agreement with voters and identify your opponents’ points of disagreement.  

· Coordinate your theme with the issues.  Your theme should be present in all brochures, fliers, media releases, and at all public functions.  Be sure to select campaign colors.

REMEMBER: there are two types of voters:

· Informed = 14%

· Uninformed = 86%
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COMMUNICATION METHODS

There are many ways to reach voters. All are effective if used thoughtfully. Here are some important communication points to remember about the various methods.

DIRECT MAIL

1. Be imaginative. Make it simple to read, but interesting. Make it visually attrac​tive, and avoid an amateurish appearance. You should have approxi​mately 50% blank space on a page for an easy, readable document. Too much text/informa​tion on a page and people will not read your campaign literature. Avoid glossy/shiny paper, as it can be hard for anyone over 40 to read! Use at least a12-point font; smaller fonts are too hard to read (example: this is 14 point; this is 12 point; this is 10 point). Be judicial in your use of colored paper. Bright florescent papers may get your voters’ attention but may be hard on their eyes. Use black ink, not gray, for best contrast and easy readability.  

2. Be complete and accurate. Be sure all important information is included. Spell check your document and have someone else proofread it. Remember to include a phone number/address for voter follow-up contact.

3. One direct mailing in a campaign is better than none. Two are twice as good. Three or four are even better.  

4. Budget permitting, integrate a series of mailing into the campaign timetable. In a four-step mailing, a workable schedule is:

· Piece 1 – mailed three weeks before election

· Piece 2 – mailed two weeks before election

· Piece 3 – mailed one week before election

· Piece 4 – mailed first class so it arrives one day before election 

5. Mailing lists are available. Sources include political parties, registration lists, area directories, organization and association membership lists and telephone directories.

6. Mailing services are available in a growing number of cities. Volunteers can always assist with bulk mailings, if they have knowledge of the current bulk rate procedures established by the U.S. Postal Service.

7. Treat your own neighborhood separately. Mail more personal letters to your neighbors, asking for support and inviting them to call with questions/ideas.

BILLBOARDS 

1. Establishing candidate recognition is the sole purpose of billboards.

2. Billboards should use few words, and unique photos and artwork. 

3. The candidate’s last name should be the most dominant element and the first thing the voter sees. Place the office sought under the name, then the party affiliation, if the race is partisan.

4. To be effective, your billboard should be located in an area where potential voters will see it. 

5. Look for firms listed in the Yellow Pages under “Advertising–Outdoor.” Such firms can assist with locations and artwork and can work within your budget.  

6. Find out how far in advance you must reserve a billboard so that it will be in place during your campaign. Does the Outdoor Advertising firm require a deposit before it will commit space for you?  

7. Billboards are susceptible to the whims of Mother Nature.  Make sure the Outdoor Advertising firm inspects and repairs its billboards frequently.

YARD SIGNS
1. You will need at least 500 signs.

2. Obtain written permission from home/business owners before placing signs.

3. Choose colors that are consistent with other written publications your campaign produces.

4. Incorporate your party symbol, if appropriate.

5. Ask volunteers to help place the signs.

6. Investigate all local regulations regarding when signs can be placed and when they must be removed. Keep an accurate list of where signs were placed.

7. Arrange to have signs taken down after the election.

DOOR  TO DOOR

1. Be careful about campaigning on Sunday.  Many individuals, due to faith, do not believe it is appropriate.

2. Door-to-Door campaigners should always:

· travel in twos;

· leave a schedule at the office;

· have change for phone calls; and

· for safety, wear bright/white clothing while campaigning in the evening.

3. Place volunteers in their own neighborhoods, where they will have a greater impact and greater credibility.

4. Remind volunteers to be succinct.  Keep your campaign message short and simple.

TELEVISION

1. Television is expensive. Unlike radio, saturation schedules are not necessary to get your message across.

2. Use specialists for production when using this medium.

3. Ask the station for demographic viewer breakouts before selecting your time spot.

4. Virtually no sixty-second spot time is available during the prime evening hours.

5. Generally, sixty-second productions can be scheduled during the daytime or during the late evening talk shows and movies.

6. Twenty-second spots between programs and an occasional spot inside a show can be purchased, if the campaign commits early enough.

7. Cluster your spots when adult viewers can be reached.  Avoid the morning kiddy programs.

CABLE ACCESS: Utilize cable access, and develop a 15-minute forum.  Ask a moderator (e.g., League of Women Voters President) to question you.  Plan this ahead so it can be repeated several times before election.

RADIO

1. Forty percent of Americans consider the radio their prime source of news.

2. The last two weeks before the election is the most productive time for radio spots.

3. One spot—unless it is truly different—is soon forgotten by the listener. But a saturation schedule begins to permeate the mind.

4. Sixty-second spots give time to develop one issue. Thirty-second spots can give the highlights of an issue and illustrate your qualifications. Ten- to fifteen-second spots are valuable in creating an awareness of your name and the office you seek. All have a place in the campaign.

5. Five-minute programs—even if the station will clear the time—are of questionable value.

6. Well-done radio spots should trigger the imagination of the listener and let the listener paint a visual picture of you and your values.

7. The Expenditures Limitation Act includes a small notation saying that if the candidate appears in the production, identifying the candidate and the office sought, the spot qualifies for the “local” rate. This inclusion in the Act cuts the cost of radio time for the typical candidate by 30% or more.

8. Buy time on the radio stations that are right for you. Check the station’s demographics, which should include age, gender, income, education, etc. What is the station’s ranking in the market, and what is its program format?  See if this matches with your targeted voter profiles.

NEWSPAPER

1. Eighty-seven percent of all American households receive at least one news​paper a day. Eighty percent of all newspaper readers are of voting age. Eighty-two percent of subscribers read beyond the front page and into the sections that carry advertising.

2. Newspaper space is more readily available on short notice than any other medium.

3. An ad must be designed to get the reader’s attention. Do not try and fill every line; remember the 50% white space rule.

4. A color ad can have eight times the readership over the same ad without the color background.

5. Submit Letters to the Editor by the newspaper’s deadline. Obtain letters from key individuals who will write extremely well of you as a candidate.  Review these letters to make sure that they convey what you want to say.  

6. [image: image16.wmf]Establish a good relationship early with reporters.  THINK before you speak.  Whatever you say may be taken out of context.

WEB PAGE

Planning Your Web Page

1. Determine the audience and the purpose of each page, and design the page accordingly.

2. Anticipate what browsers your audience will use, so you can design the page to conform to those standards.

3. Determine on what server your Web page will reside and how the directory will be structured. Divide your Web page into categories and give each category a separate sub-directory. Place related files into appropriately titled sub-directories. Be sure that your directories are accessible to the people who will be working with the files and restricted from those who do not need access. This will make your page easier to maintain.

4. Determine the resources you have available to assist in page development. This will help you decide if your overall plan is too ambitious. Also, you will be better able to set a more accurate timeline for the project.

5. Determine who will handle the comments for the page, and set up an e-mail account for the individual (s) to receive the comments.

Designing Your Web Page

General Design Guidelines

1. Develop your pages from the general to the specific. The more general you make your main page categories, the fewer additions you will have to make to that page. This helps avoid having your main page end up as a long list of topics.

2. Consistency is the cardinal rule of all design activities. Consistent design enhances learning and is visually pleasing.

3. Although technology makes it easy to download graphics and wallpaper, as well as copy text or even application code from other home pages, this doesn’t make it right. Be sure that you have permission to use other people’s material so that you don’t infringe on their copyrights.

4. Make information “scannable” so that people can get “in” and get “out” quickly. Writing should be brief, with short words, sentences, and paragraphs.  Users want to skim online information. Use highlighting, lists, headings, and indices to help them get “in” and “out” quickly.

5. Each home page must stand by itself, because browsers can link to a particular part of your work from anywhere.

6. Don’t use bold or italics unless they are genuinely necessary, and make sure that you have a formula governing which to use when. A formula should determine how and where you use heading levels.

7. Make text and links or “hotspots” different colors so users can distinguish between them easily.

8. Give your filename that identifies the content of the page, whenever possible.

9. Include as much white space as possible. White space increases readability.  For example, use bulleted lists instead of paragraphs when appropriate.  However, don’t use so much white space that it lengthens your page considerably, forcing people to scroll to receive pertinent information.

10. Separate information with horizontal rules (represented by <hr> in HTML). Use them to set off different sections or topics.  Rule of thumb for horizontal rule-lines: if using a horizontal rule would not clutter your page, use one.

11. Inform your audience of the status of the page by using an “Under Construc​tion” graphic or another informative heading. All information (even if incom​plete) is useful, but the user should be informed of the stage of development of the page.

12. Use good graphic design principles. Do not include a profusion of different headings, colors, graphics, “blinkies,” etc. on a page. Too many design elements distract from the content of the page.

13. Many people are color-blind and can’t distinguish between “red” and “green.”  Try not to use these colors predominately in your page.

14. Consider creating a “text only” version link at the top of pages that contain many graphics, so people have the option of going straight to the information.

The Body of the Page

1. Ideally, each of the pages to which your home page links should have some of the same identifying features—graphic cues (wallpaper, header, etc.), page layout, navigation bar, or other unifying features—that indicate that they are part of the same home page.

2. Use headings to break up text and create white space. Use heading levels in order, with heading 1 at the top of the document, heading 2 following heading 1, and so forth.

Page Length

1. Do not make your pages too long. Use a hierarchical set of menus that group items into meaningful categories that move from the general to the specific. This allows your audience to select only those items of interest.

2. How long should you make each page? As long as it needs to be to get your point across. The most important thing is that a document should put across a well-defined concept. A “page” can be as small as a footnote and as large as ten printed pages or more. Don’t worry so much about the length of the page; be more concerned about developing the concept.

3. There are, however, several considerations that influence page length. One is the length of time it takes for the page to transfer to your screen. The longer the time it takes; the more apt the user is to stop the transmission and go some​where else. Also, users don’t like to have to scroll to retrieve information.

4. Keep it simple! Too many graphics or icons increase the time it takes the page to load. If your graphic design structure is complex, you should carefully evaluate the advantages you gain from it versus the time it takes to load.

5. Avoid using graphics alone to convey a message. Graphics should complement the text. Don’t just add them because you can. When using icons, accompany them with text labels for maximum user comprehension.

6. Test your graphics with various platforms, monitors, and Web browsers. If you use image maps, ask others to test your map and to let you know if they encounter any problems using it. Many computers can’t view graphics, so make allowances for them.

Use Links Effectively

All Web pages should contain a link back to their home page.

Navigation Aids

Buttons make great navigational aids. An element of good page design is to have consistent buttons throughout the Web site link back to the home page. This gives consistency to the Web site, so users know when they are in the site and when they are outside of it. It also gives them a quick way to return to the home page.

Closing your Page

Original: Include the date the page was created, the author (s), and the author’s department. Include both the person responsible for the content and the person responsible for coding the document.

Testing your Page

1. Spell-check your document.

2. Check to see that all links take the user where s/he is supposed to go.

3. Before you publish, test all Web pages using various platforms, monitors, screen resolutions, and Web browsers such as Netscape, Mosaic, and Lynx to be sure your HTML tags and links work the way you want them to work.  Test your pages on different versions of the browser software also.

4. Documents transmitted over a modem are not going to display as fast as documents will over a network.  Before publishing your document, be sure to “test” the time it takes to access your document remotely, if possible.

Maintaining your Web Page

1. Determine who will be responsible for updating the informa​tion and keeping it current.

2. You may want to request feedback from visitors to your page. This can be done by having comments sent to an e-mail account or by including a survey form on your pages.

3. You may wish to set up a review system for the pages when revisions are necessary.

4. Check your documents regularly for broken links.

5. Review not just the text but also the graphics periodically to make sure they are still current.

RUNNING THE CAMPAIGN

A successful campaign requires a dedicated and knowledgeable candidate. It requires careful research into voter trends and voter groups. It requires an effective message and delivery of that message. It also requires money, personnel, and people-management skills.

It Takes Connections

Think of all the people you know. Start writing down their names. Think of their connections and how you can use this information to meet the voters.  

· What groups are your friends and family associated with?  

· Who do you know through work, church, and volunteer experiences?

Keep adding names. You will be amazed at the way your “circle of influence” can grow and develop.

Once you have identified the people and their connections, ask for their help. They can supply you with information on the group: 

· group leader

· phone and fax numbers

· address

· group’s interests

· potential volunteers
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   Money

Develop three budget plans:

1. Bare bones budget.

2. Bare bones budget + extra dollars for election week.

3. Bare bones budget + election week dollars + campaign crisis dollars.

Now you know how much money you will need.

· Identify your target campaign contributors.

· Be creative in designing fund-raising events.  Plan around holiday themes or community activities.

· Be sure to track all campaign contributions.  Keep detailed financial records. 


Your Winning Team

Start to create your “winning team” by identifying volunteer positions for your campaign. Write out job descriptions, outlining the role and responsibilities for each position. Keep a running list of potential volunteers. Review the list with your campaign staff. Make the best matches possible between a volunteer’s skills and the job responsibilities.


 Coordinator positions and responsibilities to consider:


Attorney





Photographer

Correspondence




Publicity


Computer Database



Special Events


Fund-raising




Treasurer

Issues





Victory Celebration

Media





Volunteers

Newsletter





Yard signs
Phone bank




Before you make a final decision on who will be on your team, meet individually with each volunteer. Make sure the volunteer understands the role and the commitment needed. Take time to review the job description with the volunteer. Find out if s/he needs training. Is there someone who can serve as a mentor, perhaps someone who held this position in another campaign? Look for ways that you can support your volunteers and ensure their success in their roles. 


Maintaining Harmony

The key to a successful election team is its people. The team must be able to deal with different attitudes, skills, and work habits and must keep striving towards a common goal—winning!

The best campaign teams allow people to have fun and make them feel that they have made a difference and are appreciated.

Maintaining harmony and keeping the team productive is everyone’s job!

The secret for success is momentum, not just the will to win, but the refusal to be defeated. Without momentum a team can become stagnant, positive morale can vanish, and simply completing each week can become a real struggle.

Keeping momentum is really no secret. It’s the way the team walks through the door each morning. It’s the way the volunteer answers the phone, or the way problems are handled. It’s the way you mentally prepare before the start of every day. It’s the sum of everyone’s attitude that keeps the momentum rolling forward.

Acknowledge campaign workers.  

Acknowledge voters in a letter to editor.  

Acknowledge donors.

Roll the Dice, or Campaign Strategy

· Take time to create a campaign business plan before you begin the campaign.

· Glean information from former politicians, current elected officials, and campaign volunteers. Put this information to work for you.  

· Look for common concerns among disparate groups.  Do you need to study an issue more thoroughly?  Rethink your position? Get more information?

· Along the campaign trail, stop and evaluate your campaign progress. 

· Solicit input from as many different impartial sources as possible.

· You will need endorsements from organizations and individuals which are well respected and reflect your position.  Make a personal approach for endorsements.

· Your photograph is important.  A picture is worth a thousand words.  Be sure your photo sends the “message” you want to convey.

· Select a treasurer who will take the time to understand campaign requirements.  Someone who will keep the books carefully, file when required, and make payments on time.

· Pay attention to campaign finance filing deadlines, and submit your reports on time.

· Remember, win or lose, enjoy yourself!

THE A, B, Cs
OF A SUCCESSFUL CAMPAIGN

A
Ask an attorney and an accountant to be part of your campaign team.

B
Build coalitions; they win elections.

C
Create a campaign message and timeline.

D
Delegate, delegate, delegate.

E
Establish campaign objectives.

F
Follow up with personal notes of thanks.

G
Give volunteers well-defined, specific, realistic, and understandable tasks.

H
Hold regular staff briefings.

I
Interview volunteers personally when possible.

J
Join a fitness center or establish a daily fitness routine.  

Staying in tip-top physical shape serves as a stress reliever.

K
Knowledge . . . make sure you know all the issues facing your community 

and where you stand.

L
Learn campaign rules and regulations regarding accounting and 

reporting guidelines, to ensure total compliance.

M
Meet lots of new people; increase your circle of influence.

N
Never lie . . . no matter how tempting.

O
Offer to debate the issues with your opponents.

P
Personally preview all printed material and broadcast messages.

Q
Question the voters . . . When I’m elected to office, what’s the one thing 

I should remember/focus on?

R
Remember to pace yourself and your campaign.

S
Show the voters that you care.  Have you previously volunteered your time, 

donated personal funds, been a visible presence in your community?

T
Talk to the voters; really listen to what they have to say.

U
Update your calendar daily and inform key staff, family, and employer about 

any changes.

V
Value volunteer contributions with a personal thank-you, special treats, etc.

W
Waffling . . . make sure you’re not, on issues and values.

X
Exercise budget control.

Y
You . . . Make sure voters get to know the real you.

Z
Zip across the victory line with plenty of zeal.


Notes. . . . 




Americans are looking for better ways


to understand and shape public policy


at the local, state, and national levels.





Citizens are looking for ways


to make their communities work better


and to face their problems.





Americans are also looking for politicians who will work with them and for them, not for special interest groups.
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Winners anticipate the direction in which the race is going to go!





Always remember, simply getting out the voters will not help you.





You must get out the voter


who will vote for you!











Winning depends upon:





getting the right message


to the right people


at least 4 to 6 times


in a variety of ways


in the last 4 to 6 weeks of the  campaign.





























Single issue candidates may win primaries . . . 





but they seldom win the general election.











Take the time to educate the voters


on the issues at hand.





Practice sharing your message and answering questions.





Always give a thoughtful, reasonable answer.





Let people know how you feel


and that you care about these issues.











It is easier to bring the candidate to the people


than to bring the people to the candidate.








You can tell a lot about candidates


by the company they keep.
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In handling money


always be:


Penny Wise & Election Smart
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Be sure to find out how volunteers prefer to 


receive thanks and recognition for their efforts.








See you in the


Winners Circle!!
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