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What we’ll cover
• Run for Office—How to discover the positions for which you’re eligible  

• Case studies—‘Long shot’ successes and campaign wins 

• The campaign arc—Pre-campaign work and campaign launch 

• Infrastructure—The digital tools you need to run a campaign 

• Who we are—How we can help 



Key definitions 
• GOTV = “Get out the vote” efforts aimed at increasing the voter turnout in elections  
• Precinct = everyone whose ballot goes in the same box, it can be as small as a few blocks 
• District = everyone who has the same representative(s) in some body  
• Phone Banking = political campaign strategy to collect voter data and get out the vote. 
• Canvassing = the systematic initiation of direct contact with individuals 
• Turf cutting =  the process of defining customized boundaries on a map 
• Voter file = a list of all the registered voters in your district 
• E-day = election day 



How to find the offices   
you’re eligible for 



The world needs more and better leaders. Could you be one of them? 
Check us out at runforoffice.org



• Free database allowing you to find the offices for which you are eligible to run 
• Surfaces elected offices, filing window deadlines, and election dates 
• Offer a free Course “How to Run for Office” 
• Get a free voter file with all the voters in your district 

RunForOffice.org



Run for Office Partners 



What does it take 
to run for office?



Campaign wins  
and success stories 



Randall  
Woodfin



Randall Woodfin
• Amid a flurry of new progressive candidates running for office in the first half 

of 2016, this  36 year old former school board president campaigned for 

mayor of Birmingham, AL   
• He beat a 7-year incumbent 
• Became the youngest mayor in more than a century of the city’s history  
• Inspired 11.5K first-time voters to turn out in a municipal election 
• Managed a 19-point victory to reach this milestone 



Andrew 
Yang



Andrew Yang
• An outsider candidate in an already crowded 2020 presidential race has 

raised upwards of $4.5M in the first two quarters of 2019 
• The Yang Gang—has drawn media attention for its passion and commitment  
• Surpassed the 65K individual donor threshold to qualify for the first two 

rounds of debates  
• The campaign surpassed 130K individual donors—the donor requirement for 

the 3rd and 4th debates—but they still need to hit 2% in four qualifying polls



Sally for Mayor of Quincy, MA
Our hypothetical candidate 



The Campaign Arc 
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Pre-Campaign Work 



Calculate your win number
• Win number = the minimum number of votes you need to win  

• File request for election results for the last three elections in your district  

• Calculate average voter turnout based on voter history  

• Your vote goal = 50% of your voters + 1



Calculate your win number
• 10,065 people turned out to vote in the 2010 election.  

• 2014 had 8,221.  

• So, to find the average of these two elections, we’ll add 10,065 and 

8,221, and then divide that number by 2, which gives us 9143.



Calculate your win number

10,065 in 2010 

 +      8,221 in 2014 

18,286                         

÷           2 elections 

9,143

9,143 x 0.53 = 4,846 



Understand your timeline 
• Calculate the number of days between now and election day  
• FEC deadlines, absentee deadlines, events within timeline, etc. 
• Add in filing and reporting deadlines and major holidays 
• Figure out how many supporters you need at various points of the 

campaign will help you create benchmarks to help you stay on track 



Understand your timeline 

Win number 

# of weeks until election day
# of new supporters 

needed per week =



• Investigate budget reports from other campaigns in your district  
• Operational costs = material things you need to run your campaign  
• Voter persuasion costs = any costs associated with outreach to 

your supporters 
• Use campaigns costs to establish your fundraising goals and 

benchmarks 

Budgeting 



Budgeting 



Secure your messaging 



Secure your messaging 
• It’s not all about you, it’s about your community 
• Why are you running for office?—supporters don’t care about your 

résumé, they want to know your story  
• The story of self, us, and now 
• Find your allies—groups, officials, committees, organizations, etc.  
• Consider which issues are most important to your supporters  
• Your key issues should be a part of your story



Secure your messaging 



Find your universe 



Find your universe 
• Make a list of supporters you have at the very start of your campaign  
• Review your list and consider the trends that surface  
• Establish who are the main constituents you care about 
• Make sure to spend time and energy focusing on people who show a 

strong history of tuning out to vote 



Find your universe 

fundraising



Voter identification



Voter identification 
• Conversation types—door knocks, phone banks, mass communication, 

social media, etc.  
• You need to speak to your voters at least 7 times 
• Have conversations with registered voters to identify their level of 

support for you, or total lack thereof 
• Make sure you’re keeping track of every data point you acquire  
• You need to be recording voters’ support on a scale of 1-5



Voter identification 



Voter persuasion 



Voter persuasion 
• Remember, supporters want to know your story  
• This is your chance to leverage the data you’ve collected and convert 

people who have never heard of you into supporters  
• Focus on the universe who is still undecided 
• Know your people, listen to them, and insert their points of concern into 

your message 
• Allow your supporters the opportunity to connect their story to yours 
• Create several iterations of your public narrative 



Voter persuasion 



Voter persuasion



Donor recruitment



• Start thinking about people who are already supporters and endorsers—

separate people who can become fundraisers vs. people who can 

become small dollar donors 
• Use a combination of digital and offline touch points 
• Target your asks—make it personal to your supporters  
• Build ladders of engagement for your supporters 
• Employ peer-to-peer fundraising 

Donor recruitment 



Donor recruitment 



GOTV



GOTV
• Lock in GOTV universe  

• You need to focus on your Your Win Number 

• Only engage with people who do not regularly vote 

• Target the right people without duplicating efforts  

• Everyone should be set up with a plan of attack



• Communication—Send 3 emails and 3 texts 
• Social ads—Messaging about the candidate, day of  
• Candidate—It’s important where you show up  
• Data Entry—Be nimble enough to act quickly! 

GOTV



Your digital infrastructure



The non-negotiables
• An action-driving website  
• Supporter database or CRM  
• Your voter data  
• Advanced segmentation and mapping tools   
• Mass communication tools—email and texting 
• Fundraising software  
• Event registration software  



Additional resources 
• Canvassing technology  
• Phone banking technology  
• Data analytics tools  
• Data enhancement tools  
• Peer-to-peer fundraising  



NationBuilder has everything you need in one place 



Everything you need in one place 
✓ Supporter database with targeting 

and mapping tools  
✓ Advanced targeting and segmentation 

tools  
✓ Mass communication tools that allow 

personalized outreach at scale  
✓ Customizable and fully integrated 

website  

✓ Volunteer signup pages, event pages, 

petitioning, surveys, and peer-to-peer 

tools optimized for action 
✓ Integrated online fundraising tools 

allowing one-time and recurring 

payments  
✓  Technical and on-boarding support  
✓ Strategic account management 



On the ground vs. digital 
Technology isn’t the strategy for your political campaign



Ready to build the future?  

Start for free at https://nationbuilder.com/aba 

Or reach out directly & we can help you get started 
srochford@nationbuilder.com 

tsayig@nationbuilder.com 



tsayig@nationbuilder.com  
srochford@nationbuilder.com


