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Course Creators
Genevieve Thiers is the master editor and donor of the
#techyourself guide, and the tech trainer on RUN the Series
(runtheseries.com.) The Techyourself guide is a coalition
effort across over 100 leaders, 10 guide creators, 6 tech hubs
and 80 distribution partners to get Left candidates caught up
to their Republican counterparts in terms of digital training
and tech usage in the 2020 elections. Genevieve is a tech
founder and innovator, and the founder of Sittercity.com,
launched in 2001. Now with millions of users all over the
world, the site has raised over 52mm, revolutionized childcare, created and sold a B-B corporate division, and won over
18 major awards and been the subject of thousands of media
stories, including the TODAY show, the View, Ellen, CBS,
NBC, Fox, CNN, and many more. Thiers is a huge promoter
of women, and has invested in over 15 female-run tech companies. She is on the board of 1871 Chicago, and the WEI
Institute for Women in Technology. She speaks around the
world on topics relating to women in power, women in tech,
tech and politics, and how America needs to revitalize and
re-platform its systems to capture the new digital generation.
You can see her political work at www.newfounders.us. You
can see her tech work at www.sittercity.com and www.genevievethiersentrepreneur.com. She is a mother of twins.
Megan Clasen is a political consultant who specializes in
digital work, in particular paid media and creative. She graduated
from Miami University of Ohio with a marketing degree, and went
on to spend the first part of her career working at agencies in New
York learning best practices for digital through the private sector.
She then took a digital media role in Hillary Clinton’s campaign
office, where she spent a year and a half working on digital advertising for Hillary’s primary and general elections. She learned
how to build a list of donors online (her team raised over 100M
for the campaign with digital ads) and how to use digital ads to
persuade voters through a wide range of online partners. She also
worked on GOTV efforts, such as voter registration, commit to
vote programs, early vote, vote by mail, etc. Megan then took this
skillset and applied it to her next job as Digital Director for JB for
Governor, where she built the largest statewide digital operation in
the country. Most of the digital team was hired in house, allowing
them to respond rapidly and work closely with other departments
to implement digital strategies. All of the digital creative (including video advertising) was done by the internal team, and tested
through online surveys to prove the effectiveness prior to launching. Megan is passionate about continuing to push for digital
advancements on campaigns, and for digital specific creative that
is optimized to the online experience.
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Michael Kurtz is a Michigan political consultant who
worked the 2018 cycle as an advisor to Voters Not Politician
and Campaign Manager for Gupta for Congress. Prior to
this, Michael acted as Director of Business Development for
digital targeting firm DSPolitical. He has previously served
as National Finance Director for O’Malley for President,
National Finance Director for Alison Lundergan Grimes’
Kentucky senate campaign, and Deputy Midwest Finance
Director for Obama for America.

Mario Piscatella is the Founder and President of MPA Political
LLC. After managing one Congressional campaign and consulting on
another during his final semester at San Diego State University, Mario
was hooked on campaigning. Since graduating with a BA in Political
Science, Mario has worked on numerous campaigns for Congress,
US Senate, State Legislature, Governor, and Mayor. Mario spent the
2013/2014 legislative term in New Hampshire working for Speaker
Terie Norelli and the Democratic House Majority. As the Communications and Policy Director, Mario worked to pass the Speaker’s agenda
in support of working men and women across the Granite State. The
cornerstone of this work was the passage of the New Hampshire Health
Protection Program, which provided health care access to more than
50,000 low income Granite Staters through the Medicaid Expansion
provisions of the Affordable Care Act. Whether it be campaigns or
advocacy, Mario pushes for long-term thinking and investments - with
this in mind he is driving for more focus on data in everything we do.
Callan Martinez is an attorney and has worked at all
levels of Democratic and progressive campaigns for the past
decade. She served as the ED of the Democratic Party of
New Mexico from 2013-2014 and most recently worked as
the campaign manager for a congressional race in the state
of Washington. She has practiced civil and criminal law.
She provides pro-bono legal services to immigrants who are
applying for citizenship and sits on the committee for QLaw,
Washington’s LGBTQ+ Bar Association. During law school,
she was awarded the prestigious HOPE law fellowship to
work with a women’s rights nonprofit organization in Kuwait
to abolish honor killings. She has helped countless candidates
and activists harness the power of grassroots organizing for
immigrants rights, gender equality and progressive values.
She has her Bachelors in Philosophy from Whittier College
and earned her J.D. from the University of Miami School of
Law.
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Beth Becker is the founder of Becker Digital Strategies, a boutique political digital consulting firm specializing in top-level digital
strategy, social media strategy, and digital training. Well known for
developing and leading week long digital boot camp trainings and
mentoring the next generation of digital campaigners Beth and her
team work with organizations of all sizes across the globe to maximize their impact on digital in order for them to be successful in
their on and offline campaigns.		

Jake Braun is Chief Executive Officer of Cambridge Global Advisors (CGA) and Managing Director of Cambridge Global
Capital (CGC). In this capacity, Mr. Braun has worked extensively
on national security and finance issues throughout the U.S., Europe,
Asia, Africa, Middle East and Latin America. Prior to joining the
University of Chicago faculty and Cambridge Global, Mr. Braun
was appointed by President Obama as White House Liaison to the
Department of Homeland Security (DHS) where he oversaw some of
the most high profile public engagements executed at DHS. Prior to
his tenure as White House Liaison, Mr. Braun served on the Presidential Transition Team for the Obama Administration as Deputy
Director for the National Security Agencies Review. I Mr. Braun
also designs and implements political campaigns in the U.S., Asia,
Africa, Latin America and Europe. Before coming to Washington,
Mr. Braun served as the National Deputy Field Director to the 2008
Obama for America Campaign, overseeing an effort that utilized the
most sophisticated grassroots, social media and data analysis available. In addition to his role at Cambridge Global and the University
of Chicago, Mr. Braun is co-founder of the DEF CON Voting Machine Hacking Village.

Kevin Pujanauski is a community organizer, experienced technology leader, and consultant dedicated to helping progressive candidates win and make change at the state
and local levels. Previously, he was the Head of Product at
Edovo, a fast-growing mission-driven education technology
company, where he took multiple products from concept to
national scale. He began his career focusing on public-private partnerships at management consultancy McKinsey &
Company.
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Haley Bash is an experienced full stack engineer and digital
and grassroots organizer that builds customizable, sustainable
solutions for progressive organizations and candidates to integrate into their core operations including campaigns, county and
state parties, national and grassroots organizations, and vendors.
This past cycle at Red2Blue she ran the peer-to-peer texting
programs for 147 candidates across the country, overseeing 100
volunteer leads and 1,000 volunteers to reach 3.8 million voters
in 23 states.

Dylan Cate is a field and organizing strategist with over
10 years of experience with labor unions, campaigns, the
Democratic party, and community based organizations. He’s
worked on unionization drives in four states, developed the
first scaled up relational organizing program as Field Director for Brady Walkinshaw for Congress in 2016, which
mapped relationships between volunteers and 75,000 voters, and designed and led the Washington State Democratic
Party’s first distributed canvassing and Organizing Academy
programs in 2017-2018, training 2,200 new volunteer leaders
to run community canvasses in their neighborhoods, and
knocking on doors in every county in Washington State.
Now, he helps organizations and campaigns design and
execute field, relational organizing, and training programs to
build power and win through his consulting firm, Dylan Cate
Strategic.
Deepak Puri of SF-based Demlabs is a Silicon Valley engineer and executive with 15 years experience at Oracle, Netscape
and VMware. He holds three software patents and is an expert
at software deployment and training. He is the co-founder of
Democracy Labs (DemLabs), a SF based non-profit that connects innovative new technologies to progressive campaigns
and advocacy groups. DemLabs regularly tests new apps and
freely shares details on how to best apply them on its website.
Its focus is on free and affordable software apps which lowers
the cost for candidates and advocacy groups to run smarter
campaigns.
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Expert Reviewers
Lauren Gepford, Executive Director of the Missouri
Democratic Party, has been a Democratic campaign and
non-profit strategist for the past decade. She began her
political career in 2009 running red to blue state legislative
races in Missouri. She’s held positions in Missouri, DC, and
Tennessee for candidate campaigns and advocacy organizations at all levels. Lauren has worked in all facets of politics
and campaigns but has specialized in data, digital, and technology over the past four years. Prior to starting as Executive
Director of the Missouri Democratic Party, she was most recently serving as Data Director for Governor Phil Bredesen’s
competitive US Senate race in Tennessee.

Robert Reynolds of VoteTripling is a behavioral scientist
who designs, tests, and disseminates free friend-to-friend voter turnout programs. As Co-Founder of VoteTripling.org, he’s
trained dozens of campaigns and GOTV organizations and
has got tens of thousands of voters to take his non-profit’s “I’ll
get three friends to vote” pledge. He was trained in behavioral
science at ideas42 and Harvard, where he worked under experts
in behavioral science and voter turnout. Robert is from rural
Montana and lives in Washington, DC.

Jay Parmley is the Executive Director of the Alaska Democratic Party. From 2001- 2005, Parmley was the Chairman of the
Oklahoma Democratic Party. At the time of his election, he was
the nation’s youngest chairman of a State Democratic Party. He
served Oklahoma Democrats in the dual role as Executive Director.
Jay has also served as the Executive Director of the North Carolina
and South Carolina Democratic Parties. From 2005-2008, Parmley
worked for the Democratic National Committee (DNC), first in
Mississippi before moving to South Carolina as part of DNC Chair
Howard Dean’s 50 state strategy. From 1999-2001, he served as
President of the Young Democrats of America. Parmley was an AtLarge member of the DNC from 2005-2009. In 2016, Jay directed
the Alaska Democratic Party’s Coordinated Campaign flipping the
Alaska House of Representatives from Republican to Democratic-led for the first time in over 20 years.
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Earl Dos Santos is an expert on digital ad strategy and automation. Earl is focused on testing & scaling innovative digital
programs so that progressive organizations & candidates can
achieve measurable results. He has been fortunate to work with
many different progressive organizations and influencers, such
as ACRONYM, Voter Participation Center, Julia Louis-Dreyfus,
Mark Ruffalo, Sister District, Change Research, New Data Project, Local Majority, We Stand United, and The People.

Jess Riegel is Co-Founder and CEO of Motivote, a voting accountability platform for Millennials. Jess started her career with
Teach for America, leading first-grade classrooms in New Orleans and Newark. As a consultant with Cause Strategy Partners,
she advised nonprofits and foundations on board governance.
She also led impact evaluation efforts for an ed tech startup, Kinvolved. While earning her MPA in Social Impact, Innovation and
Investment from the NYU Wagner School of Public Service, Jess
served on the Rockefeller Foundation’s social finance team. Jess
holds a B.A. in Urban Studies and Political Economy from the
University of Pennsylvania.
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Tool Champions
So many thanks to our Tech Tool Champions who are flanking us in our mission to “tech up” the Left!

***Please note that tool champions had no part in the curriculum of the guide other than some light editing
around mentions of their tools. These toolmakers are dedicated to providing expert review, funding and support for the mission of digitally teaching the next generation of candidates BEYOND just promoting their tools.
They wish you good luck in your run.
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A Letter From the Team
There is a glaring problem right now facing progressive and democratic candidates that want to run in
today’s America. Despite a recent explosion in innovation in political, electoral and campaign tech, most candidates are not using tech properly in their campaigns (or at all) when they run. Facing limited time, a desperate desire to fundraise in the era of Citizens United, a sea of over 300 tech tools and a rise in partisan politics,
most candidates are giving up in frustration when faced with the additional hurdle of trying to learn how to be
digitally savvy. This is leading candidates to hire (and overpay) tech consultant experts with exceedingly varied
backgrounds and success levels early on, or have an “all or nothing approach” where candidates either run from
tools altogether or try to use ALL the tools that they can and end up wiping out trying to figure them out and
deal with tool integration. State parties, who want to help, are overwhelmed with requests but often struggling
to find their own quick frameworks within which to understand tech and how it relates to campaigns. And free
resources--from free websites to donor-facing texting arms to tech support--are often just an email or call away,
but there is no clear centralized guide of these resources for candidates to date.
Not only are candidates on the Left not using tools right; they are also in the dark about how critical digital
media spend is in today’s landscape. Our most outdated consultant models still call for TV and radio as primary areas of spend. If you are a candidate running today, you MUST channel a good chunk of your budget--up to
40%--into digital media (online ads on Facebook, Hulu, Google and similar) to win. While we’ve been distracted with over 20 candidates jumping into the 2020 presidential race, Trump has quietly already spent 4.5mm on
Facebook and Google ads already in 2019. This election will be won on who harnesses digital tactics the best,
and he is already winning.
The good news is that using the right tools and nailing your media spend can be taught. Being digitally
savvy in your run simply means having a clear picture of what percentage of your campaign’s funds will go into
tech-related team building, tool purchasing and data transfer at the beginning of your run, and organizing your
team around optimal use of digital tactics and spend when it comes to media. But the Left needs a digital playbook. #Techyourself is that playbook.
This framework document and the related online courses at www.techyourself.org aim to “level up” the
playing field for democratic and progressive candidates. The #Techyourself team is focused on emancipating
you to be the CEO of your campaign with a clear knowledge on how to run the most digitally savvy race you can
and WIN. We won’t cover the basics that you would learn in other training courses, like developing your story,
or learning about call time, or campaign basics. To learn those, you can head to National Democratic Training
Committee or VoteRunLead or Emerge America or any of the 18 other amazing training programs that we have
listed in the Free Resource Guide at the end of this document. We will approach from the other side, with the
aim of making you digitally savvy before you walk into your campaign, so that everything you do as the CEO of
your team is digitally informed from the top-down.
The consultants and hubs behind this free guide have broken from tradition. Usually when it comes to political expertise, everything on the Left comes with a price tag (regardless of value.) But this group is not following the old playbook of trying to sell or hide this information. We want you to teach yourself as much as you can
about tech before you run. We want you to teach your best friend how to do this, and set her up as your digital
campaign manager. We want you to apply cutting-edge technology testing at the level of school board and aldermanic campaigns, and share the results all the way up to the Congressional level. We’ve covered the 50k cost
of this guide and these courses so that they are free to you. We will stand by to consult with you in teams if you
need it but we hope you never need it and that our guide gives you enough. Why are we doing this? We believe
our democracy is at risk. We must emancipate our learnings, share our results, and tech ourselves up to the gills
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on the Left in advance of 2020. These things are key to us winning again and establishing our values as a party
within leadership.
If you finish our curriculum and still have questions about your campaign and digital tactics, we can happily set up a consultant meeting for you with two paired digital consultants that can examine various perspectives
around your issue. These consultants also have access to a wiki and Slack that contains a much larger set of
digital campaign managers, campaign managers and field managers and operatives from around the country
building campaigns, sharing tools and comparing test results…all without tool builders or firms in the room.
If you have an issue that stumps them, they can consult the hive brain and bring you a collective response. To
get a consultant meeting, please email consult@techyourself.org. But we urge you to read this guide fully first,
because we have tried our best to make it everything you need to know.
If you are a campaign manager, digital tech manager or field director or operative, you are also welcome to
send us comments or edits to the guide anytime. We are very aware that this is version one, and we consider
this a beta. We’d love to hear how you would add to the guide, and please know we plan to update it every year
(as well as continue to edit the live doc as we go.) For this reason, it’s a good idea to get onto our email list at
Techyourself.org for updates. You can also apply to join our internal campaign staff Slack group by emailing us
a headshot and bio at team@techyourself.org.

Good luck, and go win!
The #Techyourself Team, Sponsors and Partners
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The 2020 Playing Field
When it comes to the Right and the Left in the U.S., there is no question about who has optimized their tech
resources, their spending, and their training- it’s the Right. According to the latest Higher Ground Labs report,
“the higher volume and consistency of Republican money has stabilized conservatives’ technology development
and deployment, leading to a gap in both software and analytic infrastructure between the parties. Since at least
the early 2000s, conservatives’ federal spending by GOP party committees has typically been 30% more than
Democratic committees’, 90% more by conservative national non-profits, and nearly 3.5x more by conservative
lobbyists. After the rise of Super PACs...conservatives outspend progressives by 50% to over 2x.”
However, it’s not all wine and roses on the Republican side, as they continue to have fractured data. The
GOP data trust and i360 (the hub built by the Koch brothers to pair to the GOP data trust) are now at odds;
however, these hubs were built to work together. GOP candidates have no single unified UI for voter contact,
and they are not swapping data with total regularity or using the same unified voter file. But, they are still ahead
of the Democratic party whose data exchange is starting in 2019- a worrisome fact.
The Right has not only managed to stabilize and digitize its data transfer in real time; it has also equipped
and trained its candidates to use technology consistently and to be on the cutting edge of testing and development. For example, candidates on the Right consistently allot 40% of their campaign media budgets to digital
spending, and they often enter these campaigns with a clear sense of how they are going to buy and use digital
media during the election process. On the Left, the digital spending of our candidates hovers between 20-30%,
and there’s no clear training program or framework for candidates to follow when it comes to implementation
of media- digital or otherwise.
Like it or not, the playing field now is won or lost on both fundraising and digital skills. Axios just released
an article explaining why we need to “tech ourselves up” on the Left- quickly. Bully Pulpit has just compiled
the data for 2019 spending, and while the democrats have been distracted with candidates leaping into the 2020
race, Trump’s campaign has already quietly spent $4.5 million, as the following chart from the article shows.
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This is of great importance, as this level of spending echoes his aggressive campaign spending in the 2016
election, and as the article from Axios mentions, “it’s unprecedented for this level of spending to happen this
early inside a campaign, but Brad Parscale, who ran the 2016 data campaign and will run his 2020 campaign
This is of great importance, as this level of spending echoes his aggressive campaign spending in the 2016
election, and as the article from Axios mentions, “it’s unprecedented for this level of spending to happen this
early inside a campaign, but Brad Parscale, who ran the 2016 data campaign and will run his 2020 campaign for
re-election, has a specialization in analytics and audience targeting.”
Democrats have trumpeted a small-dollar donor approach since Obama, but Republicans have built a
political financial machine that is simply moving faster. This means that while Trump has a cash reserve that is
already ready to deploy, Democratic candidates are concerned with simply making enough cash to matter at all.
Trump, according to the article, is “running a heavy national blanket with small targeted ad buys in states like
Florida,” while Democrats “are still focused on building a national base of supporters and donors and not early
campaigning yet.” Republicans are also outspending three times as much on Facebook versus Google, and platforms like Instagram, Whatsapp, and Messenger will likely not be far behind in their targeted spending. Political and partisan stories thrive on social media platforms.
While we have to go through a process for the Democratic primary, that is not stopping any of us from
being able to learn how to use tech in our campaigns, and this guide will show you how. When the Democratic
contender DOES win the primary, we’ll have to help them embrace an organized digital approach and pressure
them and their team to run the most digitally savvy race they can- before it’s too late.
This guide is for YOU, because only you can make sure that digital savvy permeates through your
campaign. Learning and training to become a candidate is not the same as leading. Politics and policy are two
different skills. You might be an incredible natural leader, but struggle when it comes to asking for money or
integrating the right tools. We’re here to help. We are in a new digital playing field, and the skills of being a candidate must be learned quickly in order to get you into the seat you belong in and allow your natural leadership
skills to shine. Make sure that your spirit, personality, and mission are consistent in your campaign and team
from the top down. If your campaign manager is CEO, you are the “chairperson,” acting as chief evangelist both
outwardly to the world and internally to your team. “Candidates that are new turn to staff for expertise, but at
the end of the day, the buck does stop with you,” states Callan Martinez, political operative and attorney. “We
cannot tell you to say this or that...it’s your name on the door and face on the literature. So be confident and
ready to make the hard decisions without knowing what tomorrow will bring.” Stress to your team and the
world that your campaign will be digitally cutting-edge; because in this environment, nothing less will win.

“A Masai warrior on a cellphone in the middle of Kenya has better
mobile comm than President Reagan did 25 years ago.”
								- Peter Diamandis			
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Types of Political Tech
Political tech is a huge industry; taking into account the spending of nonprofits, foundations, campaigns, committees, and other interested parties, it’s worth many billions of dollars- even in off-cycle years. It’s
important to understand the different types of tech and where they can fit into a campaign.
There are three major categories of political tech. First, there’s campaign tech. These are the tools available to individual candidates- and the type of tech that will be discussed in this paper. But that’s not all the tech
that has risen up in the political space. There’s also election tech. We’re not referring to voting machines here or
any of the tools that are used to administer elections themselves. Instead, we are referring to the sorts of capabilities that power gerrymandering, voter registration drives, and ultimately voter turnout. More recently, organizations are building tools to recruit and train more candidates for office, and these tools broadly fit into the
category, too. Lastly, there’s activism tech. This generally sits outside of party-affiliated apparatus and is used by
groups like Swingleft and Move On to keep their people active and engaged. These last two types of tech will be
discussed in their own papers, but for the purposes of this one we will resume our focus on campaign tech.

What Separates Campaign Tech from Other Tech
While these three tech areas differ, they have a few things in common. All of them are in some way
about building lists of people and dividing that list into supporters, persuadables, and non-persuadables. Given that fact, some people argue that traditional sales and marketing tools should be effective for political campaigns; they claim that these tools should be all you need. These include things such as consumer marketing
tools, which cover areas like managing a funnel of leads, segmentation, and more. While it’s true that tools like
SalesForce or Excel do see some marginal use in big campaigns and significant use in smaller ones, they are not
suited to solving political problems on the whole. This is because they are not built specifically for the purpose
of running a campaign, making elections easier, or promoting activism. Why is this the case? Compliance regulations.

Compliance
The first big thing that separates political tech from commercial tech is compliance. While big public
companies have some idea of basic compliance, even the smallest political campaign has to follow very strict
rules set out by the Federal Election Commission (FEC), state and local commissions, and campaign finance and
related regulations. A campaign must report frequently- many times daily- and blurring the lines can lead to
some massive consequences, for example what we are starting to see with the Trump campaign. Using tools that
don’t support compliance in this industry would be akin to trading stocks in the locker room at your gym and
expecting the trades to be valid. At best you have to give the stock back; at worst you wind up in prison for securities fraud. We will walk through how certain tools cover compliance and why it’s so critical. You don’t want to
step over a legal line, so it’s important to use a tool designed for politics over others. .
As part of compliance, you must publicly disclose your fundraising and expense details per the rules of
the jurisdiction you’re running in. This can include quarterly, monthly, and pre-election reports, and also what’s
known as “late contribution reports” or “48-hour reports.” You need to know the rules and schedules for these
reports, as they will help shape your fundraising cycles. Keep in mind that making mistakes around filings can
lead to negative press stories and serve as fodder for your opponents. There are some very clear guides released
by the FEC to explain all this, and it’s worth educating yourself, so you don’t step into any potholes.
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Buyer and Seller Market
The second big separation point is that politics is not a buyer-seller market. Many sociologists have
written extensively on this concept, and you can refer to the work of sociologists, such as Marshall Ganz, for a
better understanding. One key point from these work is this: in politics there isn’t a company and customer- everyone is both. This is because the government is still by and for the people; it is not some traditional marketing
funnel attempting to drive people towards loyalty and advocacy. Once someone is voting for you they can’t vote
for you again, but they can persuade others to do so. This persuasion and ability to be involved in a campaign
is different than someone who maintains loyalty to a brand. Apple may get lines out the door for a new iPhone,
but they don’t get 2.2 million individuals out knocking on doors and calling their neighbors to get people to the
polls.

Ladders of Engagement
Finally, in politics, more than any other industry, it’s critical to have a ladder of engagement. A ladder
of engagement is a way to ease people into actions that you want them to take using various smaller steps that
might heighten their interest along the way. Using a ladder of steps, you can take someone who is just browsing
by and turn them into someone who signs a petition, to someone who volunteers to knock on doors, to someone who donates, to someone who throws a house party, or to someone who champions you in other ways.
Often people need to be wooed into supporting a candidate. The ladder of engagement is the tool to make this
happen
“A great example of a ladder of engagement in action is one used by the Obama campaign in 2012,”
states Jake Milroy, a digital campaign strategist on Medium. “The Obama campaign wanted a couple of simple
things from people — votes, donations, and volunteer time. They built a ladder of engagement to take people
from observer to engaged. First, people were encouraged to take an easy action: ‘like’ Barack Obama’s Facebook
page. Second, the campaign posted a link to Facebook asking people to “sign a birthday card” to Obama in the
lead up to his birthday. When people took this step, they filled in their name and email address. Now the campaign had a valuable piece of information in their database: an email address. Third, the campaign sent an email
to supporters asking them to fill out a survey or share a personal story. In this new step, people were encouraged
to become more committed to the campaign, and in turn, this built a supporter profile that allowed the campaign to better target them in the future. Fourth, supporters were asked to volunteer to canvass or give a donation. From there the steps continued.
Ladders of engagement need to start with very simple, easy tasks. For most people, the two hardest
things to give are money or time, but it’s easy to give data. Many people will provide an email address because it
helps them feel like a part of something, so this is a great place to start. Once you have an email, you can create a
line of communication with the email receiver in a way that they control- allow them the option to unsubscribe
at any time. From there you can bring in more ways they can engage; for example, send them relevant stories
and updates on the campaign. Once you have an email find ways to avoid outright asking for a money- make it
an exchange. “Instead of a direct request for money they are asked to contribute to the campaign in return for a
bumper sticker or t-shirt,” states Milroy. “Never underestimate the power of swag!” Below is a graphic from The
Leadership Institute, which demonstrates how to engage people and move them from strangers to advocates for
a candidate.
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Ladders of engagement often start small, but once you have secured people’s social media platforms and
gained their email addresses, you can increase shift from likes to issues they care about, to actions they want to
take, to helping out and contributing both time and money. At the highest levels you can get someone to throw
a house party, give or get recurring donations, or even ask them to join your team as an unpaid hire. It is at
these levels, fundraising teams employ “bundlers,” all over the country, or local fundraising advocates that can
bring in anywhere from tens of thousands to millions.
But, as stated before, always make sure to give something to get something. If volunteers come into work,
make sure to give them pizza and stickers and make it a FUN work environment. We cannot stress enough how
critical this last point is. People want to talk to other people, and be a part of something. Inclusion can take
many forms, such as a setting up fun room with bean bags, games, and snacks or allowing people the flexibility
to work within their comfort levels. Someone who is introverted and uncomfortable talking to people might
bake cookies for other volunteers instead.
If someone is giving at the highest levels, give them an office of their own and bring them into meetings
with the candidate themselves. Give them that feeling of belonging to something big, and they will give you
more, as they are becoming more invested in your win. We will talk more about this in detail in the frameworks
for social engagement and CRM usage below, but be aware that the ladder of engagement you build- and the
environment around it- will be a huge factor in whether you win or lose.
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Digital Tools vs. Digital Media
While there are three types of tech in politics, by far the most energy and dollars are focused on tools for individual campaigns. When people think about giving their party an edge, campaign tech is almost always where
they begin. They may also choose to focus on digital spending, a type of spending that is used within a campaign to promote the candidate on digital networks like Google, Facebook, Hulu and Youtube. This is becoming
more popular than more traditional mechanisms of TV and radio. New online channels have incredible ROI,
or return on investment, and you can track spending to the penny.
But, if you are new to running a campaign, you might confuse digital tool spending and digital media
spending. Digital tools are tools used to facilitate processes within your campaign. Digital spending is anything spent on advertising your campaign via digital and online channels, including Facebook, Hulu, Youtube,
etc. Both are critical. In a nutshell, the best campaigns use the right tools and the optimal team to extract value
from those tools, alongside a digital spending plan that truly uses all of today’s methods of self-promotion both
online and via traditional channels.

“I got 130 results for “Where does my high school girlfriend live now?”
					
-Knowsmore, Ralph Breaks the Internet
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Data, Tools, and Analytics
To understand campaign tech, it’s critical to understand the vernacular that comes with it. When you are
talking to campaign and political tech teams, three terms will be tossed around a lot: tools, analytics and data.
Let’s break them down:

Tools
Tools are interfaces everyone uses to get their work done. Whether it’s a blog, a fundraising page, or a supporter management tool, this is what most volunteers and campaign staff think of when it comes to campaign
tech. Vendors of these tools include NGP VAN, NationBuilder, and Salsa Labs, but more on them later.
One important note about NGP VAN: it’s the largest tools provider in the progressive space- offering tools
to manage voter contact, volunteers, donors, call time, compliance reporting, and email and online fundraising.
Virtually every campaign in the country will use NGP VAN, which is provided through the DNC and state parties to manage voter contact. Some will also use VAN as their campaign CRM, which offers donor management
and online tools.
It’s also worth noting that for all the attention focused on these tools, a lot of the real work still happens in
spreadsheets, Google Docs, and pieces of paper. Canvassing is still a low tech business for a variety of reasons.
Tech tools are also built on a for-profit model to date, which means that are geared towards problems that campaigns can solve financially. Not every problem has a tech-based solution, and some of the tech offered solutions
are geared towards one type of campaign and not another. It’s important to realize there are tons of pots into
which campaign tools fit. Higher Ground Labs has broken these pots into: creative asset development tools,
message development tools, data analytics and monitoring tools, voter engagement tools, volunteer mobilization tools, fundraising tools, research tools, organizational infrastructure tools, and movement wide tools; and
this just breaks the surface. There’s a lot to talk about regarding this, and that discussion will take place in a
future chapter.

Analytics
Analytics is the art of making predictions based on the data you have available. Those predictions can be
about macro issues (think Nate Silver’s commentary on who is winning the horserace on any given day) or
incredibly targeted issues (what is the chance that any given individual voter is persuadable so you don’t waste
time or money on the persuaded or the non-persuadable.) Mostly, analytics are expressed as probabilities and
are given as a “score” or chance that something will happen. Campaigns guard their analytic techniques fiercely
and some are certainly more sophisticated that others. More recently, firms like Civis Analytics have emerged to
build institutional capability around analytics, but all of them are vulnerable to the same truism as any analytic
function: garbage in, garbage out. If they don’t start with a database of good and reliable data, their models and
tactics are wasted. Analytics doesn’t have a “front end” meaning that most volunteers and staff never “see” it. Instead, the results are used implicitly to generate contact lists, media buys, and the like. We will get to these later,
as we break down media monitoring, polling tools, and messaging and online ad buy analyses.

Data
Data is the final important term to understand. The first thing you’ll hear when you walk into a campaign
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are the words “the voter file.” This is the information about your district and the voters in it that will guide every
move you make. Your constituents have certain leanings, beliefs, and potentials for action that can either help or
hinder your campaign. The voter file is how you’re going to try and get a sense for how many voters you can win
to your side.
Voter data exists in something called “voter rolls,” or massive files containing basic data on voters like
address, phone, name, and so on. Voter data is absolutely essential for on-the-ground field work. A holy grail of
political technology is to create the perfect voter file: an accurate, complete, up-to-date, and data-rich list of all
the voters eligible to participate in any given election. It’s important to note that NGP VAN is not a voter file,
but instead a front end interface (analogous to a Customer Relationship Management system or CRM in the
for-profit world) that holds voter files from DNC, Catalist, or TargetSmart.

“I sure as hell don’t want to let people that want to
kill us and kill our nation use our internet.”
					
-Donald Trump
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What’s Holding the Left Back?
Before we dive into how to run the best campaign, let’s talk about what’s been holding a lot of our campaigns back. The first stumbling block that a lot of campaigns face is the cyclical nature of campaigns themselves and what this cycle does to teams, tools, and learnings. Every election and cycle campaign tech grows and
iterates. But, in every off season, that innovation lags and remains stagnant instead of growing with the times.
Furthermore, teams disperse and knowledge of best practices is lost. The second issue is tribalism around tools;
this is leading to the wrong tools being used for the wrong jobs. Finally, people are not voting because they feel
more cut off from the political process than ever before; this is particularly true of millennials. Let’s dive into
these issues and examine them in detail.

Tossing Innovation in the Trash
Not only does campaign tech lag in off-seasons; often it is tossed directly into the trash. Lots of tools were
built in the 2012 Obama re-election campaign, and many ended up trashed the minute the campaign was over.
The issue was not that the tools were useless at the end of the campaign; the issue was that there was no coordinated plan or process by which these tools would be turned over to an “interim team” for improvement and
innovation in the dry season of the next cycle.
Staff turnover does not help. Knowledge inside teams dissipates as team members move through four years
between races and try to stay employed outside campaign season. Often, campaign staffers end up taking
corporate jobs or even doing gig economy jobs for two years in between races just to keep eating. Some of the
cohesion and best practices are then lost within the team, and with the inclusion of new team members the next
campaign cycle, the dynamics, knowledge, and practices change.
Finally, not only do we not keep the tools built within campaigns; we don’t even properly document what
we do build. We’re not only losing our best tech; we’re losing the story of all the gains we make race to race that
aid us to learn and win as a Party.
There was one attempt to change this trend in the past cycle, where the assets of the Hillary Clinton campaign were transferred to some groups for future potential use by candidates and campaigns. But, overall gains
in this area are slow, and we must speed them up. As the recent Higher Ground Labs report stated, “technology
infrastructure needs to be institutionalized, maintained, updated, and refreshed continuously so that practitioners can do their work with the right tools for their time.” We must change this in this cycle. Developing
solutions only for the political market is hard because the market is small compared to the much larger business
market. It is fragmented and revolves around election cycles. This makes it harder to invest the funds needed
to build and sustain startups that only sell to campaigns. The California based group DemLabs has been championing the approach of continuously monitoring new business software innovations and applying them to
progressive campaigns. More of us in the Party should take up this banner- fast.

Tribalism around Tools
Tossing our tools and learnings in the trash is just the beginning. We also have a challenge of too much
tribalism within the industry, leading to situations where the best tools might languish while sub-par ones are
used simply because “Joe knows Ryan.” Vendors and staffers leaving campaigns and often use their learning to
build for-profit tools. Given their experience in the trenches with colleagues, they often establish close--sometimes too close--relationships with them, leaning on them to use this or that tool when the colleague enters a
new campaign. Insider politics is very real, and be wary when your team is hiring tools by former employees of
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a previous race or fellow candidates in the area. Ensure the tool is the best for the job, and not just being used
because someone knows someone else and has good memories of working together.
As tools are often for-profit initiatives, it’s a good idea to research and choose the best tool for you- get the
one that gives you the best quality, even if you are accused of selling out. And, avoiding tools simply on principle is also not a good practice. It’s not uncommon for activists on the Left to call for boycotting of a somewhat
major tool due to that tool having some engagement with the Right- however small that engagement is. Boycotting like this can be an impediment to our success. If a tool or firm that has had minor interactions with Republican candidates or races in the past can help a Democratic or Progressive candidate win, we might want to start
considering using it instead of implementing a boycott that can indirectly block a win for our side. Republicans
tend to worry less about whether a tool in question has worked with the Left, and this does mean that they tend
to use the best tool in most circumstances. They are also much better at maintaining urgency between cycles.
Funding for their efforts tends to come from a small group of very wealthy people with a long view, such as
the Kochs; as opposed to Democratic support, which tends to come from many individuals later in the season
attempting to quickly win a single election. We simply don’t have the time or resources to stand on soapboxes
when it comes to winning. We must grab and use the tools we need to win- and WIN.

Donor Money Flowing the Wrong Way
Money is often raised in odd spurts during a campaign. When a presidential election is on, everyone is
watching, and money often begins to flow pretty fast from the beginning onwards. But for any other campaign,
especially small and medium local and state elections, it can often be hard to raise money until people see the
person in the campaign as the clear frontrunner. Due to this, money comes flying in at the end of the general
election, when it’s least effective. Rather than getting the aid that they need in the primary to build lists and
really create momentum, candidates end up scraping by and begging supporters through their primary and
beginning of the general election-when the money at last begins to come in in a real way. By the end of the
general, it’s coming in in droves, at the time when most voters have already made up their minds and campaign
spending is least effective.
Even within a cycle, a dollar is a lot more useful if it’s raised a year out from election day than if it is raised
a month out from election day. That’s because early money can be invested in infrastructure and staff, message
testing, and cultivation of donor and voter lists- whereas dollars near the end can really only buy more media.
Taking this further, $1 a year out is worth $10 a month out from the election. But, of course the majority of people give at the end, because that’s when there’s urgency, stemming from debates, conventions, and nonstop TV
coverage. Often, when you need money most, for marketing, tech, and similar tools, it won’t be there. We will
talk more later about ways to stack your spending if the giving is not coming in initially, as is often the case for
new candidates.
But, the overall trend here--while understandable--is hurting us. If we had a number of large-dollar donors
on the Left, who continuously contributed most of what we had to raise, then it would simply be a matter of
convincing this smaller group of donors to give earlier in the cycle- a similar model to the Right. However, the
average donation size on the Left is $40. We are the party of small dollar donations. And so we have to find a
better and more all-encompassing way to sway the trend of money heading into campaigns. This might come
from compelling storytelling, or candidates banding together to build awareness, or viral campaigns; whatever
the case, we must work on changing mass mentality around how and when we give.
On the political tools front, the money flow situation has also exacerbated “the cyclical, intermittent nature
of tech maintenance and investment has hampered new innovation,” according to the HGL Report, 2018. “High
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stakes of (sic) short innovation sprints discourage risk-taking and long-term infrastructure building. Meanwhile, down-ballot and off-cycle races are neglected and cannot utilize complex technology tools built for large,
national campaigns. The episodic nature of political technology investment is more problematic in the ‘technology- intensive’ mode of campaigning because we now require much more infrastructure maintenance and
trained digital and analytics talent. In the previous paradigm, seasonal deluges of money and energy allowed
political organizations to flood their audiences with more advertising and more field staff during the limited
political season. Democrats’ resourcing has remained largely trapped in the old, cyclical paradigm; political parties, campaigns, and cause organizations are not equipped in the intervening years to maintain the tech base.”

A Lack of Voting Overall- Especially with Millennials
Lack of voter participation and political engagement has become one of the key obstacles to overcome for
political candidates. While social media and tech tools have increased candidate visibility, the rise of technology
has not led to a rise in democratic participation; in fact, the opposite seems to be true. In the 2016 presidential
election, only 56% of the eligible voting population cast their ballots, and while this is a slight increase from
2012, it is less than the 58% who voted in 2008. With these low numbers, it is imperative that progressive candidates close the gap between innovation in society and in democracy. They must assess how to best use the abundance of tools available to better engage the population in their democratic institution. “Back in 2001-2008 a
large number of tech builders--myself included--brought major industries online and while doing so, taught
customers that we would be very user-centric in our approach to their needs. We tailored everything straight to
them. Think about this the next time you order a Lyft and it remembers that on tuesdays you go to 123 Smith
Street for your piano lessons. Today’s systems KNOW the user that they serve intimately. This has led to a day
and age where our shoes, our phones, and our news is personalized directly to us,” states tech entrepreneur and
political activist Genevieve Thiers. “But the down side of that is that any processes that were left behind--like
those in politics--were hampered by this progress. Millennials today think ‘Why should I engage with politics
when it’s ridiculously hard to vote, give, and run? Politics slaps me in the face every time I try to do something.’
So they walk away. We need to take the same revamping philosophy that we put into our consumer-centric
design pushes over the lasts decade and now inject that into politics.”
In some ways, political engagement has become increasingly impossible to measure; what counts as engagement? Since the rise of social media platforms and tech tools, forms of engagement have been changing. While
traditional forms of interaction between the government and the people, such as protests and marches, are still
valuable forms of democratic engagement, they are now accompanied by hundreds of thousands of people supporting such endeavors through social media- sharing pictures of marches, writing support on Twitter, ranting
on Facebook. Despite this involvement, discourse on Facebook and other platforms, does not always correlate
with votes or financial support for actual candidates. The challenge then is not just using tech tools but understanding how to use them in a way that not only engages the population but engages them on a level that compels them to follow up their activism on Facebook and other social media platforms with actual concrete votes
and funds for candidates. The candidates of the future will not only use the best of tech as it comes available to
win; they will also fight for and champion new tech systems that make our most basic political processes easier--those of running, giving, and voting. While these areas may stand outside the campaign tech area, they are
no less important.
If you are thinking about becoming a candidate, one of the most critical things that you can do right now is
examine the district in which you want to run. Begin working immediately on either registering voters in that
district or on solving various problems and advocating for policy and fair voting practices where it’s critically
needed within the district. Your participation and voice will spark others to be active as well. Some campaigns
off the bat begin registration drives and programs the second they begin to run- because they know that registration is the #1 critical thing that can swing their area from one side to the other. However, check to make sure
Tech Yourself
24

this is legal. Candidate campaigns in some states are restricted from organized registration actions; the rules
vary by state, and some states now have automatic registration- though most voters don’t know that. You can
find helpful information on your state voting policies here. If restricted, turn your energy to petitions for ballot
access instead, as this is also a need for most campaigns early on. You could also run a deep canvassing effort
to turn around some prejudice in the area, so that you can move some non-persuadables into the independent
category. Get the lay of the land by working on redistricting, like NDRC, or on general activism, like SwingLeft,
Indivisible, or MoveOn. Volunteer, learn what the area cares about, and register critical voters through their
drives and events. Finally, educate yourself on where we could still use innovation in our political systems. Our
candidate sourcing and preparedness is a system that could really use some centralization, as would our electoral data. To read more about this outside of this guide, check out NewFounders action papers (Finally) Building
a Bench: A Centralization Strategy and Our Electoral Data: A Hidden Treasure Trove. These were written by
savvy tech builders who know how to innovate systems with an end-user focus.
Finally, we must focus attention on the millennial level of voter. Millennials are now the biggest living generation, and they are digitally native. They are at their best when working in teams to solve a problem and when
they feel heard. They engage first with candidates and groups online, before meeting them in person. Without
a good millennial front-end, a campaign can lose a priori. Despite their importance, most campaigns don’t even
approach millennials, much less try to engage them. To learn more about How to Engage Millennials, read the
NewFounders action paper on the topic.

“Oh, so they have internet on computers now!?”
						-Homer Simpson
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Campaign Sizes
To break out which campaign tech you should be using and how you should organize tech within your
team, we need to look at the differing sizes of campaigns out there. Broadly, campaigns fit into five size bands:
•

BAND ONE: $5000 to $25,000: this level of race is for school board level, county races
or municipal races.

•

BAND TWO: $26,000 to $300,000: this level of race can include county seats, aldermanic races, and even state senate races in small and medium states. (Some state
senate seats will be more, especially in California, Florida, and New York. These races
for state senate can get very large, and even some large mayoral races will exceed this
band- for example Chicago and New York City mayoral elections can get into the
millions.)

•

BAND THREE: $300,000 to $750,000: this band encompasses most large state senate
races, excluding the absurdly large ones, and this is also the starting range for smaller
national Congressional races in small states.

•

BAND FOUR: $750,000-$10 million: this covers the largest state senate races, most
national Congressional races, a few very special mayorals in large cities, and some
governorship races. (Although, JB Pritzker this past year spent $300 million in Illinois, and Rick Scott and Meg Whitman spent at least $100 million each out of pocket
in their races.)

•

BAND FIVE: $10 million to $1.5-2 billion: this covers presidential outliers, very large
statewides, and congressional.

Campaign size has a lot to do with how candidates should use and benefit from political technology. Each
tier of campaigns has a huge influence on the tier below it. You can argue about whether it’s good or bad, but the
fact of the matter is that control of data can not only win you elections, it can also win elections for your friends
and increase your influence.
All five bands of campaigns have a differing approach to using tools. In some cases, large campaigns make
their own tools, if what they need does not exist. This was seen in the 2012 Obama campaign, which collected a
dream team of 32 technologists and put them to work. But in most races, you will be hiring a digital marketing
firm or doing it yourself. Only in the largest campaigns is there even one digital person on staff, much less a
team.

Campaign Size as Relates to Tech Usage
Before we get into any bigger breakouts of tools, organization charts, or digital spending per band, let’s just
generally examine each one to know the differences in how the political tech world currently serves each band.
Band one and band two campaigns have smaller budgets and modest needs; even so, political tech tools
have not yet caught up with this group. There are very few DIY tools out there that can really help a small
campaign. This level of candidate can also get more social media and earned media locally, and the sheer scale
of knocking every door in this kind of campaign is just not as hard as in others. In these cases some tools are
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needed, but they do not call for an entire suite of tech tools.
We will talk more in the Tech Toolstack section of the document later, but this level of campaign might only
use 3-5 tools to manage its win, like NGP VAN (if you can afford it) and Victory Guide, Hustle, or Relay, plus
3-4 free social media tools, such as FB, Twitter, Instagram.
Your org chart will be simple, and you will hire mostly consultants, because your team will be mostly volunteer, but in some cases in band two, you might hire a campaign manager and 1-2- more campaign staff. We will
go into this in more detail in the How to Organize your team section near the end.
Band three and band four campaigns have been the sweet spot for campaign tech, and most products are
priced to appeal to that group. This means, though, that sometimes a tool will be overbuilt and/or overpriced for
your needs. You WILL spend on paid media and tools, but you will also have the ability to canvass and control
your area, as it’s typically not a national arena. In a big campaign, you cobble together the best you can find for
everything, within your budget. Your primary tech challenge is integration - just making the tools work together and update that precious voter file - and budget WILL be harder maintain in this area. Data will add to cost
as well. You will have to balance your need for these critical basics with hiring a team, and in the beginning,
this will require real hustle.
You will layer more tools over the basic ones used in bands one and two at these levels. Campaigns at these
levels will begin to use phone dialers and mapping/turf-cutting tools, as well as enhanced tools in the area of
research and fundraising. You will likely do more message testing and use more of a team around your creative
assets. You will probably utilize more traditional platforms, such as TV, and not just digital media. Tool-wise,
you might end up using 7-15 tools and 3-4 social media tools alongside those. You’ll have some work to do on
integrating the tools and transferring data to make them all work together. We will go into more detail about
this in the Tech Toolstack section later in the document.
Your org chart will have a definite team of anywhere from 5-12 individuals, but still rely on consultants to
defray costs in a lot of areas. Band four MIGHT hire its own tech team or creative asset development team instead of using a firm. We will go into this in more detail in the How to Organize your team section near the end.
A band five campaign -at least after the primary is over- has a budget well into the millions to tens of
millions. It can afford to buy decent tools and a good commercial voter file, if it can’t get one another way. For
example, a good state voter file will typically cost around $10,000, and a decent supporter management tool will
run anywhere from a few hundred to a few thousand dollars a month. NGP (pretty much the only fundraising
and compliance system that handles all the FEC requirements), a good internal email tool (like G-Suite), and a
little customization, should all be included when calculating the baseline expenses for your campaign. This is
quite manageable, so the primary challenge of a big campaign is getting this money early in the cycle, in order
to use the right stuff immediately and avoid having to do a migration later.
While tech tool vendors love the biggest level of campaign, there’s actually a pretty short list of vendors
that can actually cope with the needs of this band. Even big names like Google, Reddit, and others tech major-leaguers can buckle under the stress of a major presidential campaign. And when you are spending hundreds of millions per year on things like paid media, you want the very best tool for each individual problem
you want to solve.
In this band, you will use anywhere from 12-30 tech tools coupled with 5-6 social media tools. You will
definitely be using firms for message testing, creative development, intense fundraising analytics, huge amounts
of opposition research, social listening and media monitoring, and legislation tracking. An entire suite of 8-10
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field tools will be needed. We will go into this in more detail in the Tech Toolstack section near the end.
You will have a larger hired team, though in some cases to achieve the best results, you may also need to
hire outside firms. Sometimes campaigns of this size embed tech and digital managers inside each arm of their
campaign, and sometimes they have a central team that the departments report to make sure that data and tech
integration is not too complicated. We will go into this in more detail in the How to Organize your team section near the end.
Sometimes, at this level, the tool you need will not exist. In this case, you build. There is a reason that
Obama’s 2012 campaign employed a dream team of technologists that released a wide array of tools to speed his
campaign along. In this band, you won’t generally settle for a single tool suite. The primary tech challenge for
a presidential campaign is data integration among tools - just making the tools work together and update that
precious voter file - but at least budget is rarely the biggest problem.

“The internet is just a world passing around notes in a classroom.”		
									-Jon Stewart
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The Critical Nature of Data
Campaigns live and die based on how good the data in their area is, and so much of this depends on how
state parties and Secretary of State Offices store and manage data, where you get your data, how well previous
lists have been maintained, and what recent data hub discussions are going on between the states and the Party.
In this section, we will talk about why getting perfect data is so hard, who owns it, the importance of VAN,
alternatives to VAN, how to get the best data you can, soft data versus hard data, and the new landscape of data
hubs and exchanges.

Why Perfect Voter Data is Hard to Find
We talked about voter rolls in the previous data section, but what we did not get to say is that the biggest
challenge of these voter rolls is making sure that the data in them is accurate.
Why is getting a perfect voter file so hard from the voter rolls that we have? The first thing to understand
is that contrary to expectations, there is no such thing as a truly federal election. In fact, there’s only one office
for which every American voter can vote (two, technically, but the VP and Presidency are now pretty tightly
linked), and even the presidential election is actually administered by state electoral authorities. This is why
voting rules, technologies, and even ballot configurations vary so widely. It’s also the crux of the dissent in the
Supreme Court case, Bush versus Gore, but that’s a story for another day. The point is, voter registration is a
state function- not a federal function. Each state maintains its own lists via their Secretary of State and election
administrators. When you enroll, it’s through a state office like the DMV, not a federal one like the IRS.
If a state has horrible data practices, and some really do, there’s a negative downstream effect for the DNC
and commercial voter file vendors. This leads to a lot of confusion, especially since people can theoretically
be registered in two or more states if they’ve moved recently, people may have just become eligible to vote by
turning 18 or becoming naturalized, or they may have died. Voter rolls are more accurate in some states than in
others, but ultimately every state publishes them, and they are a matter of public record. Millennials, in particular, suffer here as they often move from their college to their work area the year they graduate and have no idea
how to register to vote, have no idea if they are registered, and have no idea whether they are double or triple
registered in their home town, college town, and/or work area. Recent voter roll purges in Republican controlled states like Georgia also contribute to bad data, since legitimate voters are often struck from the rolls and
become unlisted in the data. This is arguably a form of voter suppression.
During an election cycle, these voter rolls can be very dynamic. People are being urged to register, changes
happen, deaths are recorded, etc. States HAVE to publish their voter rolls, but given the seismic changes that
happen to them, especially in a voting period, this can lead to chaos. Timing is hard. Different states publish the
rolls on different schedules; there is no standard format, and the data provided tends to be a hot mess.
To make things even more confusing, DNC and commercial voter file companies have snapped up the voter
rolls state to state and done their best to combine the voter rolls and with their own data on the voters; they cut
and present this information in various ways in order to add value. This can lead to a maelstrom of confusion
for someone just trying to buy a clear cut file of people to talk to to win a race. “When I came to OFA, the DNC
employed something like 12 technical staff whose only job it was to make sense of these files and sew them
together into something useful. Add to this the fact that over the years, both private companies and nonprofit
foundations have been established to try to make the voter file better, and those were clamoring for attention
too” states Dan Ratner, one of the technologists behind the Obama 2012 campaign win. “For smaller campaigns, it’s a nightmare to know which data to gather and buy if you can even afford it. Everyone with a voter
file product (which now means pretty much everyone in the campaign tech business) has some claim as to why
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their voter file is better. But if you don’t know the industry inside and out, you have NO idea who is telling the
truth.” This Pew analysis of commercial voter files explains more about why match rates can vary from 50-79%,
and in some cases miss whole swathes of the population.
The primary source of voter data is the DNC and state Parties, so let’s examine what is in the data files they
sell you:
• The national change of address database to predict who has moved from state-to-state
and which registration is valid in the case of multiple registrations				
			
• Contact data including landline and phones							
		
• Public and census records on deaths, marriages, and even births, which doesn’t take
into account name changes, ineligibility, etc.							
				
• Demographic data like race, ethnicity, age, and sex.						
		
• Socio-economic data derived from commercial data sources, like household purchasing power, wealth, home values, etc. 								
				
• Previous data (sometimes) from campaigns before you that talked to voters (sometimes called “soft” data)
Once a campaign has whatever voter file or files it has chosen (often using those provided by the state Party
via NGP VAN or bought via a commercial agency like Target Smart or Catalist) it can start doing analytics and
voter contact. Without a voter file, the campaign is limited to starting contact with the people its staff knows
personally or sending people wandering aimlessly through neighborhoods, which can sometimes be as helpful
as activating for your opponent. This doesn’t work on the time constraints of a campaign. A campaign without a
good voter file is as good as dead, and those who hold the keys to good voter files have an awful lot of power.
It’s important to note that Pew research findings have shown that while voter files can have match rates up
to 79% - with the average around 69%-, they are often not a good picture of the American public itself. Most
voter files are not too far off when it comes to their data, but can miss whole swatches of the population, such as
Hispanic males who are not registered to vote. In testing of unregistered voters, only 38% of voters who described themselves as unregistered were matched to five files they tested against, and match rates varied by age,
race and ethnicity. Another downfall of voter files, in general, is that files can be thrown off by small differences
in names and addresses, and common names like “John Smith” can be a nightmare. Some results even showed
that things like income, race, age and party affiliation can vary widely. So there is no perfect file, but in general the state parties do the best they can to update things. An important rule to follow is to never assume that
a voter file will have anywhere near 100% accuracy or that it will give you a true sense of who is living in your
district. There is a reason there are lots of voter registration drives every election season. These drives are trying
to fix huge gaps in our data.

Who Owns your Data?
Campaign tax structure often governs what data candidates can and cannot keep when they run a campaign. The answer is this: Candidates often don’t exactly control their data, because they are sublicensing state
Parties’ tools and data as they license the voter file, but they can add their own data that they acquire to it. The
IDs the candidates enter data under are jointly owned under that license agreement. The main reason for this is
so those IDs are then shared in concurrent coordinated campaigns and for ensuing campaigns, including ones
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in the district the candidate ran in.
In some cases, if the candidate expects to run again, the voter file with the data that the team gathered
during their run (the “soft” data) is considered a proprietary asset- if they are in a state Party where that is
allowed within the license agreement. The candidate does not want this data getting into the hands of a competitor even of the same party, especially since, due to gerrymandering, primaries are more and more often where
the political action is.
Also, there’s succession to consider. Even if you are not running again, you might want to make sure that
the person that comes after you is prepared to win a Progressive or Democratic seat. Although the value of an
unmaintained voter list diminishes quickly (we rate the half-life as a year or less), some candidates often try to
see if they can share their list with contenders from their party that can take the seat after their work is done.
This has pros and cons. It’s often considered better to keep the list out of the hands of a few competitors
even at the cost of not making it available to others in your party who are non-competitive. But if a candidate is
truly party-centric, sharing make sense. The candidate is fully empowered to make that decision. Candidates
are increasingly looking long-term with their data management within campaigns.
Trump’s decision to file for reelection immediately after taking office was noted in the press. This means he
now has a campaign office and a campaign staff actively working on and maintaining his voter file, in addition
to coordinating his publicity events. This is a new tactic. OFA 2012 was formally kicked off in March of 2011 - a
long time before the election day in November 2012. This was only after President Obama had been in office
for more than 2 years, and his powerhouse campaign of 2008 had turned into OFA 2.0 and then melted into the
National Democratic Redistricting Committee. Keeping a “permanent campaign” will give Trump a huge data
advantage. This is something candidates on the left should now consider too, for many reasons.
Sometimes sharing campaign data from a previous campaign is not good data. For example, notes kept
from doorknockers might be minimal and in a shorthand hard to understand, or there might even be negative
statements about some supporters thrown into a tool after an angry conversation at a door or on the phone.
These would not be statements that a previous campaign or candidate would want to get into the press or public
eye. This is a byproduct of poor data management within a campaign. Some previous candidates might be reluctant to give data based on fear of this alone, which can make it very difficult for contenders trying to run. To
evaluate whether to give a list, consider whether the data is good or suspect, and consider how much time has
passed. Lists traded two years after a race tend to be somewhat fresh, but lists given four years post a race might
have some outdated data. You should also note that email and fundraising lists are valuable assets as well. A well
maintained list can be valuable both to the candidate for future electoral runs, as well as to a party committee or
another future candidate in the district. Take care of these assets, and be judicious with how you share them.
An area of increasing focus within the party has been how to get the data that major groups and PACs have
been collecting (think groups like Swingleft, MoveOn, and similar) and be able to use that data alongside the
data that candidates are collecting and using within campaigns. Thanks to some innovation on the Right about
how to get around some legal roadblocks, it seems like a potential solution is forming. The DDEx, or the new
Democratic Data Exchange, will be focused on swapping data between hardside and softside groups in real-time, which will enhance the data playing field in future. We’ll talk more about this in a future section.

Keeping and Using your Data
You control more of your data than you think! Campaigns often feel like sole proprietorships, more than
nonprofits. There are quirks. The candidate themselves are liable for debts in a campaign, which is why you
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keep hearing candidates hawking for dollars or making deals with winning candidates even if they lost. Candidates often don’t exactly control their data, because they are sublicensing state Parties’ tools and data, but once
candidates license the voter file, they can add data they have acquired to it. The IDs the candidates enter data
under are jointly owned under that license agreement. The main reason for this is so those IDS are then shared
in concurrent coordinated campaigns and for ensuing campaigns, including ones in the district the candidates
ran in.
But, in some cases, if the candidate expects to run again, the voter file with the data that the team gathered during their run (the “soft” data) is considered a proprietary asset if they are in a State Party where that is
allowed within the license agreement between the State Party and the candidate. The candidate does not want
this data getting into the hands of a competitor even of the same party (especially since, due to gerrymandering,
primaries are more and more often where the political action is.) Although the value of an unmaintained voter
list diminishes quickly (we rate the half-life as a year or less), some candidates often try to see if they can share
their list post a run to contenders from their party that can take the seat after their work is done.
Sometimes campaign data from a previous campaign is not good. For example, notes kept from doorknockers might be minimal and in a shorthand hard to understand, or there might even be negative statements
about some supporters that a previous campaign is not eager to allow into the press or public eye. This is a
byproduct of poor data management within a campaign. Some previous candidates might be reluctant to give
data based on fear or this alone, which can make it very difficult for contenders trying to run.
You should also note that email and fundraising lists are valuable assets as well. A well maintained list can is
valuable both to the candidate for future electoral runs, as well as to a party committee or another future candidate in the district. Take care of these assets, and be judicious with how you share them.

NGP VAN and VAN Alternatives
Anyone gathering data for a campaign will critically need to know about one tool: NGP VAN. NGP VAN
is a privately owned voter database and web hosting service provider used by the American Democratic Party,
Democratic campaigns, and other non-profit organizations authorized by the Democratic Party. The platform
is used by political and social campaigns for fundraising, campaign finance compliance, field organizing, and
digital organizing. NGP VAN, Inc. was formerly known as Voter Activation Network, Inc. and changed its name
to NGP VAN, Inc. in January 2011. The company was founded in 2001 and is based in Washington, District
of Columbia, with an additional location in Somerville, Massachusetts. You might also see it referred to as
Votebuilder.
The reason that VAN is so critical, is that it was created within the Democratic party and is the tool “blessed” by the party to power the campaigns of its candidates. NGP VAN was created in November 2010 by the
merger of its two predecessor companies, NGP Software, founded in 1997 by Nathaniel Pearlman, who later
served as chief technology officer for Hillary Clinton’s 2008 presidential campaign, and Voter Activation Network, founded in 2001 by Mark Sullivan. The name is complex because it is the result of a merger between NGP,
the leading fundraising and compliance toolset for campaigns, and VAN, the leading voter contact and supporter management tool. In your campaign, the fundraising and operations teams will mostly use NGP, and all the
volunteers and organizers connected to your campaign will use VAN, either via the CRM or distributed tools
like event RSVP forms, virtual phone banking, or MiniVAN (a mobile canvassing tool that can import data
from your phone directly into VAN.)
The closest analogy to VAN is that it is the Salesforce.com of election tech. It’s been around forever, has a
very complete set of tools, and almost every progressive activist in the country has been trained on how to use
it. While NGP and digital tools are purchased directly from NGP VAN, the DNC provides VAN to state Parties,
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who set their own pricing and distribution policies for their candidates.
VAN is hard to live without and is a brilliant innovation Howard Dean brought it to the party as a component of his 50-state voter file strategy after the 2004 election. But it’s not the only thing out there. There is a
competitor called PDI that has been used by some candidates in California and other states over the last several
years- despite it being a bipartisan tool. Other candidates use NationBuilder as an alternative. Some candidates
for county seats also bought voter files directly from their boards of election and put them into PCCC’s Campaign PIES platform. However, so many people have used VAN over the years that remains at the forefront- especially since almost everyone who has ever worked a campaign knows how to use it. NGP VAN has also continued to make considerable investments in improving their tools over the years to update their architecture and
usability to meet the needs of modern campaigning. For instance, in 2017 the new version of NGP was launched
on top of the same CRM as VAN along with an updated version of their digital tools. That update allows for
much deeper integration between fundraising, digital, and field, and allows campaigns to have a centralized
system that has multiple tools for each department to choose from.
This means that VAN will likely be the most critical tool for your campaign, serving as the foundation and
internal hub of all activity organization. If you want to invite people to a house party to launch the campaign,
you can use VAN to pull lists of voters from the neighborhood, create a call script, prepare survey questions,
and launch your phone banks—all in mere minutes, whether you have 2 callers targeting 40 voters or 100 callers
targeting thousands. What if that house party is a fundraiser? Now you can have the candidate call prospective
donors in the neighborhood based on lists that you’ve built with NGP, track pledges, send a bulk email invite
with a button to contribute or RSVP, and after the event you can use the system to handle compliance on any
contributions received and report them to the FEC or appropriate agency. Committees that don’t use NGP or a
similar tool will need to double-enter their fundraising and expense information into the FEC’s or state’s filing
software, which will take valuable campaign time. At present, there are a variety of efforts to compete with NGP,
but no one has yet reached the full breadth of NGP’s capacity to handle fundraising and compliance.
Candidates and campaign staff might not be aware that there are multiple “flavors” of VAN. Candidates
and political campaigns will most always use NGP VAN, sometimes called Votebuilder as well. Other organizations like labor unions, nonprofits, ballot initiatives, and membership groups may have their own version of
those tools, but they are all part of the same VAN CRM. The largest data provider behind VAN is the DNC. For
candidates, the DNC maintains the voter data, and TargetSmart appends contact data, socio-economic data, and
demographic data to the DNC file. NGP VAN and TargetSmart also support a product called SmartVAN that is
used by some groups. Targetsmart, Catalist, and L2 also provide voter data in the non-candidate marketplace.
Catalist is the data provider for many labor, issue, and advocacy groups, while TargetSmart and the DNC are
data providers on the party side. Both specialize in numerous areas.

How to Get Campaign Data
For most offices, the voter file, in the vessel of NGP VAN, is managed by the state party. Depending on the
state and level of office, your access point may be the local -city, county, or legislative district- organization of
the party. The file is accessed via a voter file swap agreement where the DNC covers the cost of VAN, voter file
hygiene, and advancement in exchange for the state Parties’ acquiring and submitting raw voter data from their
respective Secretaries of State, as that raw data becomes available.
Every state party has different rules, requirements, and prices for VAN access, with most varying the price
by the size/scope of the campaign. Congressional access ,districts are ~775,000 people with typically around
half a million registered voters, is commonly between $3000 and $15000 per cycle, and often you can work out
a payment over time- for example, three installments rather than paying the full amount up front. Sometimes,
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prices can be higher for data in states where the state Parties have valuable proprietary data. New Hampshire,
Iowa, South Carolina, and Nevada all have very valuable proprietary IDs from past campaigns that Presidentials
want access to. Some states have the ability to collect more data than others; think of Iowa and New Hampshire, where the early Presidential contests come through every four to eight years, or purple states like Virginia,
where races at all levels are frequently contested and off-year state elections ensure that organizing efforts are
constant. This doesn’t mean that all of Iowa and Virginia’s data is high quality, but on average it tends to be more
comprehensive than data typically found in places without consistent statewide organization efforts; keep in
mind this is also dependant on the staff collecting and managing the data.
It’s important to know some of the basics about your state/district when you go into this process. Is there
registration by party? Is the population highly transient? Is it a retirement destination state? Are there common
pipelines from somewhere else to your district/state, such as a major corporation or government agency that
transferred a large block of employees from one state to another? How old is the district? What are the ethnic
breakdowns? Knowing what data is available and what might be useful to your campaign is a good place to
start, and it gives you some concept of what data you need to build over the course of your campaign in order to
win. You can get some of this data from the Census Bureau, but some of it may require old-fashioned research
and organizing. A benefit of this is that there’s a good chance you will learn things about your community you
didn’t know.
In most cases, party voter files are only available to candidates running as Democrats in partisan races. In
some areas, access is available to registered Democrats running in non-partisan elections (this term is noxious,
all elections are partisan with or without labels). In places where there is no party registration, access to party
voter files is often contingent on signing a loyalty oath or other commitment to honor the platform/values of the
party.
As a potential candidate, one of your first calls should be to your local party leader. Typically this is a county or city chair. In most cases, your local county or city chair will direct you to the State Democratic Party for
information on gaining access to the voter file for your campaign. Your outreach to the local party organization
should start well before you file to run any campaign. If there is no local party organization or you can’t figure
out how to contact them, reach out to the state party and start the conversation that way. Ask them for local
contacts and about access to the voter file. You should also ask if there are other resources available to you as a
potential candidate for the office you are campaigning for. Are there trainings or orientation sessions you can
attend in person or through a teleconference? Are there resources online? The number of candidates who don’t
ask these questions in the early stages and are shocked to find out they missed out is far too large. Ask questions
and structure these questions to allow for discourse about topics you may not have considered. Leave them open
ended. . If you ask only for a voter file, you’ll get answers about a voter file. Ask about the voter file, get those
answers, and ask if there are other tools available to candidates.
Using the state party voter file is nearly always going to be your best bet—these function by dividing the
data into two segments: sandboxed and shared information. Sandboxed data is what is only in your campaign’s
sandbox—this is the data your campaign collects, which identifies your supporters or your opponents supporters, issue affinities, volunteers, or even which of the local college sports teams people support. At the end of the
campaign, you may have the option to share some or all of this information with the state Party’s data team, and
they may choose to integrate the data or not. Information like phone numbers and postal addresses is shared; if
you update it for your campaign for State Senate, the candidates running for State House below you are going to
benefit from that as well.
It’s important to note that shared data is sometimes shared with your primary opponents- if you have anyand intentional sabotage of such data, such as deletion or entering false data, is grounds for losing access to the
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voter file in some areas. Rules on this are set by state Parties and differ on a state by state basis. “It has been my
experience that a campaign’s proprietary data (ID’s, additional survey responses or tags) are not shared with any
primary opponents and are only “shared” or integrated by the state Party after the campaign,” states Jay Parmley,
Executive Director of the State Party of Alaska. “This is detailed in the agreement signed by the campaign and
the state party.”

Why Good Data is Critical
In states where the state party invests in their data, the quality of what they provide to campaigns is vastly
superior to anything else. It is honed through campaigns doing exactly what you are trying to do and should include information that gives you starting toe-holds that don’t exist in other data. In Iowa, for example, the state
Party data includes caucus preference data going back to the 1970’s. Knowing that someone was a Bill Bradley
supporter in 2000 or a John Edwards Supporter in 2004 but not in 2008 should give you some understanding of
how to start a productive conversation with them. Some state data sets, however, don’t carry forward much useful information, so what you get is just voting history and basic demographics. We need to get to a place where
the data is uniformly well-kept state by state. This will come from empowering our candidates and campaigns to
find greater success in this area. But for now, we are where we are.
One of the key advantages to using the state Party based lists is VAN itself. Someone who used VAN last
cycle in a different state can adapt to using your VAN pretty quickly. It’s a universal constant, so it will cut down
your training time.
Even with good data, you can hit roadblocks fast. Often, the first frustration point candidates hit with regard to data is fundraising lists and call time. Candidates are told to sit in a chair and call everyone they know
and ask for money; without money there really isn’t much of a campaign. In the building stages, candidates are
urged to collect every data source of people they know: yearbooks, staff directories, organization membership
lists, etc. They are asked to make lists of everyone they know and how much they expect that person to contribute. Strong supporters, friends, and family are asked to make their own lists. All of that gets fed into somethinglike NGP- to facilitate candidate fundraising actions, including fundraising events and call times.
Inevitably, you will hit a rough patch of bad phone numbers, poor email addresses, or incorrect address. On
medium to large campaigns, the staff will spend many hours searching for phone numbers, email addresses, and
postal addresses. They utilize vendors that perform data matching and hygiene, and sometimes they play the
“who knows who game” to try to get one donor to fill in the blanks about other potential donors. Often a staffer
sits with a candidate’s spouse or sibling and goes through the lists trying to fill in the blanks.
Thinking about running down the road? Be more diligent about how you manage your contact lists- spell
names correctly, label phone numbers correctly (home/work/mobile), avoid duplicate entries, and monitor relationships - for example, write down spouses and split spouses split spouses and include an updated note (“married Jane Doe 1/1/1991, divorced 8/15/2005”). Some software tools will let you link two spouses together within
the database. The more prepared your data is, the smoother all the activities of being a candidate will go for you
and your campaign.
So what can you do if you are in a state with bad data? Here’s the first lesson of dealing with bad data on a
campaign: figure out that the data is bad early. Too often, campaigns do their thing on an “as we get to it basis”
and often with this approach checking the data comes last. For a field team, checking the data is critical. Begin
early by going through processes of organizing focusing on “grasstops”—the most engaged Democratic voters
and activists in your area. It’s highly likely that the data in the voter file is accurate for these folks, because if it
isn’t, many of them fix it themselves. Having an early, upfront conversation with the state party VAN/VotebuildTech Yourself
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er admin or the Data Director would be key to figuring out how proactive the state is, what’s next in the system,
and what the plan is to improve the underlying data for the cycle. You can even ask for audits of the voter file
that the VAN/Votebuilder admin might have.
When you first get access to the voter file, take a bit of time to pull some random lists and test the data. In
a long campaign, you may do this in the process of campaigning for another race happening earlier in your
district or it may just be an early survey question set. Test phone numbers and postal addresses. Here’s a tip: save
postage by canvassing streets in various corners of the district, and consult locals about where the more transient populations are and test those areas. To test if everything that the voter file tells you is true, you should try
to verify a sample set. In basic terms, call number and verify that the person that answers is the one listed in the
file and not somebody else. It’s checking to see how many of the names on your list end up being someone deceased. You might find that for every five calls you make, someone’s data is out of date in some way. This means
that roughly 20% of the data in the file is bad. Based on the results you get from your testing, you can assess the
situation going forward.
As a campaign manager or field director, you might reach out to the Supervisor of Elections, or equivalent
authority in your district, and get your campaign signed up for any data updates they provide. In some areas
there may be several. This may require you to pay a processing fee or to provide them with a mechanism for
transferring data to you. This might be a few thumb drives the SOE can load new data on for your campaign
to pick-up on a schedule; it may be a web-portal or an ftp site, but in the end you’ll typically receive a giant
spreadsheet that doesn’t exactly match any of your other data. However, you might not have to do this. State
Parties usually receive automatic statewide updates from either the Division of Elections or SOS, so often this
data is imported manually. If you are using VAN/VoteBuilder via your state, these updates are already available.
Sometimes there are one-off updates that need to be actively requested, like Early Vote or Absentee data that
might be requested by the state party depending on the state, country, or local election rules. It’s up to your
campaign to figure out how to best integrate those updates into your campaign’s activities. In general, this data
can offset your other data and give you more control over things.
In many of the non-battleground districts that Democrats and Progressives are currently trying to swingoften Republican-held districts that are frequently composed of small cities and large rural and suburban areas-,
data quality is very poor. This is because Democrats and Progressives often target areas with high ethnic populations and lower incomes. You may have accurate phone numbers for fewer than 60% of the voters in the district
in some areas. Many campaigns don’t figure this out until late in the organizing process, after wasting hundreds
of volunteer hours dialing bad numbers. However, this is not always the case. In battleground states like Ohio,
Pennsylvania, and Michigan, data can be better, as suburban swing areas regularly get canvassed and called.
There are matching services available that you can hire to improve your data, but be warned: quality of
matches varies widely and costs can escalate quickly on large data sets. Finding good phone number matches
should be in the pennies per “match range” (this just means per 1000 numbers called/tested), but it’s highly
recommended that you start by testing smaller batches and verify that the matches you are getting back are
accurate. Often the same vendors that do things like robocalls and mass texting will do phone number matches.
Email matches are more expensive, and since you are not reaching out to someone who has opted-in to getting
campaign emails you could face more problems if this is not handled properly. The DNC and state parties have
access to such services and will often provide them at low or no cost to candidates.
If your district has lousy data across the board, the best solution may be to blend the oldest methods out
there, such as canvassing, with new tech , including digital ads and outreach tools, to rapidly create usable data
for other campaign actions. For example, you can simply gather a large field team and send them out into the
community with tools like MiniVAN or Victory Guide are to knock on doors, update old data that is out of date,
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and have and record conversations so that you are starting with a clean slate. But this of course takes time and
money, so it’s not ideal.
Facebook is the last area where you can import and supplement data. Facebook will allow you to import
lists from your voter file into custom universes, with a match rate that can vary from 30 to 80%. This allows you
to specifically target voters and enhance their profiles in your tools with data from their Facebook accounts;
however, this also should be tested before you pour a large share of your precious budget into possibly bad data
matches. If your data was already bad, pushing it through another matching algorithm that isn’t perfect isn’t
likely to make it better, and most likely it will make things worse. Also, it’s worth mentioning that Facebook is
constantly changing its policies both in terms of privacy and terms of matching.
The bottom line is to make sure that you’re doing whatever you can to find bad data early and take the steps
you need—even it if ’s re-gathering the data on foot—to get verifiable data before you add on bells and whistles,
like Facebook matches. It’s worth noting that TargetSmart, VAN, and others facilitate this through integrations,
so candidates often do not need to do this on their own. State Parties and the DNC can give guidance on how to
take advantage of these services, but if you have the DIY spirit, you can always give it a try outside of these tools.
Not everyone takes the same approach.

Soft Data vs Hard Data
In campaigns and in data science more broadly you’ll often hear the terms “hard data” and “soft data.” The
general definitions are that hard data is a verifiable fact that can be checked against reliable sources (like a name,
address, or phone number), whereas soft data is more qualitative or subjective (such as a statistical score or a
poll response.) In political tech, the definition of soft data generally includes records of voter contact, volunteer
activity, and other campaign specific data, which wouldn’t generally be available in a commercial voter file.
The distinction is important both for analytics and data sharing agreements. Organizations are generally
much more willing to share hard data, as they consider soft data to be more proprietary.

The New Landscape of Data Hubs and Exchanges
In addition to soft and hard data, there is also a distinction between the data collected by campaigns and the
data collected by groups, organizations, and others (“IE data”). Traditionally, this data has had to be siloed, and
each side simply had to collect the data and analyze it on their own.
In 2013, reeling from the 2012 loss of Mitt Romney to Obama, the Republican party began to get very
serious about sharing data across campaigns, vendors, and data sources in order to win. The partnership was
with two third-party entities and was “designed to facilitate unprecedented data generation and sharing across
all GOP party committees, consultants, vendors and the conservative outside groups that have become increasingly active in political campaigns.” It was also meant to increase access to data, which the RNC has traditionally
struggled with as much as the DNC. The effort cost $20 million and came from suggestions made via a study
from the Reince Priebus team, called the Growth and Opportunity Project.
The RNC began this project with a direct partnership with Liberty Works, a Right-focused tech company
in Silicon Valley. The goal was a data warehouse where any member approved by the RNC could dip into at any
time. This provides a competitive edge to the user of this data repository, giving them a significant advantage
over a candidate using a traditional voter file. The key is in the sharing: anyone who gets data from the data repository must in turn upload all their data. Data Trust manages the process- facilitating data exchanges through
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a platform built by Liberty Trust.
A good analogy of this trading is how a consumer interacts with Apple’s iPhone and related technology:
“Think of this like Apple and the App Store. Liberty Works will build the iPhone and other vendors will be
able to build the phone app or the contacts app,” Kukowski said in a 2013 article in RollCall, explaining that at
the time of launch the data warehouse included decades of gathered data from voter contact, micro-targeting
efforts, and publicly available consumer data. Having all the data in one place allows for easy formatting and
distribution of this data to campaigns at a level the Left can only dream of right now. The RNC, to their credit,
might appear to be a top-down party, but they are not. At every level, Republicans that choose to run have had
access to the same data as the highest level of campaigns, and it has helped them significantly. It’s also aided
groups that have worked to stoke civic engagement.
On the Left, we have taken the first steps to enable data exchanges on a larger scale in the same way campaigns and independent expenditure groups on the Right have done for years. The Democratic Data Exchange,
chaired by Howard Dean, has been established as a forum to facilitate real-time data exchanges with the campaign coordinated and independent expenditure side organizations on the Left. Read more on this here.
The data exchange is a third party entity that lives outside both the independent expenditure and party
aides of the campaign firewall, and the mission is to exchange data in “blind fashion” (meaning the source of the
data is anonymized) in real time. The Right has already built several tried and true processes around this. The
Democratic Data Exchange will do the same.
For example, a campaign can use this data exchange to get information about a door knock that happened
in Iowa by a group or organization. They won’t know who funded or executed that door knock on the other
side- maybe it was Planned Parenthood or Color of Change- but they will know what was shared by the voter at
the door. They will know, for example, that that person is an “issue voter” in the area of education or that they
really care about criminal justice reform. This, in turn, can lead to targeted messaging and a better chance for
the campaign to have an authentic conversation with the voter that will in turn mobilize voters on Election Day.
Both sides of the campaign finance firewall can take advantage of voter contact work from the other side.
There are so many reasons that this new Democratic Data Exchange is wonderful. First, we are finally
catching up to something the Right built eight years ago. Second, we can make better decisions and allocate
resources better on our campaigns, without having to reinvent the wheel every single time. Third, we can make
sharper predictions and have better targeted messaging. This will permanently “level up” the playing field on
the Left.

“It’s a series of tubes. And if you don’t understand, those tubes can be filled,
and if they are filled, when you put your message in, it gets in line, and it’s going
to be delayed by anyone that puts into that tube enormous amounts of material.”
											-Sen. Ted Stevens
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The Free (or Mostly Free) Basics
We are going to talk a lot about digital spend, ad buys and channels, tools stacks and how to organize your
team. However, before we do that, we should discuss the basics that you can do to get your name, message and
race out there without breaking the bank. These are the free (or mostly free) basics, and they include setting up
a web site and web presence, and establishing a basic presence on social media.

Web Site and Web Presence
Before we talk about what you need to know about this,it is essential to understand the role of a website.
Websites are often the first impression a possible voter/supporter will have of your campaign so it’s important
your website is done right from the start. So, what does that mean?
It means that your website is not something to cut corners on in order to save money. The biggest piece of
website building is what is known as “information architecture or hierarchy”. Information architecture (IA)
is the structural design of shared information environments. Information architecture focuses on organizing,
structuring, and labeling content on a website in an effective and sustainable way. The goal is to help users find
information and complete tasks. The real key to a good website is organization and an experienced web developer who will know how to design your site so that it lasts you a long time. You will need to update technology
and content, but a good design and information hierarchy can last you years if not decades. Simply put, don’t
just have the next door neighbor’s kid build your site for you.
Beyond design, a website is only as good as the traffic it gets. Small campaigns do not have the time, money
or content for Search Engine Optimization (SEO). Plus, many voters get their information from social media
and other web sites. Campaigns can leverage this trend by creating an online presence for their campaign with a
StoryMap. This is a free app from ESRI which allows text, images, videos and maps to be combined into a digital
package and easily shared on social media. A StoryMap can also be easily embedded in a web site. Learn more
about StoryMaps here and see how Jon Tester’s campaign used it in the midterm election.
When building a web site, you might hear people talk about a “microsite” strategy. This is the practice of
creating a bunch of smaller websites around a main website and using those sites as “feeder sites” into the main
site. Tools like NationBuilder have packages for up to 50 websites, and some campaigns even create 50+ sites
around their race and issues. Sometimes, these pages are used to comment on a particular issue, launch a game
or make a negative push on a competitor. Beware of a microsite strategy unless you know that the microsites
you are generating will get traffic too. Campaigns at band five will often have more than one site, but campaigns
at a lower level often struggle just to get traffic to their main site, much less any others. Resist a microsite strategy unless you are at the largest levels and have a real plan and budget.

Hiring and Building For Your Website
Even when hiring someone else to build your site there are things you need to know and think about in
order to ensure you have the best site for your campaign.
1. Create a logo and color scheme first, then begin to design your site. 			
2. You’ll need to own a domain name. Ideally not just the candidatesname.com but also
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variations of the candidates name (including misspellings!) and .net and .org versions.
Why so many? It prevents from mischief makers, including your opponents from
buying them and using them to confuse your voters/supporters. (For a great example
of what can happen check out what happened to Ted Cruz during his 2018 campaign).
You can buy your domain name from a domain registrar, like NameCheap.com or
Bluehost.com. There are a variety of others that you can find via Google. 		
3. As stated above, the real key to a good website is that everything is easy to find, creating a good user experience. Not everything needs to be on the home page, which is
the main page for your site. Ideally what should be on your homepage are:
•

An email capture- This is usually a text box that, when filled out, allows someone to
give you their email address, thus signing up for your email list. It usually deposits
that data directly into whatever email platform you are using. A Terms of Use and
Privacy Policy is critical on your site if you are collecting this data. You can easily
just use the same wording as another site, but have a lawyer review it if you can.

•

SMS cell phone capture. Phone numbers collected when people opt-in are especially valuable because campaigns can text automatically to raise money, ask them to
volunteer, and more. It is important to inform people and get their approval when
they are being added to an opt-in list. More details on creating opt-in phone number lists with chatbots here. This voice chatbot allows people without internet access
to request a ride to the polls from just a landline. As with collecting emails, a Terms
of Use and Privacy Policy is critical on your site if you are collecting this data.

•

A donate link/button: It should be big and easy to find. Often, these get placed in
the top right corner of the site because data shows that the top right is where people
often look first.

•

Navigation bar: This will be a series of links that link to other pages on your site.
Some links might be about the candidate, a media center, contact form, volunteer
form, issues page or endorsements listing.

•

Links to your campaign social media: Important note: this means the Facebook
page for your campaign, not the candidate’s personal Facebook account (more on
that below in the social media section).

•

Ad Pixel/Cookie: Your website designer should be easily able to drop an ad pixel
onto your website homepage, so that you may target your website visitors with ads
as the campaign continues.

•

Live chat: At bands four and five, consider a live chat feature like Slaask that can
allow constituents to ask questions, learn how to engage, and donate without even
picking up the phone.									

4. Beyond the home page described above, other pages your website must include a volunteer form, a donation page, issues or policy pages, and a contact page. 			
•

A volunteer form: When someone fills out this form, it sends the information diTech Yourself
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rectly to your CRM of choice, thus ensuring that your data stays clean and all in one
place.The way this data exchange happens is usually through an embedded page or
a widget depending on the CRM you are using. Your website builder should know
how to set the page up correctly.
•

A donation page: This needs clear information on where to mail a check for people
who prefer to do so. Many Democratic campaigns use ActBlue as their online fundraising processor because over the years it raised over a billion dollars for Democratic campaigns and optimized the online donation process to ensure maximum
success for your online donation forms. ActBlue will also help with proper disclaimers, requirements, and will send your money to you, usually within a week. Many
of the CRMs out there integrate directly with ActBlue, including NGP which most
campaigns use to file their compliance reports, and many CRMs also have the ability
to process your credit card donations (for a small standard fee similar to ActBlue’s
fees) and then deposit the money into your campaign.

•

Issues pages: This can either be one page per issue or a page that outlines where your
campaign stands on a variety of issues.There’s no one size fits all answer here but it
is important to have something to this effect on your website. If someone comes to
your website and can’t see where you stand on issues, you’ve drastically reduced the
chances that they will stay involved in your campaign or eventually vote for you.

•

Once you have your website put together you’ll want to include your web site domain name (candidate.com) on everything- on and offline- palm cards, stationary,
donation envelopes. Email signature lines, social media profiles. The more locations
you can plaster it, the better.

Email List
Before we dig into management of an email list and the sending of emails, let’s first talk about the most
important thing to know about building an email list: it’s important that most of that list has opted in to receive
email from your campaign. Of course, lists and people will be dropped in as you go, but if someone has opted in, they are so much less likely to leave. This isn’t a legal thing, this is about ethics and treating people with
respect (more on that in a moment). Opting-in means that they have willingly and knowingly signed up to your
email list. Don’t just take everyone in your personal email contacts and add them to your list. With anyone that
is outside the friend and family zone, email them, tell them you are running, why you are running and ask them
to opt in. If someone doesn’t opt in don’t add them to the list. It will backfire on you later.
•

In the Paid Media section, we talk about acquisition as one of the main goals of an ad
campaign. There are many other ways to build your list including:

•

Email anyone past the friend and family zone and ask them to opt in to your campaign email list as we just mentioned.

•

Ask your friends and family and supporters to email their friends and ask them to
sign up for your list.

•

When knocking on doors or talking to people in person, at a rally or on the phone,
ask them if they’d like to be on your email list and if so get their email address
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•

Run online actions and get people to sign up via signing a petition or a commitment
to vote.

Once you have the email addresses, put them into an email tool,or a Customer Relationship Management
(CRM). We will talk about this later in the tech tool stack section of this document, but you need the ability to
both assign emails to people in your CRM, like NGP VAN or others like Salsa or Blue State Digital. For email
tools, you might find that at bands one and two, Mailchimp is enough for email blasts, but for bands three and
upwards, you need to upgrade. We will talk about campaign size as it relates to how you store and send emails
later, but here are a few things you’ll want to think about as you choose an email tool:
A. How big is your campaign? The bigger your campaign, the more records you’ll have and the more
robust of a system you will need to maintain those. Also, your lists will get larger, and some email
tools can’t handle sending email blasts past a certain point. 		
B. Who on your team will be managing your email list? The candidate themselves? A comms director? A digital director? An email director? A volunteer? The more training and knowledge the
person running the program has, the more robust a system it would make sense to use. We will
talk in the Team Organization section later about the three levels of team organization and how
you might address email communication in each organizational chart. 		
C. What other tech tools are you using and will your CRM integrate directly or will someone have to
export and import data? For example, if you are using a tool for mobile canvassing like MiniVAN,
this can hook into VAN on the back end and automatically enter an email for you once you get it
at a person’s door. This is much easier than having to import it later.
Why use an email tool at all, you might ask? The biggest reasons are that email tools allow you to easily import emails, make lists of emails (for example, you can have lists by district, by profession “Scientists for Marie
Newman” or by relationship to you--”Family,” “Coworkers,” etc.,), customize “to” and “from” fields easily, and
use a template for design that lets you drop your logo into the top and enter text. You can also see how many
people open the email, how long they stayed in it, track “unsubscribes” easily, and see analytics reports to know
which emails had the biggest open rates. At all levels, some kind of email tool is going to be necessary, unless
you are in a hyper-rural district where very few people use technology, and you are running for something
small, like mosquito catcher.

Emailing Your List
There are plenty of resources that can teach you the basics about email structure, but we want to take a moment to address one of the most common questions asked about email (and social media, for that matter): How
often should I be emailing my list?
You may not like this answer, but we can’t actually give you a number. Here’s the rule of thumb: If you have
something to say, say it. If you don’t, shhhhh. As Beth Becker, digital strategist/trainer of Becker Digital Strategies, explains, “It comes down to four main sentences to think about when using these tools to communicate
with others...respect the Inbox, respect the newsfeed, respect your audience, and respect yourself.”
Your inbox and newsfeed are valuable real estate, right? Think about how much junk you see everyday. If
you can respect the inbox and newsfeed, that means you are putting out quality content that people WANT to
be engaging with. When you do that, you are respecting yourself by not wasting your time creating content that
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no one wants to engage with. Your time is valuable too.
The two biggest mistakes a candidate can make are shown here in two scenarios:
1. It’s 4:45 on Friday afternoon, and our data shows that we should email our list 4 times
a week, but we just had the biggest campaign endorsement EVER. Are you going to
wait until Monday or even the next day to email it out? Nope. You never know what’s
going to happen an hour from now. We have a 24/7 news cycle now which means if
you have something to say...SAY IT.
2. Data shows that our best engagement happens when we send our email out on Tuesday at 12pm. It’s 11:45 am Tuesday. what are we going to say today? think about how
many times you’ve rolled your eyes at content where it’s obvious they are talking just
to hear themselves talk. Don’t be THAT campaign.
One thing that respecting your audience can have an immediate impact on is spam rate. Spam rate means
that people are seeing your email in their inbox or opening your email and marking it as spam. This is not good.
When your email gets marked as spam, it increases the chances that future emails you send will go straight to
people’s spam filters instead of straight to their inboxes. Respecting your audience goes a long way in avoiding
this. Making sure everyone you are emailing opted in to your list is another way to help avoid getting reported
as spam. Hopefully people will instead click “unsubscribe” at the bottom of the email, which standard email
tools allow, and this will not affect your spam rate, but if someone is not familiar with how to do this, they might
just mark your email as spam which can in time affect your open rates overall.
Another way to use the email tools to help you to respect your audience is to use them to segment your list
sends. As we talked about before, you can chunk up your email lists into categories. Not only can you group
people by: area, relationship to you, and profession; you can also group people by what level of engagement they
have within your campaign. Common tags you might apply would include donor, volunteer, what issues they
care about, specific actions they’ve taken (Note: Some CRMs will apply such tags automatically, in some you
will need to create them). Other segmenting screens, or ways in which we segment, might include: geographic
location by district number, city or, most commonly, zip code; donation amounts; specific actions they’ve taken
or specific things they’ve volunteered for, like phone banking, canvassing, working in the office or envelope
stuffing.
When you send an email out inviting people to, for example, a house party fundraiser for a $250 recommended donation, you could send that email to people who live within X radius of the location who have
donated in the past. Further, you could screen out your very small dollar donors who aren’t likely to donate that
much all at once, thereby not sending them an email and saving their attention for something more interesting
to them. It’s a way to make sure you are not sending too many irrelevant emails to people. Again, we’re watching
those spam numbers and trying to keep them low.
One note about email analytics: don’t let yourself go down the black hole of worrying about unsubscribers.
It is going to happen. People move. Others follow you on social media and maybe your messaging is redundant
there, and they don’t feel the need to spend time on both. There are a lot of reasons people unsubscribe. Often,
they can feel simply deluged by political messages and need a break.
If you see a sudden spike in unsubscribes, then you will want to dig in and figure out why people are unsubscribing. You can do this by emailing a few of them asking or if you know them, call them and ask. Often
the reasons may be that you’re emailing too often (and probably doing a lot of meaningless babbling as a result)
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or perhaps you messed up a message in an email, and they are not sure what side you are on. The key thing to
remember is unsubscribes happen, and they aren’t worth worrying about unless there is a pattern or spike.

Social Media
The first thing to think about when working on your campaign’s social media is which platforms you should
and shouldn’t use. There are four questions you need to ask yourself that will aid you in making that decision:
1. Who is my target audience and which platforms are they using? The demographics
of each platform are widely available via Google search, but our favorite source is the
Pew Social Media Usage Report because they are less biased than the each platform
when posting their own demographics and usage numbers.
2. Once you have an idea of what platforms people are using, how are those people using
the platform?
3. Is the platform right for your utilization? Platforms were made for certain types of
utilization. It’s important to know how a platform wants to be used. Only use it if that
use case matches up with your campaign’s ladder of engagement.
4. How much capacity does your team have? Your team’s capacity will also inform
things. In band one and band two, you will find that you might simply not have people with the capacity to run your social media and do everything else.
How people engage with certain tools can let you reach demographics that you might be targeting. For example, if you are trying to reach college students, then you should think about including Snapchat in your mix,
especially if you are going to have some short video content that would be a good fit for the platform. However,
if you are trying to get people to donate to your campaign, Snapchat probably isn’t the best choice because that’s
not how people are using it, and it’s not how Snapchat intends to be used. Instead, you would use Facebook or
Instagram.
To find out more about social media platforms and which to use given your goals, read Social Platforms for
Political Campaigns. Once you’ve decided on which platforms to use, before you start posting, it’s important to
have the following things in mind:
1. Algorithms: Most of the social media platforms (Facebook, Twitter, Instagram,
Linkedin & Snapchat) deliver content using an algorithm to determine which users
see which content. It’s important to understand this from the start that because the
real key to success on social media is getting others to share content. In effect, this
turns your online supporters into your surrogates who spread the word about you and
your campaign.
2. Visibility and Capacity: You do not need to be on all of the platforms. Think carefully about your campaign’s capacity. Even presidential campaigns aren’t on all of the
platforms. For smaller campaigns, Facebook is a must given that there’s really not a
segment of the US population that doesn’t use Facebook regularly. Twitter is a good
choice for a second platform because of how it helps to generate earned media. From
there, Instagram and/or Snapchat are usually the third line of platform. There’s one
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rule to remember: If you aren’t going to do a platform well, don’t do it. If you aren’t
doing content for a platform well, people will notice, and it can hurt you as you try to
move online supporters offline to volunteer and ultimately vote for you.
3. Be Engaging: It’s called social media for a reason. It’s about having a conversation
with people and encouraging others to have a conversation amongst themselves. Don’t
be afraid to show a little personality. Don’t be afraid to ask questions of your audience.
Don’t forget to reply to questions both on the account and in any private messages on
the platform. Don’t forget that curation (sharing content created by others) is just as
worthwhile for you as creating your own.
4. Engagement over Likes and Followers: Don’t buy into the myth of the vanity metrics of page likes and followers. It is very easy on social media to like a page or follow
an account and then never engage with that account again. The real goal and leading
cause of success on social media is engagement. When people are engaging with you
(and you are engaging with them), the likelihood that your real goals of volunteers/
donations/votes will go up significantly.
5. Don’t Engage With the Trolls. You’re never going to please everyone. You’re also not
going to win every argument. This doesn’t mean don’t ever engage with people who
don’t agree with you. It’s not difficult to tell the difference between someone with an
honest question about an issue that’s asked in a respectful way by someone who is
willing to hear you out and someone who’s asking just to troll you. Don’t waste your
time playing whack-a-troll.
6. Remember the Four Sentences: Respect the Inbox. Respect the Newsfeed. Respect
your audience. Respect yourself. Don’t post because you feel like you have to Because
of the algorithms, it doesn’t really matter when you post. People will be shown your
content when they log in. Don’t be a news feed hog. Not everything that happens
needs to be about you. Let the algorithm help you. Give it great content and then trust
that the algorithm will show that content to the people who have indicated they are
likely to engage with it.
You will notice in our section below about Tech Tool Stacks by campaign size that we will list social media
sites like Twitter, Instagram, Facebook, Youtube and Linkedin as being somewhat ubiquitous among the bands.
But again, remember that these might not be the perfect mix for you. You might substitute Snapchat for Instagram, or you might drop Linkedin. You might use Vimeo and not Youtube. These are just basic suggestions for
starting points that your team can then customize.

Third Party Tools for Managing Social Media
There are a wide variety of tools on the market that can help a campaign manage social media that range in
price from free to tens of thousands of dollars a year. In this section we’re going to describe a few categories of
those tools that you might think about using.
The first is content management tools. You’ve likely heard of some of them if you’ve done any work with
social media already- the two most used ones being Hootsuite or TweetDeck. These tools will allow you to post
content across multiple platforms and track some basic analytics. Unless you’re running a large (like statewide
or national in scope) campaign, these tools may not actually be necessary for you to invest in. Both Facebook
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and Twitter let you schedule content natively on the platforms themselves and they provide really good analytics
as well.
The second is social listening tools. This is the category where a Hootsuite or TweetDeck like tool is more
likely to be useful for you. One of the great things about social media for campaigns is that regardless of the
size of your campaign, you can listen on social media to get a sense of what the people who you want to vote for
you are talking about and caring about. Third party tools for this like TweetDeck and Hootsuite will let you set
up multiple columns and designate what content goes in each column. So you may create a column that’s local
press and another column that’s likely voters and another column that’s your opponents so you can see what
they are talking about. The possibilities are endless. The key is to be methodical in how you organize those columns and then to check them regularly without spending hours a day just reading them. A good rule of thumb
is to spend 10-15 minutes at the beginning of the day skimming through them to see what people are saying.
You can also use them to see how what you are saying is resonating with people.
The third area is analytics tools. There are multiple analytics tools on the market but if you are running a
small or medium campaign the analytics you need are right on the platforms. The metrics you’ll want to pay
attention to should be focused on engagement and goals achieved. So, for example, on Facebook engagement is
measured in likes on posts/comments/shares and a goal would be if you post a video the goal is to get people to
watch the video. Again, don’t fall into the trap of the vanity metrics. Think about what you are trying to accomplish and then measure that.
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Digital Spend and Overall Goals
Now let’s begin talking about how to make your campaign as digitally informed as it can be. As we talked
about in the introduction, digital spend is critical within campaigns, and we’re not using it to the extent that we
should be on the Left. When campaign managers refer to the digital spend within the context of an overall budget, they are referring to digital paid media and digital communications. A campaign’s digital persuasion and
GOTV ads, as well as ongoing digital projects like the campaign email program and social media costs, account
for the campaign’s digital spend.
When beginning your run, you have to examine what your predecessor spent on their race, and then you
have to compare that against a few factors. For example, was the predecessor before you running against any
competitors? Has there been a party surge in your own party since the last race? These things can bring up cost
considerably. If the previous person has not had an opponent in 30 years, a $300k race could turn into a $1mm
race in a period of party surge and real competition on the other side. There are a variety of tactics that are often
lumped into the Field category that can allow you to make sense of all this.
Let’s break this down. When your campaign gets started, your team is going to put together a budget. There
are some relatively simple things that will be in there, like a campaign office, equipment for call time, and team
costs. We will not go into those because those don’t fit into the tech framework we are doing here, but it is useful
to understand the amount your campaign needs to raise to win. This means that you have to take into account
win goals, persuasion universes, and vote goals.
Campaigns are built around numbers. Your predecessor was working against a win number, also called a
vote goal, which is tied into a persuasion universe. When your campaign manager sits down with you, she or he
is going to explain one simple thing first. They will explain that you don’t need to convince your entire district to
vote for you to win. You just need to convince 51% of it to vote for you to win. Many great courses, like Wellstone, VoteRunLead, and National Democratic Training Committee, start with this in their training courses.
This is a critical concept because then you will survey your district, break it down, and assign probability numbers to people based on how likely they are to vote for you so that you can only focus on the ones that are in the
middle. If someone is already on a side, it’s hard to get them to change their mind completely, but people in the
middle are always open to a pivot either way.
OnlineCandidate.com has a great article that shows how win numbers and persuasion universes are broken
down. They give a great formula you can use, found below, of what you need to win a local election.
Expected Vote x .50 + 1 vote = Minimum Votes to Win (50%)
Expected Vote x .52 = Comfortable Margin of Victory (52%)
However, that is just the start. Then you need to dive into the numbers and really get to know your area and
its data. Here is what you will examine:
1. The total population of your district: Census data can help. Also take care to note if
your district has had large changes. Has there been an influx of people due to a new
workplaces opening up? Has there been a demographic change?
2. The total number of people that can vote: People who cannot vote are, for example,
people under 18, former inmates, and people who are not registered to vote due to
citizenship issues. Remove groups from your calculations if they cannot vote. Make
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sure to look at laws that might have changed between the last election and yours. Was
there a law against former inmates voting recently changed?
3. Expected voter turnout based on the last election: Examine this first for the primary,
and if you win that, then you can examine it for the general. Most campaign strategists typically calculate the average turnout from three past similar elections. Note
that general election years generally see higher turnout than midterms. A previous
election with a particularly contentious or publicized race at the top of the ballot may
have had unusually high turnout, and drastic events may have depressed usual turnout. Examine factors that are out of the ordinary that might ‘skew” data.
Once these things are examined, your win number is basically half of the number of people that are IN your
district that CAN vote for you, are LIKELY to vote at all, PLUS ONE is your win number. Make sense? You just
need 51% of the vote to win. Even one vote can put you over that line!
If you are running a presidential election, of course, things get a little trickier. You have to contend with
the electoral college instead of a direct vote. By the time you get there, you’ll have reams of people figuring out
where you need to be at any given time. For now, we’re just trying to get you to win your first few local elections to work your way up. You don’t need to get everyone in your entire district to vote for you, just a certain
amount. If you need more aid, Wellstone has a great calculator to help you determine win numbers here.
Now let’s discuss vote goals and persuasion universes. After you have a “win” number, you have to figure out
where to spend your time and energy. You need to focus on voters that are either in your party or in the middle,
that will give the most ROI if you reach out and take the least amount of pain to turn up on election day. NGP
VAN has the following chart in this article to explain how a persuasion universe is calculated using a mixture of
partisanship and turnout:
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As the NGP VAN blog article explains, “The voters in Square A are considered the Democratic Base: strong
Democrats, and reliable voters. Voters in square B are the GOTV universe - you can count on them to vote for
you, as long as they get to the polls. Squares C and D form the Persuasion universe - they are the swing voters
that will need to be convinced to vote for your campaign. The voters in square D are the most labor intensive to
organize, because they will need to be persuaded to support your candidate and turned out to vote. Anyone in
the E and F rows will not vote for you - don’t waste your time and resources contacting them!” You might find
that your Democratic population is low. In which case, you can focus hard on persuading the middle or focus
hard on GOTV to get those not voting to vote. There are all sorts of ways to view this once you know the numbers, but you need the numbers first. You get the numbers on turnout, partisanship and demographics from
your voter file, which in most cases will be via VAN/Votebuilder, although we talk about alternatives above. To
learn more in a specific course about all the above, consider taking the NDTC course here.
There is one more concept called a vote goal that ties into your win number and persuasion universe. Once
you have a chart like above for your particular race, you’ll need to break that down into tactics across your Field
team. We will talk more about the tools you are likely to use in eight major areas, including Field, across the five
sizes of campaign later, but there are a variety of tactics that often feature in these discussions.
If you consider that you “have” the people in Box A, the ones that vote Democratic and just along party
lines, then you have to figure out if you’re going to swing your efforts to GOTV and get more people to vote or
persuade those in the center. This will depend on your numbers. If a lot of people vote, and you have less to
persuade, then your tactics will reflect this and vice versa. These are the tactics that people often use to persuade
people that are in the middle:
•

Door to Door Canvassing (often tied into mapping and turf-cutting and mobile canvassing tools, which we will talk about more in the Tech Tool Stacks section later.)

•

Phone calls (ties into phone banking platforms and dialer tools, which we will talk
about more later.)

•

Events: Rallies and on the ground events, which utilize event tools.

•

Mailers and Postcards

•

Texting: Texting your audience, via tolls like Relay and Hustle which we will talk
about more below.

•

Organizing Tools: Relational organizing tools, like Votercricle and Team, which were
a hit in 2018 and we will talk about more later.

•

Effective Branding: Good and persuasive messaging spread out across the digital
channels you will use to promote your voice and race (and, depending on race size,
TV channels as well.)

•

Engaging Content: Digital media across FB, Google, and more to reach users via online channels and quickly gauge what messaging is hitting most with which groups at
which times.

•

Social Media: A social media presence that is inviting, warm and responsive to queries
and thoughts
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•

But, if your focus is GOTV and leaning on various audiences to vote at all, there’s
other tactics you might lean on instead:

•

Registration drives to get people who are not registered to vote to vote.

•

Building Relationships: with voters in certain categories, like labor unions, or by
LGBTQ or demographic or policy issues like climate change.

•

Deep Canvassing: This is basically going door to door on “listening tours” to gather
points of view and show willingness to listen and learn--we will talk about this is more
detail later.

•

Voting Plan: Making a voting plan or gathering a pledge from with people that are
likely not to vote, via apps like Motivote, tactics like Votetripling, or more.

•

Third-Party Action Tools: Use and promote Activism Navigators and Grassroots Action tools like Change.org, Countable, CrowdShout and more to get people throughout your race, hoping that the increase in political action overall will lead to people
voting more (it always does!).

You can learn more in this guide online about these tactics, and these will inform everything below that we
talk about in our Digital Spend section.

Digital Spend and your Campaign Budget
We discussed win numbers, persuasion universes, and the ways that you can reach people based on how
your persuasion universe lays out. One of the most critical ways that you are going to reach your audience is via
digital media online. Online channels are incredibly effective because you can track, often to the penny, how
your spend is performing for you. Unlike TV or radio or mailers, which can feel like they are flying away without any sense of effectiveness, online methods are brutally efficient when it comes to consumption.
Americans are online. Pew research reports, “Overall, 77% of Americans go online on a daily basis. That
figure includes the 26% who go online almost constantly, as well as 43% who say they go online several times a
day and 8% who go online about once a day. Some 11% go online several times a week or less often, while 11%
of adults say they do not use the internet at all.”
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Mobile phones have been a big part of this change. Pew Research states, “Adults with mobile connectivity
are especially likely to be online a lot. Among mobile internet users – 83% of Americans who use the internet
at least occasionally using a smartphone, tablet or other mobile device – 89% go online daily and 31% go online
almost constantly. Among Americans who go online but not via a mobile device, by comparison, 54% go online
daily and just 5% say they go online almost constantly.” Gone are the days when it was just millennials that had
their nose in a screen nonstop. “Americans ages 30 to 49 are now about as likely as younger adults to use the
internet almost constantly (36% versus 39%). The share of 30- to 49-year olds who say this has risen 12 percentage points since 2015. Meanwhile, the share of constantly online Americans ages 50 to 64 has risen from 12% to
17%.” In other words, you have to be online to compete and get your message across.
But, how people consume information online does vary. Deoitte has a
comparison report of how Gen Z, Millennials, Gen X, Boomers and Matures
consume content online here. This can
give you a sense for how tactics vary
among different age groups. Boomers,
for example, rely on email, phone and
mailers to get news. Gen Y relies on
texts, social media, and mobile ways
to learn about things. Pew Research
shows in this article that Facebook and
Youtube are the leading places people
consume in the U.S.
However, rising trends show new
tools are gaining power. According to
Pew, some 78% of 18- to 24-year-olds
use Snapchat, and a sizeable majority
of these users (71%) visit the platform
multiple times per day. Similarly, 71%
of Americans in this age group now use
Instagram and close to half (45%) are
Twitter users.
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You’ll find that demographics also change how people consume media. For example, Pew Research shows
that:
• Pinterest remains substantially more popular with women (41% of whom say they use
the site) than with men (16%).
•

LinkedIn remains especially popular among college graduates and those in high-income households. Some 50% of Americans with a college degree use LinkedIn, compared with just 9% of those with a high school diploma or less.

•

The messaging service WhatsApp is popular in Latin America, and this popularity
also extends to Latinos in the United States – 49% of Hispanics report that they are
WhatsApp users, compared with 14% of Whites and 21% of Blacks.

Users of one platform often tie into the use of other platforms by internet consumption. For example, an Instagram photo may be posted on Pinterest or shared with friends via WhatsApp. In the graphic below, you can
see how users are likely to interact with other social media platforms.

There is infinitely more information and statistics online about how various age demographics consume
media, and we urge you to look at it when you have time. For now, we’re going to focus our efforts on teaching
you digital media across the most commonly used platforms, so that you have a sense for when you will be placing and testing your ads. When possible, we’ll give you DIY options. We’ll also aim to give you a framework to
start, and then you can go into a digital firm informed if you choose to use one.
On the Left, we are behind in the digital spend arena. A lack of accountability among consultants, a lack of
knowledge sharing, a lack of templates and frameworks, and communication has led to campaigns even as recent as 2016 on the Democratic and Progressive side sinking money into TV, radio and mailers, when the same
spend could have been used much more effectively online. As we mentioned above, while the Right has been
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putting 40% of their campaign budgets into digital spend and training their candidates well on how to use that
spend, the Left often sees its candidate putting just 20-30% or less into digital spend and sinking the rest into
more traditional tactics like TV, print, and radio. We must get our digital spend to parity with the Right, and
part of that means that our training for candidates -- especially down-ballot candidates -- needs to be centralized and emancipated from firms and consultants at the beginner levels. You will always need vendors and consultants, but it is important to have an understanding of digital budgeting and questions to ask before meeting
with vendors. In general, you want your digital spend to be around 40% of your overall budget. However, please
note, if you run in a rural area with poor connectivity with less web usage, you might need to focus on more
traditional media. Things should always be subjective to the circumstances you are in.
Before we get started in organizing tools, a quick note: we will talk about a lot of “digital” areas in this document and refer to this 40% number. It’s important to remember that when we talk about this 40% spend optimal
percentage, we mean digital paid media and communications spend. This spend does not apply to tools being
bought, team members in digital or similar tools in a budget. For example, Hustle and Victory Guide, two tools
used for knocking on doors and texting, would be charted under Field Tools in the budget. Communications
tools would go under Communications. ActBlue charges would go under Finance. And personnel costs -- even
if they are in the Digital department -- would go into HR and Headcount. When we say digital spend needs to
be around 40%, we mean digital spend across several categories, such as name ID, persuasion, mobilization,
email programs, and other paid non-individual communications. In other words, it is anything hurled out into
the world in ad form to promote people voting for you. Digital spend will also depend on your DMA or Designated Marketing Area. We talk more about DMAs, so stay tuned.

Budget Allocation to Figure out Digital Spend
No campaign, regardless of size, is immune to internal battles for budget allocation. The biggest thing that
you will be spending on in your campaign is letting the outside world know that you exist, that you have great
ideas, and that you want to be hired for office. Spend that is used to tell the world about you is called media
spend, and the money allocated to media spend that works online to let people know about you -- through, say,
Google, Facebook, banner ads or similar -- is digital media.
The digital spend is often the last of the paid media budget categories to be appropriated. Because of the
nature of digital advertising, digital campaigns give a lot more flexibility to expand or shrink budget quickly
with the ability to add multiple layers of targeting on universes. An unfortunate outcome of this is a severely
diminished digital budget if fundraising slows. Campaigns from big to small would benefit with the creation of
platforms that calculate ROI across paid media channels.

How Campaigns Think About their Budgets
•

Most political campaigns think about their overall budget in terms of 8 categories:

•

Operations (Campaign management, accounting, administrative expenses, taxes)

•

Strategy, Research, Policy, and Political (Polling, modeling, researchers, political consultants)

•

Digital (Digital staff and consultants)

•

Communications (Comms staff and consultants)
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•

Legal (Legal Counsel)

•

Field/Voter Contact (Field staff, GOTV materials, phones, texting, field supplies)

•

Fundraising (Finance staff/consultants, mail, events, digital)

•

Paid Media (Digital, TV, Radio, Print, Mail, Production)

Some individual campaigns may structure their budgets differently, and a few expenses will touch multiple
budget line items. A link to a sample campaign budget template is provided here to give you some context.
The first two questions a campaign will need to answer to formulate its budget are “What will it cost to run
a competitive campaign for this district?” and “How much can this campaign raise?” After figuring these things
out, the campaign will need to figure out its baseline expenses, then break out what will be spent on Voter Contact/Field and in paid media. Let’s tackle these separately.

The Cost to be Competitive
You need to figure out is “What will it cost to run a competitive campaign in my district?” The answer to
this question can vary from candidate to candidate, but campaigns should research what past campaigns have
spent in the primary and general elections in the district. Once you have researched previous campaigns, don’t
just stop there. The candidate before you might have been dealing with a different climate or with no competition. Research campaigns of similar sizes in your area that are facing a similar climate and set of competitors
to yours in the present time as well. For example, a race where Democrats might not have run a candidate and
Republicans took the seat before Trump might have cost 300k to win, but with Democrats determined to take
back more seats now, race budget might soar to 1mm or more to turn the district blue.
Figures for previous races can provide a baseline for what past successful campaigns have spent (and to a
certain degree, what they spent that money on). Full campaign finance reports for all federal candidates can be
found on the FEC’s website here.
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Most state candidates have similar databases housed with their Secretary of State’s office. Here is a link to
Michigan’s for example.Then, take the win number and persuasion universe that we talked about before, and use
that to formulate your budget, your digital spend, and your overall plan to win!

How Much You Can Raise
The next question you need to ask yourself is “How much can my campaign raise?” Each candidate needs
to assess the strength of their fundraising network. For most non-incumbent races, these networks will consist
of friends, family, colleagues, and other close relationships. Successful campaigns will tap these personal relationships while cultivating new ones to keep expanding the candidate’s fundraising network. For this reason,
campaigns should be diligent when creating finance plans and forecasting future revenue.
Looking at prior campaigns and other fundraising from the district to statewide or national campaigns can
provide additional insight into potential fundraising, but actually tapping into that potential requires political
success. You cannot assume that because someone gave to the prior challenger for the district, they will give to
you as the new challenger - most of that challengers money likely came to people with prior connections to that
challenger. If you don’t have those connections, getting that money won’t be easy. Gaining the endorsement of
that prior challenger doesn’t make anything a sure thing either. Going after someone else’s list of donors can be
risky before you have earned some credibility in the community as a candidate. Some donors will be “burned”
if you reach out to them before they perceive you as worthy. If you don’t find any success with a small sample of
the list, put it aside and come back to it later after you’ve done more to earn credibility with those donors.
You should do outreach to prior candidates/campaigns, you should try to collect donor lists and use available resources to research donor histories. Don’t just ask someone for their email list, ask them if they will give
you their email list and send that list an email in their name asking their prior supporters to opt-in to your list.
Ask that candidate to sit and make calls with you, to text the people they communicate with that way while sitting next to you so they can turn a positive text exchange into a phone conversation with you in real time.
NextDems has written a Medium article about how to write your finance plan here.
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Baseline Expenses
Third, you need to ask yourself “What are my baseline expenses?” These can often come from your team,
if it is already in place, and if they have previous experience running a campaign. Often, campaign managers
come into a campaign with a sense of baseline expenses from previous work, but if needed, you can see some
sample baseline expenses at www.techyourself.org and in our campaign budget template provided here.
Campaigns should draft a staffing plan for their operations, finance, and field departments complete with a
timetable and monthly compensation for each. Then, each campaign should account for campaign consultants
and contractors that they will want to employ. These could be political or strategy consultants, polling firms,
digital consultants, fundraising firms, researchers or legal counsel. Finally, the campaign needs to estimate administrative costs like the voter file, NGP VAN, taxes, employee gas reimbursement, and the hundreds of small
miscellaneous expenses campaigns will inevitably incur.

Voter Contact/Field Expenses
After the baseline expenses are outlined, there will be two remaining areas with large budget flexibility: Voter Contact/Field and paid media.
When budgeting for your Voter Contact/Field program, make sure to include all items that directly support
one-to-one communications. This budget section will include paid field staff, gas mileage reimbursements, cost
of literature and supplies for canvassers, and field tech tools like Hustle and CallHub that facilitate one-on-one
voter contact. The campaign budget will inform how many field organizers can be hired, what field tech tools
can be used and at what capacity, and what kind of events and materials can be made to support the field team.

Paid Media Expenses
Paid media is made up of ad spending on TV, radio, print (newspapers), mail, digital, ad production costs,
and any payment, commissions or serving costs paid to a media buyer. With each advertising method, a campaign should consider who they can target and through what channels while maintaining a frequency that will
allow the message to sink in and be effective. TV, digital, and mail account for the lion’s share of ad spending.
Production costs can also become significant if the campaign chooses to use multiple creatives. The campaign’s
paid media strategy should work in coordination with all other aspects of the campaign, but especially with field
and voter contact. Paid media should support and amplify the messaging that the field team is bringing door to
door.
DMAs and your Paid Media Budget

There are a number of factors and data points to consider when appropriating the campaign’s paid media
budget between digital, TV, and direct mail. First, let’s examine what a DMA is. DMA stands for Designated
Market Area, sometimes just referred to as “media market.” The country is currently divided 210 DMAs that
typically encompass metropolitan areas with rural areas being combined. Ad time placed for your campaign will
play across the entire DMA, and some district lines will include multiple DMAs. Generally speaking, the more
populous your DMA, the more expensive points will be. Small markets can become very expensive, though, if
there is a large spike in competition for airtime (like around election days).
Here is what pricing across Michigan’s DMAs looked like in the days ahead of the 2018 elections in relation
to the percentage of the 2016 vote those media markets accounted for:
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Here is what pricing across Michigan’s DMAs looked like in the days ahead of the 2018 elections in relation
to the percentage of the 2016 vote those media markets accounted for:
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Factors to Consider with Paid Media Budgets

Now, let’s examine what to consider as you create a paid media budget and break it out into the various
channels available to you, which should include online advertising, TV, radio, direct mail, and more:
•

Effectiveness of Expenses: First, the campaign needs to assess if the amount they will
spend in a particular medium will be enough to effectively persuade and motivate voters. Candidates that live in expensive DMAs may have to rely more heavily on digital
because their budget would not allow for a significant TV buy. Talk to as many other
candidates as you can, and if you hire a firm, they can aid you with this too. Make sure
you set aside enough.

•

Quality of Voter File: Consider the quality of the voter file in the area and “real”
matches. Addressable digital campaigns can be significantly hampered if the voter file
is inaccurate or has bad data, and therefore the campaign’s targeted universe(s) match
rates are low. Bad data will affect the reach and efficacy of the addressable campaigns
and could inform use of funds elsewhere. If campaigns do run into this problem,
shifted funds could effectively be used on demographic targeting. See The Critical
Nature of Data for further explanation.

•

Average Screen Time: If possible, campaigns should acquire data about how much
time voters are spending on their computers, phones, and tablets. Districts that have
older populations or rural districts with poor wireless connectivity could have significantly less opportunity to reach likely voters on digital. Older populations are
spending significant amounts of time on Facebook, but not on as many devices as
younger generations. See below for an example breakdown of screen time from MI-11
residents.

•

Targeting: You will make many decisions over the course of the campaign on who the
campaign’s ads should be targeting as you learn more about the electorate and messaging. This information can lead to decisions to run at a higher frequency among
certain segments and possibly drop segments altogether. Often times with digital
and mail targeting, you will rank your universes and drop the weakest universes if
the budget doesn’t allow. Analytic firms can aid you with this universe targeting if
your race is at the size to warrant that kind of approach. The DNC and TargetSmart’s
“Voter File 2.0 Program” provides for targeted segments pre-loaded into social media
platforms, as well. Read more here. In the event the voter file is not useful or available
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for targeting, platforms such as Facebook offer targeting “liberals” or “moderates” that
is a fairly good proxy for targeting these audiences.
•

Supporting field and contacting hard-to-reach voters: In certain districts, there will be
pockets of voters that it will be impractical to get canvassers to. The challenge might
be with language or with geography. Strategies could be laid out to target those voters
directly with digital ads. The same goes for cord cutters who no longer have tv/cable
subscriptions. Once you have identified the pockets of voters or communities that
you would like to target digitally, it is only a matter of setting up your digital targeting to increase frequency to those specific segments with the messaging/creative you
would like them to see. If it is physically difficult to get canvassers to certain pockets
of votes because of the geography of your district, your digital firm can “geofence” the
area and increase frequency to your targeted universe within that. If there are specific
communities that your field team is struggling to penetrate, your campaign can use
different creatives/messaging and have your digital firm layer on targeting segments
to hit this community. These tactics can help to make sure your message is still getting
to places where your field team cannot, but it cannot replace to effective rates we see
with canvassers having one-to-one conversations with voters at their homes.

•

Primary vs. general: Campaigns will be dealing with different voting populations for
primary and general elections. The considerations should be made independently for
each election. Voting populations in primaries tend to skew older and, in most states,
primary voters must be registered with party affiliation. In a general election, a large
part of your election strategy could be to win independent voters, but you will not
have that option in the primary. Also, the total amount of votes cast in a primary will
be considerably smaller than in a general election (with exceptions for competitive
primaries with one-sided general elections). This means that a constituency group
that was critical to your primary win may not be large enough to influence the general
election in the same way.

Digital Ad Goals, Terms, and Expectations
Digital paid media includes any placement that has spend behind it online. Sometimes people get confused
between organic social media and paid social media. That’s because the placements on Facebook and Instagram
look very similar to posts from your friends or people you follow. However, organic social media posts will only
be seen by anyone who chooses to follow a candidate or organization, while paid media allows you to choose
who is going to see your message. These placements can look very different from one site or platform to another.
Here are some examples of some of the type of paid media placements you will see online:
Standard Display Ad

The best uses for this ad are to:
•

Reinforce messaging (ideally a supplement to a buy, not the only tactic)

•

Drive up ad frequency for higher message retention

•

Typical Sizes for this ad include: 300x250, 300x600,320x50 (mobile), 728x90, etc.
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Google Search Ad
The best uses for this ad are to:
•

Reach people who are actively seeking information about a candidate

•

Find extremely qualified “action takers”, especially donors

•

Drive people to very specific landing pages based upon issues they are interested in

To go into a little more detail on search ads
since we haven’t gone into this in the guide,
search ads were the first digital ads. Before there
was Facebook or Youtube, Google was serving
you ads when you searched for something in
their search engine. Say you’re searching for
“Nike sneakers.” Nike can pay to show you an ad
encouraging you to buy their shoes from their
online store, and so can Adidas. Google is the
most used search engine, but there are others
like Bing and Ask.com that have the same style
of ads.
In the marketing world, search is what we
call a “pull” form of advertising. This means
that the person you’re showing an ad to has already indicated they’re interested in what your ad talks about, as
opposed to “push” advertising where you are putting a message in front of someone without them asking for
it. “Pull” advertising is incredibly powerful because it means the people seeing your ads are “hand raisers” -they’re already primed to do what you’re asking them to do.
Even though your first digital ad dollars should go to Youtube and Facebook, it’s important to put some
money behind running search ads on your candidate’s name, and ideally, your opponent’s name and other terms
related to your district (i.e. Illinois 14 congressional race). People who search for those terms are raising their
hands and saying, “I want more information,” so you want to make sure they get that information from your
point of view by directing them to an appropriate page on your website when they click on the ad. If you have
more money, you should also try to cover terms related to the issues that voters might care about in your race.
You will be able to use geo-targeting to make sure you are only reaching people who search within your district.
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High Impact Display

The best uses for this ad are to:
• Drive awareness on sites that are heavily skewed towards your audience
•

Build excitement around big moments

Social Media Ad (Facebook & Instagram)

The best uses for this ad are to:
•

Run very targeted campaigns (local, custom and niche
audiences)

•

Achieve action oriented goals (sign ups, etc.)

•

Reach and
scale your
brand name
with voters.
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Video Ads (general)
The best uses for this ad are to:
•

Reach and scale with potential voters

•

Connect with voters using a story (create emotion)

•

Here is a YouTube example:

•

Here is a Hulu example:
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Audio

The best uses for audio files are to:
•

Storytell to people who are actively listening
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Sponsored Content

The best uses of this content are to:
•

Take control of the narrative by writing your own headlines

•

Leverage the legitimacy of publications with established audiences

•

There are three types of this content. Branded Posts, social handshakes, and sponsored content articles.

Paid Ad Campaign Types
There are generally three types of goals that digital campaigns seek to achieve. List building and fundraising campaigns work to build email and texting lists that they can then contact frequently to encourage their
supporters to donate. Persuasion campaigns seek to convince people to vote for a candidate. Generally, the idea
with persuasion is to identify people who will vote, but aren’t sure who they are going to vote for yet. Mobilization, or GOTV, campaigns encourage voters to turn out at elections. This involves targeting people that we are
(nearly) certain will vote for the candidate, but we aren’t sure if they will show up to the polls.
Paid media can be incredibly effective, but it’s often tied to your message and your creative. The best campaigns send text messages and creatives constantly, switching things up and monitoring what is impacting voters most. Creative simply refers to the assets you are using to market yourself to people. This could be a simple
banner ad, a radio recorded spot, a video or an animated gif.
Creative testing is done in two ways: either before the message goes live or when the ad creative is in marTech Yourself
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ket. Analytics firms like Civis and traditional polling firms offer the ability to test ad creative before it goes into
the market. Civis, for example, offers an in-survey testing methodology. Traditional polling firms often conduct
focus groups or have their own survey methods. The advantage of doing this is that you can make a decision on
what ad creative to put spend behind before you place it in front of voters. This will cost money, though, and it
takes time to get results. There are also other disadvantages to certain methodologies, In particular focus groups
can often get “group think” where people will agree with others who are participating.
In terms of what the cost looks like, Civis for example, requires around $15K to test 3 ads. Typically, however, their tests range from $10-30K. The smallest geography they can currently test is a congressional district (but
could do a state legislative test if they could split up districts).
You can also test creative while it’s live. One of the one platforms that offers a testing solution is Google
through Youtube. There are currently two types of tests with Google: Brand Lift and Max Lift. Brand Lift allows
you to run an ad for a 7 day flight and receive results after the test is done. Max Lift actually optimizes during
the test, so that it’s constantly learning who is being persuaded by a video and showing that video to other
similar individuals. With Brand Lift, Google requires a minimum spend of $7K over a 7 day period for the test
(per each video that you want to test). With Max Lift, Google suggests that you have an audience size of around
$400K to start in order to use this too. They typically don’t suggest going smaller than a congressional district
with a filter for left leaning voters and undecided. You should also make sure you know when to expect the
test results from Google. Discuss this in advance, so they know your needs and can provide results in a timely
manner, so you can use it for decision-making purposes. You can also complete simple A/B testing using the
Facebook ad manager.
Sometimes, you will be surprised at the ads that perform best. Often, those who choose to work on campaigns have a very different mindset than those who are persuadable voters (who tend to be more moderate,
and less of “insiders” in the political space). This is why testing can be so helpful. Megan Clasen, a digital political consultant says, “One of the best performing ads on the JB Pritzker campaign was simply a video I took of
him walking and answering non-political questions.” (See link here) “We tested this with both Civis Analytics
and with Google and saw very positive results, so we actually expanded the budget we planned to spend on paid
media with this ad.”
Another thing you want to avoid is ads creating backlash with voters. Sometimes ads have an opposite
effect, which is a situation we always want to avoid when possible. Even with polling, it’s impossible to know
exactly how someone will react to a video portraying a message, especially when it is a negative message. Megan
Clasen says, ”When I was JB Pritzker’s digital director, we had 7 different negative messages that polled really
well, so we made an animated video creative for each message. Only 3 out of the 7 were effective in moving voters and the other 4 actually hurt us more than they helped us.”
Before laying out any cash, it’s important to think about what you want to achieve with a digital buy. This
will help set expectations on what to expect in terms of “performance.” There are a few key things that our digital campaign managers have seen that they want you to know.
First, when running a persuasion campaign, you normally don’t see a lot of positive engagement with the
ads. Persuasion campaigns, by definition, are targeting people who are not sure they are on board with the
candidate, so they are unlikely to like, comment or share your ad. In fact, too much positive engagement can
suggest you are targeting people who are already “with” the candidate and not necessarily persuasible. Clasen
states, “Sometimes candidates and managers can get obsessed with likes. [...] They will badger their digital or
campaign managers for more likes, worries that they are behind their opponent, when in reality they are just
fine and in fact outperforming them. What matters is that the person sees the ad, registers your face, and has a
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positive impression.” The best way to measure a persuasion campaign is before you launch it by setting yourself
up for success with proven creative messaging and an effective targeting strategy and media plan. Then, during
the campaign, you should measure reach and frequency to ensure you are reaching the number of people you
thought you were going to reach with your campaign spend and reaching them enough times that you can
change their mind.
Second, no one can ever predict if you will “go viral” with someone. Don’t try and just take your chances. The idea of “going viral” is often talked about among Democrats, but this is very much the exception and
not the rule. It’s incredibly difficult to actually be able to predict the content that will achieve virality, and this
should never be something you count on. This is often more of a “capitalizing on a big moment” strategy and an
argument for your team to be able to respond rapidly. Further, virality is a tricky concept because those sharing
your ad tend to have more of a liberal skew to begin with. Even if your ad is getting a lot of views, it may not be
getting the “moderate persuadable” views that are most impactful for a persuasion campaign to succeed. Whatever the case, be aware that people have a 6-second attention span. If you call their attention to something, make
100% that the ask is clear.
Ultimately, wirality is best used for fundraising because, as mentioned, you are often reaching a more liberal, insider audience. For example, in 2016 Donald Trump accused Hillary Clinton of “playing the women card.”
The Hillary Clinton digital team immediately designed a physical “woman card” and sold them online, raising
millions of dollars for the campaign.
•

Here’s an example of a social media gif:

•

Here’s an example of an email:
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•

Here’s an example Facebook ad:

Here’s an example landing page:

Finally, for GOTV periods, which are the periods before both your primary and general elections where you
push voters to the polls or to mail-in ballots, there are certain goals that will be more measurable than others.
For example, if you are running a Commit to Vote program, you can track the cost per commit and optimize
your buy. Many candidates also run election day awareness campaigns, which are geared toward letting voters
know they can vote early, where they can vote or when election day is. In this case, the planning and buying
strategy would be more similar to persuasion, where you are trying to achieve a certain reach and frequency.
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CPM

Before we go any further, we should examine the concept of cost per thousand impressions (CPM). The cost
of digital ads is typically spoken about as a CPM, or cost per thousand impressions. An impression is anytime
your ad loads on a webpage, so in theory it is seen by the person you are trying to reach. The reason I am phrasing it as “loads on a webpage” is that there has been a lot of discussion around “viewable” impressions in the
last couple of years, which is one of the reasons that it’s important to understand what you are buying when
purchasing digital advertising.There are many different types of impressions: in terms of creative type, length or
location on a page. These are all important to factor into the CPM.
The CPM of your buy will change based on the type of digital creative you are running. In some cases,
demand of the ad market will change the CPM. For self serve platform buys, or anything that is not reserved in
advance, CPM will fluctuate based upon how many other people are trying to buy ads to reach the same audience as you are. This is something to keep in mind as you get close to election day because it’s highly likely that
costs will rise since other candidates who are running against you or other races in your district will be vying for
the same online ad time as you are. Another factor that can change CPM and cost may be unavoidable. Quarter
4, or Oct-Nov-Dec, is always more expensive for online media because this is when a lot of brand advertisers
spend a lot of money. If the end of your race falls into this area, you simply need to plan for it and spend what
you need to.
CPA

For the purposes of understanding how to budget media, another term is cost per acquisition (CPA) is useful. This is often used to calculate the cost of getting a customer online, so that it can be juxtaposed against what
they bring in. In the political sense, since there are no products to sell other than you, “acquisition” would refer
to registering a voter to your list. We talk about CPA in the section around list-building because, if you assign
a CPA to each email, you can figure out the cost to get an email overall. To give an example, you might release
banners, Facebook ads, and some Google ads to get people to give you an email, resulting in $12 CPA per email
you receive. After you sign up for a list, you are taken to an immediate donation page, so more might come in.
Long term donations over time and immediate donations prompted by emails bring in revenue over time, so
your CPA of your supporter goes down as the donations go up.
ROI

ROI simply refers to the return on investment, or whatever you make based on what you spend. Because
you are in the political space, you will want to count votes and donations as your “return” for spend that you
make on, say, digital ads, tools and volunteers in the field.
Impressions and Frequency

Finally, a key term for understanding how to gauge the effectiveness of your media to voters is via impressions. Impressions are basically “touches” that you send out to each individual voter, so they see you, recognize
your face, and absorb your message. In marketing, startups usually “stack” impressions to their customers at
key times, which means that they run marketing across varying channels to make sure that someone sees and
hears the brand anywhere from 3-6 times a week. For example, the babysitting brand Sittercity.com, attempting
to reach moms during the first week of May to advertise babysitters for summer, might run ads on Facebook,
Instagram, Google, and NPR. The brand also put up a billboard or two and pursued a news story with print,
broadcast news, and bloggers in Chicago. Buying across all these platforms within a contained time period of,
say, one week, allows the site to guarantee that their main demographic of moms in Chicago will likely average
out to seeing and hearing about them three times that week. Thus, some percentage of that group might buy a
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membership and arrange a babysitter for a date.
The number and type of ads you will run using this strategy will likely cluster around periods of seasonality,
which is the natural trends that you see. For example, for babysitters, moms often hire for the back-to-school
period, September, in January after the holidays as school begins again, and in May when school lets out. The
business knows to stack ads around these time periods in their major markets. Stacking them across eight channels might lead to moms seeing and hearing about the brand three times during a critical week, making them
likely to buy.
Why not just touch people once? It’s the same thing you saw in grade school. One touch is easy to ignore,
but the more buzz you hear about a popular classmate all in one week will make you really wonder who this
person is. The more channels that people see or hear you on, like radio, social media, and word of mouth all in
one week, the more they will really wonder who you are.

The Lifecycle of Campaigns
Speaking of seasonality, it exists in campaigns too! This time, you are the product, and your “seasonal” period is across a primary and a general time period that you have no control over. It’s important to understand the
lifecycle of campaigns as you budget, so that as you go, you are budgeting in enough for the parts of your primary campaign and your general. For campaigns, the life cycle begins with list-building and ends with GOTV
spend. Mobilization spend and persuasion spend are ongoing through the entire race. Every campaign is different, however, and sometimes things move around to accommodate a certain area or race.

Types of Ad Partners and Platforms
Generally, there are two ways to buy ads online: through a self-serve platform directly or by an insertion
order with the ad partner. An insertion order is a contract between the ad partner and the buyer that lays out
the terms of the buy. This will typically include things like length of campaign, targeting that has been agreed
upon, out clause (how much time is required to modify or cancel the ad buy), the spend and frequency rate, and
any other necessary terms.

Programmatic Buying at the Smallest Race Levels
There has finally been some progress on low-cost ways for the smallest campaigns to get help in targeting.
There has been a rise in programmatic ad buying. The biggest platform is DBM, Google’s version, and there are
now smaller competitors like TradeDesk. Often, agencies have their own programmatic buying options that can
tap into available inventory via Google and other sources. A political example of this is Rising Tide’s sister company DSPolitical. DSP, which stands for demand-side platform, developed a self-serve platform that is geared
toward smaller campaigns- those spending less than ~$5k on digital platforms. This can work well alongside the
self-serve platforms offered by Facebook and Youtube.
However, there are a few things to look out for when using a self-serve ad targeting program like DSP or any
other:
•

Targeting is never terrific on these platforms. While they say you have total control
over where the ads show up, there still might be ads showing up in suboptimal places.
Good firms will have sites like Breitbart, for example, on a blacklist so that your ad
never appears there. Firms are highly recommended when it comes to buying.
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•

These ads might show “below the fold” and not really be seen. This means ads will appear below the homepage that first pops up when you open a page, meaning you have
to scroll down to see the ad.

•

The quality of impressions might not be that great. Again, the ad might be in a cluttered area next to an animated gif that pulls focus or too far down the page.

•

There’s also the issue of bot traffic. You can be charged for impressions that are seen by
bots, not real people. There are companies, such as White Ops, that allow you to add a
tag to your impression that distinguishes between bot traffic and real people.

That said, these can be a great start on targeting if you have a small budget, and they are worth exploring.
One note: you have to already be in a political seat or be part of an agency to tap into this level of programmatic
buying, so be aware.

Buying on Self Serve Platforms
With self-serve platforms, such as Facebook and Google (Adwords, Trueview), you or someone who works
for you will have to set up the ad from start to finish. This includes uploading the creative asset, setting up targeting parameters, choosing the budget you want to spend, and determining the timeframe in which it will be
spent. You can see a full tutorial on how to set up ads on Facebook from start to finish here.
Also, understand that in order to advertise with Facebook or Google, there is a process to get verified as an
approved political advertiser. You will need the person whose account is setting up the ads to be verified prior to
launching. It’s recommended to just go ahead and do this if you think there is any chance you’ll need to set up
ads in the future, because it can take up to two weeks to complete. You can go to Facebook.com/ID to start the
Facebook process, and there are some guides to Facebook best practices for advertising in politics here. You can
find support and ask questions here to a Facebook political representative here.
A final note about Facebook political ads is that they are all now stored in Facebook Archive. This means
that you can search any political advertiser and see the ads they have run, approximate targeting, and approximate spending. This can give you a wonderful look into what your competitors are doing and also into what
races did to best to target their messages to your district. Here is a link to see this Archive.

Buying Via Partners Direct
If you work with partners directly, such as Hulu, Pandora, Spotify, NBC, etc.you will negotiate the targeting,
cost, and other terms upfront. Typically you would go to a partner and let them know who you want to reachfor example, women 35+ who skew moderate-, the length of time you want to run the campaign, the type of ad
creative you anticipate having -for example, if you are working with Hulu, they would want to know if you are
going to have a :30 second video or a 15 second video-, and the total budget you want to spend. After receiving
this information, they will provide you a proposal that shows how many impressions you would get during the
campaign and what the CPM will be. This should also outline the targeting they are using to reach your audience, along with some additional terms.
There are some important things to consider when working directly with ad partners, and this is why
campaigns typically do not go this route unless they have an agency negotiating on their behalf. First, there are
minimum spend requirements with most of these partners, as well as limitations on the location targeting they
are able to employ. For example, a partner like Pandora or Hulu might require you to spend around a minimum
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of $20-30K in order to execute a buy. Some partners will get down to zip code level targeting, assuming that you
are able to meet the spend requirements, but in other cases, you may have to target a wider geographic rangefor instance, by DMA. The law says that ad partners have to provide the same thing to every candidate, so if they
agree to lower the spend requirement for one candidate, they must allow all others to have comparable requirements.
Also, most ad partners require that campaigns pay them upfront, and if partners don’t deliver the buy in
full, meaning that they were not able to fulfill the exact amount of impressions contracted, based on market
demand, it can be a process to get the money back quickly to use on other aspects of the campaign. This is due
to the nature of the billing departments at each company.
Furthermore, you have to be careful with the type of targeting that outside partners are planning to implement. It’s important to understand the targeting that any ad partner is suggesting. For example, if they say they
are going to target liberal leaning adults 35+, you should be asking them what data they are using to get to these
attributes. Hulu could be using their own internal sign up data to find adults 35+, or they could be inferring age
based upon content consumption (age skewing of each of their programs), or they could be bringing in some
kind of third party data source to determine age. If the partner you are working with is selling ads on a variety
of sites, you should make sure that you get a site list that identifies exactly where your ads will be placed. This is
important to ensure that you aren’t running ads next to explicit content or content that doesn’t align with your
campaign message. For example, you would not want to run an ad for a Democratic candidate on Breitbart.com.
Understanding how you are reaching voters and how accurate the data being used is should be a big factor in
budget allocation.
Finally, it’s important to consider the out clause - which is the term for when the contract can be terminated. Political campaigns move fast, and you don’t want to be stuck spending money on a target group that is no
longer relevant to your goals.

Self-Serve Vs. Partner Direct: Which is Better?
There are positives to both sides, but if you are working with a limited budget and staff capacity, it is recommended to keep it simple. Both Facebook and Youtube have such a wide reach and great targeting that utilizing
these two platforms to buy ads is a great way to execute a paid digital program without hiring an outside agency
or consultant.
If you get to a point where you have the budget to buy directly with ad partners, there are many positives to
doing this as well. There tend to be more premium ad placements than you would get from working through a
self-serve platform. For example, about 80% of Hulu impressions typically serve on a connected TV, and they
are forced view ads with sound on- creating the same experience as a traditional TV ad. Also, working directly
with ad partners allows you to reach the voters at a variety of places they are spending time online throughout
their day. Lastly, using partners you can reserve impressions in advance, so when the marketplace becomes
crowded during key timeframes -for example, as you are nearing election day-, you can maintain the same CPM
(cost per thousand impressions) as you had initially negotiated and be guaranteed to serve impressions to your
target audience. Self-serve platforms are typically demand-based, meaning that you are bidding on the impressions in real time. When demand increases, the cost of the impression will increase; on the other hand, if you
are not in a surge period, you can get some really good pricing.

How to Think About Targeting Online
There are many different types of targeting online, mainly because there are many different data sourcTech Yourself
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es available- each with varying degrees of accuracy. These include addressable targeting, lookalike targeting,
demographic targeting, first party targeting, third party targeting, niche targeting, and location targeting. The
DNC and TargetSmart are also releasing VoterFile 2.0, and you can find out more about this emerging product
here Learn more here.

Addressable Targeting
Addressable targeting involves taking data from the voter file and uploading it directly to online platforms
to target individuals that you want to reach. This type of targeting is considered to be the most precise because
you are actually reaching individuals who are voters and are considered top targets for the campaign. Typically, a data analyst would work with the voter file data and model a persuadable audience depending on certain
scores attributed to each individual. The data available here is limited to what is on the actual voter file to begin
with, but typically you would have a first name, last name, zip code and ideally email address and/or address.
There are, however, many drawbacks to using addressable targeting, which must be considered when allocating budget. First, this type of targeting is very reliant on voter file data, so any bad data will affect your
targeting. For example, if there is a “John Smith” in your file without a lot more data, this might lead to multiple
match results. Second, there are limited places you can run ads online with addressable targeting. Facebook
is the only place you can really do this at scale. Google can match data- but at a much lower rate. Most premium video partners are not able to accept outside data, and if they do, the match rates are so incredibly low that
it doesn’t make sense to do so. Overall, applying voter data to online platforms is risky as this is not an exact
science. The match rates and ability to reach individuals online can be limited, due to information on the voter
file. Sometimes it’s not possible to find a match with the info given, or outdated information doesn’t generate
a match; in general, the matching process allows for some margin of error. Even the smallest difference in data
can make a match difficult - for example, someone registering to vote with their maiden name hyphenated with
their married name but using only their married name on Facebook.
Due to the factors outlined above, even with Facebook, you ultimately will only reach about 50% of your
intended audience. By the time you go through the matching process and launch a campaign, the difference
in match rate (say you match about 70% of the voters from the file) and the actual reach (and the reach of that
group is only about 70%), you lose a large portion of your intended target audience.
Be aware that there are fees associated with matching, and CPM’s are going to be higher for this type of targeting. When matching with services like Liveramp and Neustar, which use outside data sources to match with
the voter file, there is typically an extra CPM of around $0.20, and when matching and running ads on Facebook, the addressable targeting can be $0.5-1.00 higher than a typical targeted buy. It depends on many other
factors, of course, but the incremental costs can add up quickly.

Lookalike Targeting
Another sub category within addressable targeting is lookalike targeting. This involves taking a small modeled sub-segment of your voter file that contains the best targets and creating a segment on Facebook that finds
similar individuals. You would need an analytics hire or agency to be able to model the audience that you start
with, and they would upload this audience onto Facebook to create a lookalike. You can choose how “wide” the
lookalike goes, meaning that as your targeting segment gets larger, those found model the original segment less
precisely.
This targeting tries to remedy the gaps of addressable targeting and its ability to only reach about 50 % of
your intended audience. This still allows you to utilize the voter file data, but you aren’t only reaching those
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who match, you are reaching a wider audience that looks very similar to those you need to persuade. CPM’s
here will also be slightly cheaper than using the one to one addressable matching.

Demographic Targeting
Demographic targeting involves taking the information you know about your voters, and applying it online across different partners or platforms. For example, you might know that the majority of your persuadable
voters skew 50+ and identify as moderates. You can use online data online to find your voters using this information.
There are many ways to “demo target’ online. The accuracy of this approach is dependant on where the data
is coming from and what is known versus what is being assumed based on an individual’s online behavior. The
most important thing is to ask a lot of questions, so you fully understand how you are reaching your intended
audience online.

First Party Targeting
The most accurate way to target demographics is first party targeting on different partners and sites. This is
using data that someone has chosen to give to a website / platform to target online. For example, when you join
Pandora, you give zip code, age, gender, etc. This can be a great way to target, but be aware that there are variances in the accuracy of first party data. Some of it is user generated, while other data segments are inferences
based on users habits on the site. Some sites will also use information about the habits of their visitors to target
online. For example, Hulu may know that a set of programs swings younger or more female. They may not be
given this data by the viewer, but they can make assumptions based upon how the content they offer indexes
against each audience.

Third Party Targeting
There are also many data sources that are classified as third party targeting. This means that the site or platform is taking data from another source and using it to target on their site. For example, companies like BlueKai
and eXelate will sell targeting segments for things like “newly engaged women” or “political activists.” It is not
transparent where all this data is coming from, which means you should hesitate to trust this data. Additionally,
these segments are often not refreshed frequently, so the information can be inaccurate due to it being outdated.
Another thing to remember is that a lot of times this data comes from cookies, which can be convoluted for a
variety of reasons. One example is that people share devices at home, so the user information might not reflect
accurately in the data.
In order to understand how accurate third party data sources are, it’s important to understand the origin of
the data and the application to the site - in other words how that data is being connected / integrated with other
sources. It’s important to exercise a lot of caution when relying on third party targeting segments. Many studies show this information is only about 50% accurate. It’s also an additional cost to use extra data sources on
most platforms; this can be an extra $1-2 CPM on top of your original CPM, so you can end up paying more for
something that doesn’t actually get you closer to the targets that you need to reach.

Niche Targeting
There are also thousands (if not millions) of small segments you can target online to get very specific messages in front of certain groups. For example, you may have a message about the legalization of marijuana, and
you want to target people who like groups that support this action online. You can find these by simply searchTech Yourself
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ing in Facebook’s targeting set up; if I did want to reach people that were pro-marijuana legalization, I would
search for “marijuana” in the Facebook targeting set up and choose to target members of groups and affinity
segments -based on interests and likes- that are pro-legalization. This is known as niche targeting.
This shouldn’t be the ONLY tactic you employ, as you will then leave out many voters that are important to
reach or reaching voters who already support you. When implementing this kind of targeting with paid media,
it’s important to consider what goal you want to achieve. Using budget to target niche segments should also not
take away from the campaign’s ability to get across it’s core message. Your core message is the most important,
and portraying this with reach and frequency should be your main priority.

Location Targeting
Location targeting is important in campaigns, and there are many different ways to location target online.
Some utilize first party data, and others rely on someone’s actual location at the time an ad is served. It’s important to know the difference, because if you’re targeting based on location at the time, people may cross in and
out of zip codes for work, vacation, etc. One new approach to target ads is through geo-fencing. This approach
draws a virtual boundary around an area and collects the phone add Ids (not phone numbers) of people in that
area. Mobile ads can then be delivered to those people in that area through an ad serving network like Facebook
or Google. Additionally, mobile devices that are targeted while in the geo-fenced area can continue to be targeted with ads once they leave the area - this is called a “sticky audience.” Sticky audiences can be very helpful
in targeting voters who frequent certain areas. For example, if a key component of your campaign is to make
community college more affordable, you could geo-fence the area around the college with a sticky audience
and continually serve ads to mobile devices after they have left the campus. A visual explaining geo-fencing is
included below and you can learn more here.

“Well, thanks to the Internet, I'm now bored with sex. Is there
a place on the web that panders to my lust for violence?”
								-Phillip J. Fry, Futurama
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How to Think About Ad Creative
Ad “creative” -the name given to ad images- is anything you are putting paid dollars behind online. The creative types can vary drastically from platform to platform, so it’s important to think about each online ad
experience when developing online campaigns. For example, the way someone views a Facebook ad in their
newsfeed as they are scrolling down is different from them receiving a pre-roll video ad on Youtube. The most
important thing is to make sure that your core message can be easily understood within each experience.

Creative Assets and Best Practices
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When considering investing in digital advertising, it’s important to consider the investment you’ll need to
make in digital creatives. Given the different experience a voter has online, versus when watching TV, you need
to make sure your creatives are optimized to have the strongest online impact.
The first thing to consider is the type of creative you need to produce. Many candidates don’t know that
you should likely be taking steps to enable your digital production team before you even run. To see the types
of things you should be doing before you file and announce, see this standard pre-launch candidate checklist.
Your team will need pictures of you in various outfits and settings, you will need to get your social media tags in
order, and you will need to begin to prime the pump with emails. See the list for further needs.
When deciding on a creative type, first consider where the ad creative is going to be seen online. In environments that have user generated content - such as Facebook and Youtube - it’s not necessary to make a creative that looks extremely produced. This is because these are environments that skew heavily in user generated
content, so people are used to seeing content that doesn’t look as professional. Often times, something like a
traditional television ad can feel very out of place in these environments.
If you are expanding your buy to properties such as Hulu, where the majority of ads play on television
screens, you should consider running high resolution video. This is applicable to any full episode player experience, for example, NBC, CBS, ABC, etc.where the content being viewed is very high quality. If the content
being viewed is high quality then the ad experience will be as well. Here, you are often running an ad that is not
skippable, and can be between 15 to 30 seconds in length.
Your creative will vary due to a few factors. The first is how complex is the message you are trying to get
across. If the message is fairly simple, an image or animated gif like the one below can work on platforms, such
as Facebook or Instagram. The advantage of using an animated gif is that Facebook’s algorithm shows people
content that it thinks they will engage with, and some people are more likely to engage with video or animated
content. Therefore, running gifs along with static images can increase your reach. Animated gifs are also eye
catching, so when someone is scrolling through their feed, it’s likely to catch their attention.
Here is an example of a fairly simple image creative that effectively portrayed the candidate’s message on
Facebook:
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When using digital video, understanding each platform that your ad will serve on is vital in producing the
most effective creative asset. For example, on Facebook and Youtube, most impressions are viewed on a mobile device, and the majority of Facebook (and Instagram) users view the platform without sound. While every
channel will vary slightly, there are some general ways below that can improve your video creative.
•

Subtitles: Always have subtitles on the video so it can be understood without sound.
This is extremely important since most videos are viewed without sound, particularly
on Facebook, Twitter, and Instagram. Furthermore, this allows the inclusion of members of society who may be excluded from sound only videos, such as the hearing
impaired.

•

Proportion of Video: Cut your video to a square 1x1 ratio when running it on Facebook and Instagram. Since most impressions are viewed on a mobile device, this
ensures that the video is taking up the maximum screen space, and this generates a
better user experience.

•

Skippable Ads: Some video ads are skippable, meaning that the person viewing them
can skip after a few seconds. A lot of ads on Youtube are skippable, as well as video
content around the web. The ability to skip videos really varies from site to site. When
video is skippable, it’s important to get your message across early. Traditional political ads often get to the “core message” near the end of the video, but with the large
amount of skippable video impressions online, you should really have the key takeaway in the first 3-4 seconds. Even if you would like to run a longer form video on
Facebook, you should ensure that the takeaway is at the forefront. Alternatively, you
can even create 6 second videos - a practice Facebook often recommends.

•

Time Limits; When running long form videos, be aware that anything longer than 1
minute will not serve on Instagram, as their limit is 60sec. Also, bear in mind that the
average attention span of your user is six seconds, so if you do not hook them early,
they will leave.

Digital Creative Can Be Lower Cost

A note here on digital creatives and spending. If you don’t have the funds to do full on digital production,
there are still ways to make a creative that works. And it’s FINE not to drop $120,000 on a TV commercial. It’s
FINE to do the same thing for $10,000. Because these days, we’re recording movies on iPhones, cameras are
cheaper than ever, and whoever is the most attention grabbing wins. Don’t let an agency tell you that “quality is
everything” to justify a $120,000 cost of shooting one ad. Message is everything, and “good enough” works here.
Get a good team, make sure your shots are clear, and hook your audience with a good opening sentence in the
first six seconds, and you will be good to go in this area.
First thing to consider when making a lower-cost digital spot is your core branding. Choosing a couple of
colors and a consistent font will help people be able to recognize your content online. Your logo should always
be large and have the candidate’s face in the shot if possible. For your logo, even if you don’t have the ability to
invest in a custom font, there are several fonts available in Microsoft and Google products that are recommended. Below are a few examples.
•
•

Proxima Nova
Oswald
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•
•

Lato
Roboto

You can find more fonts at fonts.google.com.
Simply take your candidate’s name, add their office (e.g. JB Pritzker for Governor), pop it into one of these
fonts and, voila, a logo. If you want to experiment and play around, going online and googling “free logo maker” can let you enter your text and generate a few examples. Logos can, and should, be cheap and easy.
For asset creation, there are several beginner design products that are free of cost or low cost, which can be
used. If you need to get a simple message across for an ad or for a social media post, you can just upload a photo
or use your brand colors to create a background and add text over it. Canva even lets you choose the exact
“type” of content you are making, to ensure the sizing is correct. For example, you can choose Facebook post or
Instagram story post, and it will start you off with the proper dimensions. Here are a few examples of accessible
design products
•
•
•
•
•

Canva
Creative Market
PiktoChart
Crello
Wix

We are deliberately not taking stances on any tools in this course, so please check them all out and use
whichever appears easiest and fastest to you.
When making videos, keep in mind that even shooting a video with an iPhone is pretty high quality these
days. You can also invest in a low cost $4,000 camera (some are even around $500-$1,000) if you plan to shoot
a lot of video with your internal team. The best way to do this- if you don’t have someone with experience on
your team- is to go to a store and ask for a product that is very user friendly. This allows multiple people on your
campaign to so go out and shoot video. Make sure that there is an “auto” setting that doesn’t require a lot of adjusting. If you want to shoot scripted ads without hiring a huge team, you can also get teleprompters that work
with your iPhone or iPad for about $100-150.
Once you have video footage to work with, the next step is cutting it into an ad. There are several video editing resources for beginners that are free or low cost. Here are a few examples:
•
•
•

iMovie
Adobe Spark
Photoshop (for photo gifs)

Online tutorials are simple to find online with a Google or Youtube search. You can teach yourself to use
one of these in minutes. There are also some automatic programs that will add subtitles to your videos. Just be
sure that you double check the final product to make sure that the message is correct. Creating video content
can seem very difficult and costly - but if you take these steps it won’t be.
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Digital Spend-List Building
Building a strong list comes both at the beginning your primary and your general campaign phases and can
often be a daunting task to first-time candidates. Building a “list” refers to collecting emails and other contact/
data points both in your district and across the country to compile into a CRM (usually NGP VAN). It also
means growing a compelling SMS list, or list of cell phone numbers that you can text to. Texting has become as
important as calling campaigns. Here is how to grow an SMS list and reasons why you would want to.
The more data points you are able to get from individuals, the more you will be able to effectively reach
them with your message. For example, if you just have a list of emails, you won’t be able to send different messages to those that live in your district versus those outside of it. If you have zip codes, or better yet, full addresses, you will be able to send an email to your in-district emails asking them to volunteer, while simultaneously
sending an email on the same day to your out-of-district emails asking them to donate to support the volunteers. SMS works the same way. Tools like Hustle and Relay make sending bulk messages as simple as clicking
one button per message.
In an ideal world, and in the most funded campaigns, voters are placed into a CRM tool that integrates
VAN, email tools, dialers for phone banding, and peer-to-peer texting tools. This creates a central dashboard
to reach supporters. But you have to be careful, if your list is not organically grown- and in most larger campaigns, it is not- it is simply not possible to get large lists, such as potential donor lists, without buying them.
Outside of organic growth, there are a number of paid options to speed up this process, if your list is low or if
you are seeking to grow a donor list out of your main supporter list. It is necessary to ensure the legality your
paid acquisition to ensure all your list growth is done above the law. If you buy emails without checking your
local legislation, you can run into trouble and get blacklisted by your email provider, which can stop any emails
from going out at all. For peer-to-peer texting for donations, there are also protocols to follow. It is strongly
recommended to only text prior donors for follow-up contributions - blindly texting folks without building a
prior relationship, unlike email or phone outreach, can feel like “robo texting” and alienate potential supporters.
This mostly revolves around fair market value of lists and privacy issues around sharing personal data. For this
reason, many of the options below will have legal contracts and agreements associated with them.
Now that you know best practices for making a list, let’s introduce another term. List strength is judged by
total reach of your list, as well as, the percentage of recipients who will take the action requested in the outreach.
The total size and “open rates” of your list, or “read rates” for your SMS texts, will be an indicator of the effectiveness of your communication through thIs method. In addition to just opening and reading your messages,
look for metrics on if your list regarding the number of people who responded well to the calls to action within
the outreach. This can be in the form of petition signing, donations, commits to vote, or any other actions you
are asking your list to do.
Here’s what most candidates start with when they are list building:
•

Buying or Renting Lists. Candidates should reach out to allied organizations and
friendly campaigns-both past and current- that have run in the district to inquire
about utilizing their list. Groups and candidates may be willing to email their lists on
behalf of new candidates with calls to action, as well as, offering candidates a group of
known interested voters and donors to the district.

•

List Swaps. List swaps are an opportunity to coordinate with other campaigns and
exchange contacts within a set of pre-established parameters, usually on a one-to-one
basis.
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•

Joint Fundraising Agreements, also called “Tandem Fundraising.” Campaigns may
enter into joint fundraising agreements with other campaigns and organizations. Typically an email will be sent to a 3rd party list and each of the participants will receive a
share of the donations and acquire new contacts.

•

Paid Ads. Campaigns can run digital ad acquisition campaigns with the call to action
to sign up for the campaign contact list. There are a range of creatives you can run
with low to high production value. Campaigns can target ads in a multitude of ways to
engage motivated audiences. Digital ads as a means of both acquisition and donations
have seen a substantial increased ROI over recent years. Here are some examples of
paid ad strategies that are typically effective for lisbuilding:

1. Petition Partners. Organizations like Daily Kos, Care2, and Democrats.com will send petitions on your behalf. When people sign up, they then provide you the list of those who
signed up. The cost here is usually $1-2 per email. Bernie Sanders renting the Daily Kos
email list was a sign that he planned to run in 2020, and you can see his usage of the list here.
2. Facebook Ad Acquisition. Facebook is a great place to run email acquisition ads, because
it tends to be more of a laid back environment. People are on Facebook to kill time, so it’s
easier to get them to click on your ad. When running Facebook email acquisition ads, make
sure there is a clear ask to sign up. We would also recommend putting a small button on the
image that says “Join Us” or something similar to indicate that you want people to click. It’s
also important to send people to a very simple landing page, in other words anything that
isn’t explicitly trying to get them to enter their information should not be on the page. Keep
in mind that the more information you ask for, the more likely they will be to “drop off ” the
site and not give their info. It’s recommended to ask for first name, last name, email, and zip
code only.
One thing you can do to increase the effectiveness of your list building campaign on Facebook is to add an
ad pixel or cookie. Basically you will want to drop the pixel on the part of the site that indicates someone has
taken an action. So if you have created a sign up page for people to join your campaign, you would want to have
apixel on the “thank you page” that comes up after someone joins. The pixel will fire when someone signs up
and indicate to Facebook that this was a successful transaction. Facebook will then process this information and
be able to find similar people to target with your ads, often times decreasing the cost per sign up. You can see a
guide of how to set up a Facebook pixel here.
Below are some examples of Facebook Ads:
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Here is an example of a simple landing page:

3. Google Search. If someone is explicitly searching your candidate’s name, it’s likely they
are interested and could be a good person to add to your list. The key here is using
terms that are very related to the candidate or the race. For example, for JB Pritzker,
we would bid on terms such as “who is JB Pritzker,” “Illinois governor’s race,” “who is
running for governor,” “JB Illinois,” etc.
Structuring an acquisition or a previous campaign’s list requires an assessment of your campaign’s current
list strength. Though most campaigns would prefer to grow lists organically, the condensed timeline that most
campaigns operate on does not allow it. You might hear the term “cultivating” you list, when it comes to donors
or voters. This refers to adding multiple touches to that list to explain who the candidate is, what they believe
in, and what events are nearby that they are invited; this culminates in campaigns asking for donations and
volunteers. As with any friendship, the more you reach out and get to know someone, the more you can ask for
and receive. For this reason, a list gotten earlier in a cycle is often more valuable than one gotten later. You have
more time to “make friends” with the people on the list and gain their trust, sweat, and maybe even donations
and votes. With this type of relationship, it is important to create an “intro series” of emails and other communications for when new people join your list, whether individually or through a group acquisition. This series of
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communications will introduce the candidate to the person and invite them to learn more and meet the candidate at campaign events- before ever asking for their time or money.
Campaigns must identify what their objective is with list acquisition. There is a difference between lists that
acquire donors and lists that acquire voters. The first might get you donations; the second attendance at rallies and votes at the polling booth. For fundraising, if your list is aimed at donors, any investment will want to
ensure ROI is worth the investment especially when considering an election day deadline for payoff. For example, if you spend $10,000 on acquiring a large list of potential donors right before your election ends, chances
are that only a small fraction of that list will donate before your campaign is over. This leads to a high CPA. For
example, you may only get 20 donations, at an average of $10 each. That’s $200 return, for a $10,000 investment.
Clearly, that does not make sense. But if you buy that list earlier in the campaign, you might be able to cultivate
those donors. You can woo them, show your policy stances, invite them to events, ask them to volunteer, and
impress them with your traction. YOu might get $10,000 out of your $10,000 spend- breaking even- or even
bring in $20,000! For this reason, most list building campaigns happen earlier in the primary and general parts
of a campaign. Doing this close to election day will always have a smaller ROI due to time constraints and the
ability to cultivate the list.
A highly cost-effective strategy to build a list is to offer people information that is valuable to them through
a chatbot powered hotline. Their contact info is collected when they call or SMS to get information. This can be
used when people seek out information on food stamps, health benefits, or subsidized internet access. The type
of information to be provided and contact details to be collected are easily customized. Learn more here.
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Digital Spend-Persuasion and GOTV
Digital persuasion is convincing those who are middle of the road to “cross over” to your candidate. A
good persuasion voter is an independent that might have voted both red and blue in the last few elections and
might like what your candidate has to say. When you should spend on persuasion is different from campaign
to campaign. For example, if you announce a candidacy for someone that has very low name recognition in
their region, it makes sense to run persuasion ads in the beginning of the campaign to begin hitting undecideds
immediately. But other campaigns might choose to target undecided voters in the field first, then shift to heavy
online ads towards the end.
Campaigns typically keep an eye on what the competition is doing, so they don’t fall behind. For example,
you may be planning on waiting to spend persuasion dollars until a month or two before the election, but if
your competitor launches a negative campaign about you, an immediate response may be necessary. Towards
the end of the cycle, people typically will evaluate whether to keep investing in persuasion or to move towards
putting campaign dollars behind GOTV. This choice is different for every candidate, because it is dependent
upon many outside factors. For example, where does the candidate stand in the race in polling based on the
most recent data? What kind of resources do you have available? If you have enough resources to do a persuasion buy and some type of GOTV push, this might be ideal. What are other organizations and candidates,
especially statewide candidates, doing to turn out voters? If others are doing a heavy GOTV push near election
day, you may be able to keep pushing persuasion.
What are the factors that impact how much you should spend on digital persuasion? There is of course
your overall budget, which we discussed above, but there are also other factors that impact campaign spending
on voter persuasion.
First, consider audience size. It’s important to remember that this number needs to include your entire target audience, not just the number of people on the voter file you think you need to persuade. For example, if you
need to target voters who are 50+ in a certain district, you must consider how many people that would be total.
Then, consider reach. Out of the number of people that actually exist in your audience, how many can you
reasonably expect to reach each week? This number will also depend on how many online platforms you are using to target voters online. For example, targeting on both Facebook and Youtube will allow you to reach more
people than just using Facebook.
Finally, consider frequency. We talked about impressions earlier in this section. You are going to need to
stack impressions differently at different times during your campaign. Often, campaign directors recommend a
baseline of 5 times per week. If you can’t afford this, try to stack your impressions to at least be 3 times a week
or 4 times a week per person you are trying to hit. There is no exact formula for when you should heavy up on
frequency, but if it’s a close race, it is ideal to have the budget to either maintain a standard persuasion buy frequency (around 5x per week) or heavy frequency (up to 10x per week) when voters are really paying attentionparticularly at the end of a close race. As mentioned above, things will shift throughout the campaign, and you
can’t always plan for when you will need to spend.
Once you have a total budget, the next step is to figure out how to allocate between ad partners. Above, we
talked about using people’s overall media habits to determine how much budget should go into a digital spend.
By media habits, we mean - how much time does the audience you are trying to reach spend on TV, digital media, or other mediums, such as traditional radio and print? Similarly, once you’ve narrowed in on how much to
spend on digital persuasion, it’s important to consider the online media habits of the audience you are trying to
reach.
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There are a few safe bets. Most people (all ages, genders, races, etc.) use Facebook and Youtube regularly,
but if you are looking to expand beyond these properties, you should consider using the sites that most reflect
the demographics of the voters you need to reach. For example, if you want to run audio ads, Pandora reaches
much older users than Spotify does. This might lead you to use Pandora for ads during the primary, as older
and sometimes retired voters tend to vote more in the primaries in their area; then, use Pandora and Spotify
together to hit younger voters that might only make it to the general election.
Persuasion Spend Calculator

We are experimenting with calculators, and because a lot of candidates often have real trouble calculating what they will need for persuasion spending, we’ve made a calculator for you at www.techyourself.org and
found here.
As this is a beta document, we wanted to include in this guide a sense of the factors used in our (first ever!)
calculator. Keep in mind this is not a final product set in stone. We are simply trying to give you general framework for understanding how someone in a vacuum would determine spending, but your campaign might have
some factors we cannot see or have not included. In that case, this can give you a baseline, which you can tweak
based on the factors unique to you.
Inputs

The first input that we take into account in the calculator is actual audience size. This should be taken from
inputting targeting parameters in Facebook or using Census data. Note that Facebook is a very good gauge for
the rest of the internet, since almost everyone is on it, and I prefer the Facebook route, because I think it will
allow for more narrow location targeting than the census. Below is a sample of the audience size shown on Facebook:
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Once audience size is known, we use the following questions to narrow down your ideal spending:
1. What type of location targeting do you plan to do?
A. Statewide
B. Congressional district or smaller
3. What type of targeting do you plan to use?
A. Addressable
B. Demographic
C. Addressable and Demographic
4. What type of ad partners do you plan to work with?
A. Facebook only
B. Facebook & Google (Youtube)
C. Facebook, Google + Outside partners - such as Pandora, Hulu, etc. (Please note that
almost all your media spending will be spent on either Facebook or Google- the reigning
behemoths in this space)
We use the answers from the questions asked above to calculate reach- or what % of your audience size is
expected to actually be reached online- and CPM. The CPM will be the most variant, as it will be determined
not only by what partners you are using but also the targeting and whether you are running a statewide race or
using more narrow location targeting.
The output, based on all the above, is a recommended weekly spending that you can use to determine the
length of your buy, over a minimum time period of two weeks. This minimum period is used as this is the time
it takes for many voters to recall a message. Two weeks is somewhat industry standard for a persuasion buy for
each creative message; however, we are including a “toggle” feature that allows you to expand the timeline based
upon your goals.
The output will also include three budget options based on the level of impressions the campaign can afford- low, medium and high. Those will break down this way:
1. Low - frequency of 5 per week
2. Medium - frequency of 8 per week
3. High - frequency of 12 per week
Additionally, if you put in your overall media budget, you can see what percent of it will be digital, based on
the results. This is another good way to check if you are spending enough online.
Again, you can use the #techyourself Persuasion Spend calculator at www.techyourself.org.
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Digital Spend-Mobilization
Once your final targeting for GOTV has been decided, the campaign must determine how they would like
to use digital advertising to reach voters. Based on factors discussed earlier, a heavier volume of digital ads to
certain demographics would be advantageous in mobilization. There can be multiple objectives and types of
mobilization campaigns:
•

Petition/Ballot Signature Campaign: Digital dollars can be spent to drive signatures
for petitions or ballot signature campaigns to get a candidate or proposition on the
ballot.

•

Commit to Vote: These petition drives assist in identifying supporters and where to
focus future spending.

•

Voter Registration: This promotes unregistered supporters to get registered.

•

Early Voting: In states where it is available, digital campaigns can inform and push
supporters to use early voting.

•

Voting Info: This allows campaigns to communicate information on polling locations
and voting procedures to supporters closer to and on election day.

Beyond mobilizing your likely voters, the campaign could continue to run persuasion ads to undecided voters through election day. If a campaign is confident that turning out their GOTV universe will ensure victory,
they may decide to forgo trying to persuade voters during the GOTV campaign and just focus on GOTV messaging alone.
You do not always need to spend money on mobilization! You can get a lot of free leverage out of partnerships with local GOTV and activist organizations. While the Left has fallen behind in some areas, one very
strong aspect of our DNA is that we have a myriad of groups and amazing activist fighters in the field that can
lift up campaigns and get them over the finish line- without spending precious dollars from the campaign. For
example, in the 2018 elections, Voto Latino held an incredible joint campaign with partners, called Somos Mas.
It was aimed at getting 1 million Latino voters to register to vote, and it buoyed up the efforts of every campaign
in every district that it touched. This was GOTV and mobilization at its purest, run by some amazing leaders.
Also, Swingleft pulled off a stunning feat with their Last Weekend. They worked with multiple coalition partners
to get 1 million hours committed to GOTV.
You can also partner with and share costs with campaigns parallel to yours, allowing you to shoulder the
cost burden together. You will, during the course of your campaign, get to know other campaigns in or near
your district. If allied campaigns or organizations are running mobilization efforts in your district, you can
share the cost of it or their work may free up resources for your campaign to focus elsewhere. Just make sure to
communicate to your targeted universes to make sure there are not duplicative efforts and ensure all resources
are used efficiently to turn out the most votes possible.
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Current Marketplace Dilemmas
Now let’s move into tools. Something that muddies the waters a lot with tool usage and preparation is the
fact that there are over 300 tools out there, each with vendors that are very, very eager to sell you their product.
It’s important to go in informed, to understand how to prepare for the tools you intend to use, and to make sure
you ask vendors and digital consultants and agencies the right questions.

Areas of Preparation Before Campaigns
Whatever tools your use, one rule always holds: the better prepared you are to implement these tools, the
easier it will be to get started. Campaigns that start strong have a much higher success rate than those that
struggle out of the gate and gain steam later. You should be looking for opportunities to use the tools you are
considering in real world applications. How can you do this? By helping like minded candidates running on
different calendars. Even if it means leaving your district/state, taking a weekend to go volunteer for another
candidate might get you the answers and understanding you need to find success in your own campaign later.
Don’t go expecting to steal that candidate’s time or monopolize their staff; just go be a volunteer, and after their
campaign ends, circle back for a debrief with them. Ask them what worked and was easy to implement. Ask
them which tools were a nightmare and had their staff tearing their hair out. See if you can get tips about integrating data across tools, as this is a challenge all campaigns face.
If your state Party or legislative caucus campaign is using the tools you are curious about, ask them if you
can trade some volunteer time for a look inside how they are using those tools and how those things are working on the whole. If you have the skills/capacity to be a candidate, you likely have skills/capacity they could
utilize.

Vendor-Driven Marketing: Why It’s So Hard to Get Answers
As a campaign manager, identifying which tools to invest in with your limited budget is an enormous challenge. With minimal free time and urgent responses needed for everything, trying to learn about available tools,
their possible competitors, their efficacy, and their ability to help your specific campaign is a near impossible
task. So, campaign managers are presented with is a series of infomercial-like pitches- where the sun, moon, and
stars are promised, and weak points often hidden. Political tool builders are a desperate breed. They have to
survive long “dry periods” every four year cycle that can easily drain them or bring down their company. They
often have high turnover on their staff, and they are fighting in a market that has a limited amount of money.
Even the best of us will be convinced now and again to purchase a tool that completely fails out of the gate.
If that happens in the early stages of your campaign, that’s not typically a big deal if you have a money-back
guarantee. But when it happens in the late stages of your campaign, the money-back guarantee can’t get you
back the precious time you lost during GOTV trying to implement a tool that crashes at a critical moment.
ACRONYM has built a digital guide to begin to aid campaign managers in comparing tools and finding the
best ones. They compare on cost, feature sets and more. See their digital guide here.
In general, here are some basic assumptions to make when translating from vendor-marketing to your real
world experience:
• More staff/volunteer time will be required than advertised. This never changes.
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•

Cost overruns will happen unless there are hard stop systems or contract language to
prevent them.

•

You know your data isn’t perfect going in, why would you expect it to be equally/more
perfect once it’s imported to a new tool? Be realistic. Data never changes.

Things you should ask for if it isn’t the vendor directly pitching you:
1. Are you being paid a commission or receiving a discount or some other kickback to
get me to use this product?
2. What problems did you encounter with the product, and what was the timeline for
resolution?
If you think that this tool drove a result, how did you measure that this tool was the (or an) element that
made you successful? If someone tells you that their tool drove thousands of votes to swing an election, ask how
they were able to measure this (was there a control group? Etc.). Most cannot answer.

Questions to Ask Vendors Before Using a Tool
ACRONYM has put together a terrific guide for what to ask before using a tool. They have allowed us to
paraphrase this content below, but see their original Medium article here. This list was written for campaign
staff considering purchasing organizing tech, which they define as tech used to facilitate direct voter contact and
volunteer recruitment in the field for field organizing teams.
First, consider a live demo. This will allow you to see “user flow” through the tool and visualize the journey
your staff or donor will be making. If it’s confusing to you, it’s going to be confusing to them, so trust your gut
here. And, with regard to internal systems, does the dashboard look user friendly? Or are you going to spend
a lot of your time just trying to figure out what you’re looking at? If the platform claims to have multiple functions you’re interested in, ask to see all of those functions demoed live. Email tool? Call tool? Canvassing tool?
Ask to see how each one works independently; this is to not only ensure that they actually work, but to ensure
that they also suit your needs. You should take note of when a vendor says a feature is “on their road map.” This
means that they’re working on developing the feature, but it does not currently exist. Be wary here — development timelines can be delayed, and if they say it’s “on their road map,” this does not necessarily mean that it will
be ready for your campaign cycle. Make sure to ask for a specific date for when the feature will be rolled out and
hold them accountable to that date.
Then, consider permission settings. As you go through a demo, ask about user permission settings - in other words, the ability to give different users different levels of access to the platform. You’ll likely want different
levels of organizing management to have access to different levels of datasets for consistency and accuracy. Make
sure the vendor you’re talking to offers different levels of user access: turf-specific access for organizers, regional-specific access for RFDs, statewide-specific access for statewide level staff, etc.
1. You would be surprised how hard it is to get a cost as well. Many vendors like to say
that they’re ‘the most affordable’ in the market, but not all vendors have transparent
pricing policies. Some specific questions to ask vendors in relation to their pricing
include:
2. Do you charge per user? Is there a cost for adding users later on?
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3. Is there a fee to connect an integration or to maintain it? For example, do you integrate with NGP VAN? Is there a cost to turn it “on” or maintain it?
4. Are there any set up fees?
5. Are bulk discounts available for purchase in advance?
6. Do you charge per emailable contact record or just contact records in general?
7. What, if anything, could cause costs to increase?
8. Are we charged for reaching out to customer support or for asking questions?
9. Is there a cost for activating an API connection or getting your tools to talk to another
tool we’ve purchased?
If possible, ask for a “30 day out clause.” Many vendors will provide for a 30 day out clause in your contract,
giving you the ability to cancel the contract anytime during the first 30 days. We highly recommend asking
about a clause like this in case you end up not being happy with the platform.
Also ask about onboarding and customer support. How long will it take for us to be onboarded once we’ve
signed? If we have a major issue, how long can we expect support to get back to us? Many vendors will put a
guaranteed amount of time it takes to get back to you about support requests in your contract. If they violate
this, hold them accountable. Ask what the onboarding process looks like, and if there is an extra charge for requesting a phone call or screenshare for troubleshooting?
Most tools integrate with the voter file. Hit this right away in your questions. Does your system have access
to the voter file? If yes, what provider do you use? If not, do you have a current partnership with a data partner
who can facilitate access for us to the voter file? What does voter file maintenance look like? How often is it
refreshed? If you have any integrations with voter file tools, what data syncs over? Is it a one-way or a two-way
sync? It’s really important to dig in with tools that say they sync with the voter file. You probably want something that has a two way sync, meaning that the tool can both put new information into your file -like canvass
responses- and pull information out of the file into the tool -like a contact list. However, some tools only go one
way and might not say this upfront.
As your data is yours until a tool has it, make sure you know what they can do with it once it’s inside their
systems. Especially because you’ll be dealing with the voter file, you want to ensure they won’t do anything undesirable, such as sending .csv files of people’s information via unencrypted email. Be wary of vendors who say,
“Yeah, just send us spreadsheets via email.” Ask them pointed questions about quick surges too. How do you
handle election day scale? We expect activity to pick up by two powers of 10 during GOTV, what are your uptime guarantees and how do you staff election days? And finally, make sure to ask who owns the data and how
to get all your data once the campaign is over? The answer should be you, but asking this will hammer the point
home that you don’t want any messing around. If the answer is not you- run.
One final note: while we live in an environment that’s more partisan than ever before, know what sides of
the aisle your tech vendor supports. This question matters more to some than to others, but you should at least
know where you’re spending your dollars.
DemLabs regularly tests and evaluates new apps that candidates can use with the assumptions that small
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campaigns have little money, time, or technical skills. With this it finds existing apps in the business sector that
are either free or inexpensive. It shares details on these apps through its website and a newsletter along with
links to free online training.

Critical Questions for Digital Marketing Firms
Before hiring a firm, talk to others that have used them and have an expectation going into the process of
what you expect the firm to do for you. Is this a firm you want to do list building and fundraising? Do you need
them to produce advertising creatives and run persuasion buys? Make sure you outline every task you assume
the firm will do on your behalf and include that list when you request a proposal. When you receive the proposal, make sure that the tasks they have outlined meet your expectations. Also, check that they aren’t charging you
for things you did not ask them to complete and ask for examples of past campaigns they have worked on for
each specific task- this can prove that they are experts in these tasks.
Sometimes digital ad firms will be an expert in one area, but they will end up outsourcing other digital
tasks. It’s helpful to get transparency on this, because it can create longer lead times if they don’t have staff inhouse to complete your work. It’s important to ask around. For example, if a firm started with an expertise in
marketing, they might be weaker on social media tactics. Additionally, if the core function that you want them
to perform isn’t something they do in-house, it might be worth re-evaluating whether they are the right firm for
you.
Make sure to set up a reporting structure as well- with a clear person in charge. Ask who from their staff
will be involved with your campaign. Who is the day-to-day contact? Who is the senior advisor? Make sure
they know who on your team has the ability to make calls on things other than you. For your part, deputize your
staff so they can move fast if you are not in the office.
Also, set expectations on timelines and deliverables for tasks that you expect then to do frequently. For
example, if you need a graphic for social media, what is the timeline on their end from the time of request to
the first draft received? Sometimes agencies will not want to answer this question, and they’ll say it “depends
on the amount of edits from your end;” however, it’s good to get an average timeframe, so you aren’t surprised
when things ramp up. Press on this. Get an answer. If you need to, talk to other candidates and use what they
learned to demand something reasonable so things don’t take double the time they should. Furthermore, ask
what the staff expectations are on their end, in terms of work hours and weekend hours. Campaigns are an
“always on” job and agencies that don’t expect the same of their employees that manage campaign work cannot
keep up.
When they are advertising for you, a few extra questions should be asked:
1. If the firm plans to do fundraising on your behalf, ask what kind of cost per acquisition they expect based on the budget level you are thinking of investing.
2. How quickly can they get an ad live? There is a huge variance in different firms. Some
firms will say they need at least one week to get an ad live, while others will do it
within a day. Depending on your rapid response needs, you should make sure you are
aware of their process.
3. What is the reporting schedule you can expect? For example, on the JB for Governor
campaign, the team received a report at least once a week that detailed both acquisiTech Yourself
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tion and persuasion metrics. Some teams do not report as regularly as this
4. What kind of precautions do they take to make sure that your advertising is being
seen by voters and is not running on any sites that aren’t “brand-safe”? For example,
are they checking bot traffic reports regularly? Do they do checks on ad viewability?
Are they checking the site lists where your ads are serving? Make sure to ask these
questions.

“Man is still the most extraordinary computer of all.”
					-John F. Kennedy
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Light Cybersecurity Guidelines
We could not release a tech framework guide without including some references on how to run the safest
campaign you can. This section will arm you with a simple frame of reference and checklist to implement basic
cyber vigilance in your organization. This list will also enable your organization to demonstrate its progress
toward goals in implementing basic cyber hygiene, and we will delineate between what type of security can
reasonably be expected based on your organization’s size and resources. There are three areas where you have to
implement basic cyber hygiene in your campaign: individuals/volunteers, your enterprise itself (the campaign
and it’s assets), and your employees/staffers. Before we examine those, let’s quickly examine the most typical
types of attacks that can happen.

How Big a Deal Is Cybersecurity?
In most small to midsize companies, cyber risks can be very theoretical. You have some exposure from
bad actors who are scanning networks all the time looking for vulnerabilities, but very few who are concocting
attacks aimed for you.
That’s not true in politics. You not only have to deal with those threats, but you have to deal with opposition
attacks. Bear in mind, these attacks are not necessarily coordinated by an opponent directly but are still executed for their benefit by overzealous supporters or fame seekers. You also have to deal with directed attacks by
foreign governments. This isn’t just tin foil hat talk - foreign government attempts at interference aren’t new and
aren’t limited to presidential campaigns. If you are running for anything above band ,1 it’s virtually guaranteed
that you’ll be attacked not just by “script kiddies” but by well-trained professionals with years of cyber warfare
experience.
And the consequences of an attack are not trivial. They can include the inability to take donations, the destruction of your valuable data, the rewriting of your site to include false claims, and much, much more.

Common Types of Cyber Attacks
Bad actors have a variety of ways to make your life miserable. Here are a few of the most common and how
they translate to campaigns.

Phishing and Spear Phishing
You might be familiar with “phishing” attacks. These are often spread via email, or on social media, and
involve fake communications- think Nigerian Prince needs your help to handle his money- to capture credit
card information or logins. Spear phishing is a variation where the communication is highly customized to the
individual, often seeming to involve a company or person with whom they regularly communicate.
For political campaigns, there are two worries. The first concern is the same for consumers and candidates;
phishing will lead to a malware installation that attacks personal information or the staff or volunteer machines.
The second is that someone will send emails purporting to be from you with false or misleading information.
Malware is malicious software that can spy on you, screw up basic functions, or even hold your entire
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computer for ransom. In political attacks, the intent is often to spy and/or transmit data from the hard drive to
someone outside the network; in rare cases, it is also used to disrupt the entire system and take the computer
down entirely. In smaller campaigns, usually every machine has access to all the tools and data, so any user can
be attacked with disastrous consequences.

Eavesdropping
Eavesdropping attacks can also happen if a hacker interrupts traffic between you and a new network. If you
use Starbucks wifi, for example, your information passes to their network as you work. A hacker can get in the
middle of this and see everything you or a team member is doing- if they choose. It’s also worth mentioning that
eavesdropping is even more common between people. If you are having a conversation in Starbucks, in an Uber,
or waiting for a plane, remember there’s a 50/50 shot that anyone within earshot supports your competitor and
just might have a way to use anything they hear.

Denial of Service
DDOS attacks are slightly different. DDOS stands for “distributed denial of service” and uses a bot methodology to “flood” a server or network. A real world example would be sending 100,000 people to an airport to
flood the ticket lines so real people can’t check in to board their flights - it’s much easier to do this in the online
world. If your site is dealing with someone asking it the same question three million times a minute, it won’t fulfill basic functions for other users, such as bringing them to the donate page. DDOS attacks often happen at key
points- like when you need donations, the day before an election, or the day a primary is won and the contender
is announced.

Data Poisoning
One type of attack that is relatively unique to political campaigns is data poisoning. What this means is that
there is an attempt- either automated or manual- to corrupt your voter file. For example, this could happen if
a “volunteer” (really a hostile actor or even an incompetent user) uses a call tool and marks every persuadable
voter as dead- causing your campaign to stop contracting them.

Other
These are not the only types of political hacking. In 2016, there were direct attacks on voting machines, a
DNC server that was transmitting information directly to Russia, a phishing attack that targeted (and fooled)
John Podesta and his team, an alleged DNC attack by two Russian groups called “Cozy Bear” and “Fancy Bear,”
a Wikileaks hack, a personal posting of phone numbers of various members of the Democratic Congress, and
many more. You can read more here.

Individual and Volunteer Security Tips
Humans are ALWAYS the weakest point of the network. Training can be helpful, but you have to ensure
security happens regardless of whether employees follow the protocols. For example, the senior leadership in
one of the top U.S. Military Commands went through a training series several years ago to train them to avoid
phishing attacks. To test the training’s efficacy, the NSA sent each of the chiefs an email that read “This is a
phishing attack” in the subject line. All of the chiefs- 100% of the top leadership- clicked on the malicious link.
If training has no impact on even these senior military leaders who understand the threat, then we must assume
anti-phishing training will be of little use in stopping nefarious actors. It’s a good idea to take security out of
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the staffs’ hands as much as possible. The New York Times and the National Institute of Standards and Technology have outlined the following steps as effective cyber hygiene. These steps need to be sent immediately to
your team at the beginning of a campaign, as they can ensure hacks of personal information are less likely. This
section has singled out the steps most immediately relevant for a campaign, and all campaigns in bands can
benefit from making sure their team gets these notes in an email.
1. Secure Message Apps: A candidate, their circle, and the campaign staffers should use
a default messaging app like Signal, Wickr, or WhatsApp for messaging within their
team. Signal is a direct IM app, and Wickr is more like Slack- enabling a team that is
virtual to communicate in a room with various channels. SMS messages are not secure or encrypted by default and are especially vulnerable if a phone is lost or stolen.
Many messaging apps can also automatically delete messages after a certain period
of time, which is very good. Fewer messages stored at any one time means fewer that
can be hacked. Signal has also made its code is open source, meaning it is examined
by third-party cybersecurity experts regularly. At bands three-five, using these tools is
highly recommended.
2. Pfishing/Suspicious Emails: Despite training’s limited success, staff should be expected to use caution when clicking on the links or PDFs in emails. If you are not sure
about something, don’t clink. Each email should be approached with caution, with
the user double checking the outgoing email address before clicking. Be aware that
hackers might aim at personal fears. If you get an email about your kid or your kid’s
school as a mother, for example, make sure to double-check it. This example is a popular opening line for attacks aimed at women.
3. Backup Data: Information should be backed up in the cloud and encrypted. If a laptop is stolen or hacked, files on the laptop can be accessed in their unencrypted form
with little effort. Keeping data in AWS, Google suite, or other similar cloud based systems is simple, inexpensive, and secure. CIO magazine offers these five tips on how to
keep data secure in the cloud.
4. Two Factor Authentication: All major tech platforms (like Google/Gmail, Facebook,
Twitter, and Apple) support a system called two factor authentication (sometimes
“2FA”, “TFA”, or two-step authentication). The basic idea is that in addition to a password, you need to be able to receive a text message with a verification code in order
to log in to these systems. This means that even if your password is guessed or stolen, your account is very difficult to compromise without also having access to your
phone. Increasingly, political tools either support logging in with Google or Facebook
or have some form of 2FA. Simply insisting employees keep their two factor authentication turned on is another simple and free practice to dramatically improve security
in the organization. G Suite also allows the system administrator to force all users to
enable 2FA, which is a strongly recommended practice. More on this is here, if needed, from PC Magazine.
In addition to the steps above, the following steps are a bit more campaign specific:
5. Don’t Write Things Down: Maybe the most important cyber defense is implementing the “Washington Post Rule,” which is not to put things in writing that you don’t
want on the front page of the Washington Post. Never use post-it notes or memos for
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things that need to be secure or leave clear visuals of something sensitive in your office The above list should protect any campaign staff from hacktivists or more sophisticated hackers that are scanning thousands of campaigns looking for vulnerabilities
to exploit; however, no amount of time or money can stop all of the hackers all of the
time. Staff, candidates, consultants, and interns should regularly be reminded that if
they do not want something on the front page of a paper, don’t write it down. Don’t
print it, as even a few minutes of lag time sitting at an office printer can be dangerous.
Pick up the phone or walk down the hall and say it verbally, send it through an encrypted channel, or don’t say it all. Keep in mind too, that it’s very common for bars
in DC - and around the country- to have activists and campaign staffers around all
the time. It’s not only possible, it’s likely anything you say over a drink will be heard.
This critically important cyber security practice can be reinforced by management
insisting staff call or visit them to discuss an issue whenever a long or inappropriately
worded email or text is sent. Phone calls are always better, as it leaves less of a trail
for a hacker to follow and grab information from. Unlike the phishing training that
seemed to have little effect on the Joint Chiefs, “Washington Post Rule” training does
seem to have an effect if senior leadership in the organization is disciplined about
implementation.
6. Use Good, Unique Passwords (and a Password Manager.) When you register for any
tool, you are giving them access to your password. While the best practice is for the
providers not to store your clear text password- they should do one-way encryption
called “hashing” so that even if their systems are hacked your password will be safe-,
that’s not always done. You’ve probably seen articles about passwords being stolen
from big companies, and, if your password is one of these, you might find the thieves
try your password out on all kinds of other sites. The best ways to protect yourself are
1) use strong, hard to guess , but easy to remember passwords (including upper and
lower case letters, numbers, and punctuation); 2) don’t reuse passwords on multiple
sites; and 3) use a password management program like 1password, LastPass, or Keeper to securely store your passwords, so you don’t need to be able to remember them.
7. Use an Anti-Malware Package. Yes, even Mac users should do this since, despite a
historically better record on anti-malware, there have been a number of successful
attacks on all platforms. Many anti-malware packages like ClamAV and MalwareBytes
have free versions.
8. When Possible, Use iPhones. While Androids are great devices and can certainly be
hardened to deal with security risks, if you are dealing with tech novices iPhones are
more secure out-of-box.

Campaign Network Hygiene
Now let’s talk about how to keep your campaign safe. Smaller campaigns, like those in bands one, two and
three, can simply operate on Google or Microsoft suites as these programs are easy to use and provide strong
back end security if they are properly set up. However, as you run for larger and larger races, you need to realize
when your organization grows from a few people sharing Google Docs to an enterprise network. Once you enter bands four and five, the CIS 20 Critical Cyber Security Controls is “the global standard and recognized best
practices for securing IT systems and data against the most pervasive attacks.” And, once in bands four and five,
you really need to have an IT professional on contractor hired to maintain your systems. Accept the reality of
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today and build that into your budget.
The top five of their 20 Critical Cybersecurity Controls, have been repeatedly shown to mitigate against 85%
of known threats. This list is maintained by a group of the foremost cyber experts from industry, government
and academia quarterly. These five best practices include:
1. Inventory and control of hardware assets: “Actively manage (inventory, track, and
correct) all hardware devices on the network so that only authorized devices are given
access, and unauthorized and unmanaged devices are found and prevented from
gaining access.” This means an organization must identify all the physical assets on its
network, like printers, laptops etc. and identify any that are unapproved. This is particularly relevant with the dramatic expansion of IoT. For example, the massive hack
against Target was executed through a refrigeration device connected to the network.
Its likely the security department didn’t even know the device was connected to the
network.
2. Inventory and Control of Software Assets: “Actively manage (inventory, track, and
correct) all software on the network so that only authorized software is installed and
can execute, and that unauthorized and unmanaged software is found and prevented
from installation or execution.” This guideline builds off the first. Once one knows all
the hardware assets on their network, they must also identify what software is running on those assets to decide if any of it is unauthorized or malicious.
3. Continuous Vulnerability Management: “Continuously acquire, assess, and take action on new information in order to identify vulnerabilities, remediate, and minimize
the window of opportunity for attackers.” This control requires one to have tools in
place that continuously scan your network for vulnerabilities and subsequently ensure
someone fixes them. Most IT staff or contractors can accomplish this with free/inexpensive tools.
4. Controlled Use of Administrative Privileges: This is “the processes and tools used
to track/control/prevent/correct the use, assignment, and configuration of administrative privileges on computers, networks, and applications.” For example, systems
like VAN have different layers of access to ensure no one has more access to the
network than they need or is assigned to them. Some people refer to this control as
the “Snowden Control.” Snowden was able to hack vast swaths of the NSA network
because he gave himself greater and greater administrative privileges over the network
to get access to the data he wanted.
5. Secure Configuration for Hardware and Software on Mobile Devices, Laptops,
Workstations, and Servers: “Establish, implement, and actively manage (track, report
on, correct) the security configuration of mobile devices, laptops, servers, and workstations using a rigorous configuration management and change control process in
order to prevent attackers from exploiting vulnerable services and settings.” Even if
all campaign hardware and software is configured to be secure out-of-the-box, staffers should continue to update software. This again is an activity that an entry level IT
staffer or contractor can accomplish. For example, ensuring that devices, like printers, are not connected to web-servers ensure only a limited number of machines are
directly connected to the Internet. Thus, the network as a whole is more secure.
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6. Domain Registration: Make sure that someone
hasn’t registered a domain name similar to your
campaign. This is called domain-squatting and
is dangerous because unsuspecting individuals
who mis-type your web site address are directed
to a fake website where they may be tricked into
making a donation or worse. Learn more here.

7. Protection: Use Google’s Advanced Protection service so that you are protected with
two factor authentication even if your passwords
are stolen. More details here.

8. DDOS Attacks: Protect against DDOS attacks with cloud-based platforms like Fastly
and Cloudflare. DDOS attacks are when a bot repeatedly pings your site, trying to
slow it’s load time, or bring it down. This can make or break a campaign, especially if
your site goes down the day before an election, taking donation capabilities with it.
The above is for full time staffers and employees, so you can have lighter approaches when it comes to
attending a conference, or other election-based events. But even there, use common sense. Should your team
be sitting in a Starbucks using that wifi if you are at a convention where there’ a significant amount of campaign
staff from Left and Right campaigns? Maybe not. All it takes is one person to hack into the cloud of a staffer
and get an inappropriate picture, for example, and you have an issue.
Your IT staffer should implement this as a frame of reference by which she can report to you on progress
toward implementation of these goals. Hold them to goals as you would any other team member. The above list
is akin to the reporting protocols a campaign uses to measure the field director’s performance based on a handful of key metrics, like how many voter contacts, volunteer sign ups and house parties they have completed each
Tech Yourself
98

week. Similarly, you should take this list to your lead cyber person and ask them if they can answer all of these
questions with specificity like, “We have 32 physical assets on our network and 18 types of software running
on the network, which include yadda yadda. We also have 27 out of our 34 staff using Signal as their default
messaging app.” If all these controls aren’t in place, and they surely are not, direct them to give you a timeline
and plan for implementation. The cyber lead for an organization should be treated just like the field director or
finance director with specific goals and reports that are delivered regularly. Don’t be intimidated to ask these
questions. Remember, you didn’t come up with this list. The NSA and leaders in the tech industry did. NSA,
DOD, DHS, JP Morgan, Citibank, Google, Amazon, etc. place such a high priority on the above controls they
collectively spend tens of billions annually to implement them. If your network administrator isn’t trying to
implement them as well, they are failing.

Staffing Controls and Staying Vigilant
While attempting to implement the basic cyber hygiene above, an organization will quickly realize the most
difficult challenge in cyber security is a lack of qualified staff. In fact, there is a 350,000 person shortage in cyber
professionals nation-wide. This number is expected to grow to millions in the next few years. Some of this ties
into a lack of high school and college students learning coding, and some of this ties into the fact that hackers
are labeled hackers for a reason---a lot of them don’t choose to work for anyone but themselves.
In the Voting Machine Hacking Village at DEFCON, the world’s largest hacker conference, the hacker
and security community have a deep passion for politics and democracy. Many of them are quite progressive
as well. Those unsure may be able to take a page out of the 2016 Bernie Campaign to hack the workforce challenges in cyber security. Bernie had a widely successful program called Coders for Bernie, where the campaign
was able to access the dearth of cost prohibitive progressive leaning coders by finding creative ways for them to
volunteer for the campaign using their unique skills. Coders for Bernie helped build campaign apps, improve
efficiency of digital tools the campaign used, and implement basic safety. Obviously, some management and
oversight was needed, but the campaign received more human hours of programming support than it could
have ever dreamed of buying.
While people may find it counterintuitive to use volunteers for something as sensitive as cyber security, the
simple fact is you will probably not find qualified people to do this work for a price you can afford. Without
people who can do this work, you won’t be able to do security. Further, the campaign is free to require all cyber
volunteers to clear the same background investigation staff must pass. These volunteers would be vetted at the
same level as if you hired them. Modifying the Coders for Bernie program to something like “Hackers for (insert your candidate or cause)” may be your best shot at finding someone who can help you do security.
It’s a crazy time, and with time-strapped campaigns, especially those in bands one, two and three, it can be
easy to think that you might fly under the radar with regard to implementing some of these guidelines. Try not
to assume that. There are crazy stories out there. From pictures being taken from icloud and becoming time
bombs for candidates that don’t want them released out of context and website donation pages going down the
day before an election to local election officials getting hacked on site as voting happens. While some hacking
is very overt, and will throw your staff into a panic, sometimes it is more subtle. If you feel something is off, it
very well might be. Implementing these practices is all your organization can reasonably be expected to do to
secure itself against attack, but add a healthy dose of monitoring and suspicion as well. These steps are akin to
protecting your home by adopting a big scary (rescue) dog, installing a (union certified) alarm system and leaving a (solar battery powered) light on at night. The bad guys could still get around your defenses if they were
determined. However, you have made it difficult enough using the tactics above, that they will likely just move
on to your neighbors’ house, who likely has the front door and all the windows wide open.
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Tech ToolStacks and Frameworks
Now that we have an idea of digital spend and how to calculate it, let’s move to tools. A tech tool “stack” is
the combination of tools that your campaign is going to use to manage various areas of your field needs, fundraising needs, digital needs and more. “Stack” is simply meant here in the way that you would say “pile.” A tech
toolstack is the pile of tools you’re going to buy and make use of. As we talked about earlier in this document,
it can vary by size of campaign. Campaigns at bands one and two will likely only use 3-8 tools. Campaigns
at bands three and four will likely use 7-15 tools, and sometimes up to 20. Campaigns at band five might use
18-35 tools. It all depends on the team, the needs and the district, but this is a good idea of what you might be
looking at in each band.
There are over 300 tools in the political tech space, and it can be incredibly daunting to know where to start
when figuring out the toolstack for your campaign. “We are using Action Network as our email program and
Slack as our virtual campaign office, plus Petition Review to go over our signatures and Trello for tasks. We are
considering Relay for texting,” states Maggie O’Keefe, who ran for alderman in 2019 in the 40th ward in Chicago. “But do I have a total grasp of the tech landscape? It’s hard to say. I think the biggest thing for our grassroots campaign is cost. And we’re also concerned about how to quantify data.”
“I don’t know what I don’t know,” states Pete Burgeson, a candidate for Alderman of the 43rd Ward in
Chicago. “I am about to run, and I haven’t started using any of these tools yet because finding them is hugely
labor-intensive,not to mention that learning how to use them is sometimes mind-bogglingly challenging.”
Other candidates note the burning need for a framework. “Right now in my run I am using VAN/
VoteBuilder, and MiniVAN is the app for your phone, which has the voter file--that is the one tool I can think of
off the top of my head,” states Eileen Dordek, who ran for alderman in Chicago in 2019. “I don’t feel like I have
a good sense of the campaign tech landscape. I am aware of several tech options, but feel overwhelmed. And, I
don’t know exactly where to turn for information. I have gotten mixed reviews on several tech options so I don’t
want to spend the money on them.”
The good news is that Higher Ground Labs, a political-tech incubator in Chicago with ties to Silicon Valley,
has begun to build a center for tool-builders, identify the holes in the ecosystem, and build out frameworks for
what tools campaigns can and should use and how. They recently created the following graphic to show the
various areas in which a political campaign often uses tools.
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They later refined this chart to include a list of potential tools as well in each of the areas specified in the
graphic:
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It is unlikely that you will need to use more than one tool in each area of this chart, and in the case of small
and medium campaigns, using a tool in all of these categories is not totally necessary. This framework guide
will also never pull out one tool for use over another, but the ACRONYM tool guide of over 73 campaign tools
can help you do tool comparisons and get a recommendation of which tool to use in a competing set based on
cost, usage type and more. Still, let’s break out these major areas above and try to get a sense, based on campaign
size, where you would use a tool and where you can “hack it” without a tool using online free resources and
Googling.

Tool Stack Breakouts by Campaign Size
Campaigns vary in size and earlier in this guide, we outlined five bands of campaigns. The tool stack that
you would use at a school board campaign level is not the same one you would use at a Congressional campaign
level. Each band has its own ideal stack, but that will vary as well based on what you are dealing with in your
area.
Higher Ground Labs has broken out their categories into eight major areas. The Movement-wide and
Organizational Infrastructure categories are set off to the side for a reason. In a lot of cases, those exist outside a
campaign and sort of “buzz along” without needing any help from the inside. For example, Votergy, Countable
and IssueVoter are tools that people in your district can use to contact their legislators. Constituents use these
tools regardless if you will run for office or not. But, other tools in the Infrastructure areas, like cybersecurity
tools, are critical to have in your campaign, despite this area existing “off to the side” in some campaign worlds.
The chief areas within a campaign in the HGL paradigm are: Messaging and Media, Data Analytics and Modeling, Voter Engagement, Volunteer and Activist Mobilization, Research and Fundraising. Let’s break down each
one, and examine what you would likely use at bands one to five.
Before we do that, keep in mind: It’s not about attempting to use the newest technology. It’s about thoughtfully using the technology that’s right for your campaign to reach the voters, volunteers, and donors you need to
win. You don’t want to spend all your time trying to use and integrate tools and neglect call time. You want to
have a lean and agile team that records and uses data, and utilizes the best digital options for your district and
race size.
So...what should you use. Below are five technology “stacks” - cohesive sets of technology tools - for five
bands of campaigns. Bear in mind that each band is an example. You should adjust based on your campaign’s
level of funding, your comfort with tools, the dynamics of your race, and the voters, volunteers, and donors you
need to reach. If you have more money, or if a member of your kitchen cabinet is a total whiz at peer-to-peer
texting, you might decide to employ several of these tools even at the lowest band level. If you’re running in a
rural area where door-to-door canvassing is very impractical, you might decide to invest earlier in auto dialer
software for your “Get-Out-The-Vote” weekend to supercharge your phone banks and increase voter contact. If
you’re running in a State legislative district that overlaps well with a cost-effective TV or radio buy, you might
decide to move that earlier into your plans. We’re just giving you a starting point.
Here’s our breakdown of what to use in each band, with each seperated into two pages:
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Breakdown of Tool Types
Now it’s important to break out the different types of tools so that you know what’s available to you in every
category. There’s seven major categories of campaign tools that you will likely be using during your campaign.
They are messaging and media tools, data analytics and modeling tools, field tools (which manage both voter
engagement and volunteer and activist mobilization,) research tools, fundraising tools, cybersecurity tools and
team organization and communication tools. The thing about each category to know is that there is not just a
number of tools that all do the same thing and it’s choosing between those.
In each category, there are a combination of direct competitors, tools that do similar things, each with a
differing twist, and breakout tools that truly enhance the capabilities and reach you can have with the other
tools on the set. In some cases, like phone dialers, you might use one that does bulk dialing (more traditionally)
and then another beside it that just leaves messages for constituents (the innovation approach in the category
that supplements the main approach.) It’s up to the size of campaign you are running, how savvy your team is,
and what your district needs. Even more frustrating, some tools bundle many features together to try and do
everything and others are super narrow, doing just one thing. It’s possible that you might use a “cluster” tool-or a tool with lots of feature sets (like NGP VAN, Nationbuilder, etc.) for all or some of its feature sets, but have
to supplement with other tools for what it does not have. There’s no right approach, but it’s worth diving into a
breakdown of each area and it’s tools to know what is available to you.
So let’s begin.

Messaging and Media Toolstacks
Let’s start with messaging and media, as they are so critical to your race. HGL breaks out the Messaging
and Media world into the categories of Creative Asset Development, Message Development, Paid Media, Owned
Media and Digital Content, Content Testing and Optimization, and Earned Media. Paid media further includes
TV Targeting and Buying and Digital Ad Targeting and Buying, and Owned Media breaks out into Social Networks, Website and Blogs and Email and Direct Messaging. Don’t get overwhelmed by all these categories. We
will break them out in detail.
Let’s start with Creative Asset Development and Message Development. This is what you portray in your
“creative,” or the ads that you run. These might be digital ads that appear on Facebook, videos on Youtube or
Hulu, or even just what you post on your Facebook channels. In the case of message development, often this
comes from a few areas. First, the candidate has to infuse their personality and beliefs into the core of their
message. They also have to take into account their district, and what that area cares about. If you are running for school board in a district concerned with knowing about uses of funds within the school, that needs
to be part of your messaging. Messaging also includes what you say against other candidates. Messaging has
to be short and sweet, and consistent. When you have your messages, you’ll want to distill them into simple
“talking points,” which can permeate your creative and speeches to get across who you are. Repetition of your
core message is key. You want to make sure that your core message is what voters think of as soon as they hear
your name. At higher levels of bands, candidates might use companies for message development and creative.
They might use firms like Analyst Institute, Grow Progress and Avalanche Strategy to test their message and
determine which policies in their core message resonates most with voters so they can dedicate more resources
behind those areas of their message. They might also use tools like Aspire IQ, Countable, SmartShoot, FlipGrid,
Spark, Social Native and Collective Agency to make their creative. Some of these tools allow for viral content
to be made fast in a turnkey way by your fans, like Flipgrid and Spark, and others are more complex. But, at the
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lowest levels of campaigns, you can often figure out your messaging simply by talking to people at school board,
county meetings, and by Googling yourself and your opponents. At its core, messaging is both reactive and
proactive.
Second, let’s talk about royalty- free content tools. Because creative asset development does often require the
use of images, we are including with this type of tool two other tool types in the category of tools called Creative
Tools and Stock Footage, as those are needed for royalty-free image use inside a campaign. In our pre-campaign checklist, you will see that we recommend taking a lot of pictures of yourself in various backgrounds for
your team to use later. If you are not planning to use images, that you made and you own, you’ll want to make
sure whatever you do use is royalty-free, or else you might run into an image-rights issue. Sites like Shutterstock, Pexels, Getty Images have low-cost image packages of stock images that can work. If you need stock
video footage, which is often used as filler in campaign videos, you can find that as well at sites like iStock and
Pond5. Canva is a creative tool that easily allows for the making of social media images, flyers, invitations, banners and more. It’s filled with templates that can be modified, and images can be simply dropped into forms to
make something that looks very professional.
Now let’s talk about paid media tools. There’s a set of tools that are used to buy ads on TV and online. The
TV tools break out into TV Targeting (examples are Six Zero Five, Analytics Media Group, and Acxiom) and
TV Buying (Fourthwall and Strata). Digital Ad Targeting Tools/Companies that are commonly used are Civic
Analytics, DSPolitical, and Red2Blue. Google Adwords, Facebook, Instagram and Twitter have their own targeting tools as well. Many of these companies and how they interact with digital spending is described in our
Digital Media section.
Then there are tools for managing owned media and digital content. We tackled this in our earlier section
called The Free...or Mostly Free...Basics. There are some basics you can utilize within your campaign that are accessible at all levels, including the use of social networks, a website, blog, email and direct messaging. For social
networks, campaigns often use Facebook, Twitter, Instagram and Linkedin.
Now let’s talk about social media aggregation tools. If the campaign can afford it (and this depends on
band,) the campaign might also use a tool like HootSuite, SproutSocial or TweetDeck to “pre-set” messaging
days or weeks in advance so they don’t have to be chained to their phone sending out media all the time. The
latter three tools are called “Social Media Aggregation” tools and they are very useful. They not only allow you
to queue up messaging--they allow you to see and interact with comments left across your social media profiles
fast. They also allow you to gather intelligence about what messaging is resonating and what is not through their
analytics, post one time across multiple networks and manage multiple contributors if you have a few people
working on your social media.
There are also Website and blog builder tools that can help you. There’s a wide world of tools, both free
and not, to aid you in the easy creation of a web site for your campaign. Tools like Engage Progress, Snapsite,
SquareSpace, Wix and Wordpress can make creation and management of a website easy. Candidates also
sometimes choose to add a blog or a written component to their campaigns, to explain policy or stances. Sites
like Medium are great for writing content and can expand what is called your “web presence.” Web presence is
basically what shows up when someone Googles you. Medium can also serve as a backup place to post “op-eds”
written by the candidate when local papers do not run your stories. If you don’t get out there with content explaining who you are, and stories to back that up, you might find that other candidates will do that for you. So,
better to take the reins and make sure that at least the first page of search results someone sees after Googling
your name are written by you. A few other tools that fit well into this area are tools that can build your website.
ShareProgress is used by band four and five campaigns to do full back end development and visual and UX development. Tools like Slaask can be integrated into your web site to allow constituents to talk with someone live
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via live chat without picking up a phone. NGP VAN, Blue State Digital, and NationBuilder go across the entire
suite of functionality and allow not only for building of web sites but for email and social posting and fundraising. They are as “one stop shop” as any tool can be in this area.
Most campaigns will use some form of email and direct messaging tools, as well. These are tools that allow
you to send emails to the contacts you have collected. As we talked about in previous sections, the messaging
can be about fundraising, policy or events. A big thing you will learn being a candidate is that it’s hard to get
attention so, mostly, these tools allow you to remind your constituents that you are out there and fighting for
them. Tools like NGP VAN, Mailchimp, CampaignMonitor, and more allow you to: segment your audience,
easily send emails, track open and response rates, and pre-set emails for future dates. NGP VAN, Mailgun and
Zauis add more functionality for band three, four and five campaigns as they are aimed at developers that send
large amounts of email that want to A/B test their emails and integrate with APIs. Tools like Chatfuel and Grove
AI focus more on network and Facebook Messenger, allowing you to move into conversations or ignite conversations via instant message about things pertaining to your campaign.
Which brings us to content testing and optimization tools. These tools allow you to test your messages as
they go out and gauge popularity of one message over another. These can be simply analytics tools like those
found in Facebook, Youtube or Google via Google Analytics, but also include tools like Optimizely, Swayable
and GrowProgress. These tools focus hard on the science of prediction and personality traits, as well as the power of storytelling, to make sure that you resonate. At bands three, four and five, they can make a real difference.
Finally, there are earned media tools on the PR side, to help you with press hits. These tools allow you to
contact traditional media sources like reporters and bloggers to get stories out about yourself via regular news.
This might be in the paper, on the radio, in a TV interview or via a blog or influencer shout-out on Instagram.
This series of tools includes PR tools like Cision, Grouphigh, Buzzstream, Muckrack and Meltwater, which allow
you to pull large lists of reporters and bloggers by segment (e.g. political reporters and bloggers) but also tools
like Izea, Catalyst, ViralNation and Shoutcart that allow you to pay for influencers to shout you out on their
Instagram streams and similar.

Data Analytics and Modeling Toolstacks
Data Analytics and Modeling tools manage everything from how you get to the voters in your district to
how you aggregate your data and map your district to how you model and target voters and track fundraising
analytics.
Let’s start with data sources themselves. We covered a bit of this in the earlier data section, but tools like
Targetsmart, Catalist, Political Data Inc. El Toro and L2 are your direct data sources for voter information. Different groups tend to use different tools. The DNC effectively serves as a data provider to the campaign space,
works with TargetSmart to enhance the core data files, and provides their own modeling and analytics on the
voter file. No matter what, you’ll need a data source for any race you run. Only at the very smallest levels can a
campaign rely on a data sheet from a previous candidate or get information directly from the Secretary of State
in CSV or Excel format.
Once you have your data source, you will need to get and use a Voter and Volunteer CRM or Customer Relationship Management tool. As described earlier, CRM refers to tools that allow you to track and manage your
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voters contact information and create specific messages for them based on their actions taken related to your
campaign. CRM tools include NGP VAN, but also Groundbase, Crowdskout, VoterGravity, Salsa, Salesforce,
Sugar and NationBuilder. Most campaigns will use VAN/VoteBuilder to track and manage their voter lists and
voter contact, and then another CRM or tool to track their fundraising and supporters.
Data tools also include data aggregation and mapping tools and companies like Neustar, Vertica, Resonate,
Blastpoint, BlueLabs, LiveRamp, Verto and others alongside Targetsmart, Catalyst and L2. Many of these companies offer “matching services” as well where they will match voter file profiles to online profiles to target with
ads. These tools exist across tech companies and product-based companies and politics. Data aggregation and
mapping tools exist to take huge “tables” of data and crunch them into meaningful analysis so that you can act
on all the numbers. These tools can allow you to input a ton of data in and then create dashboards to see maps,
for example, or how your district breaks out in terms of stances or demographics or age, and much more. In
addition to characteristic data, these companies can help you monitor behavioral data, so that you can see who
consumes news via which sites, who is more likely to use an app vs. a site, who is consuming news via a browser vs. a smartphone, and much more. It’s all about figuring out the nitty-gritty of WHO is in your district and
HOW to reach them, in great detail.
Voter modeling and targeting tools help you break down the sea of people that you need to convert into
votes and donations into discrete chunks by demographic, income, and more. Companies such as BlueLabs,
Clarity Campaign, Civis Analytics, and Haystaq, among others are the most prominent analytics firms in the
space. These tools use what is called “big data” for “custom analytics”. This means that they don’t just include the
name, address, and phone number of someone on their lists. They have a lot more data from cobbling together what is available online about a citizen, and they then turn this into micro-targeted messaging and lists for
campaigns to use. For example, your district might have a sizable Latina population that tends to care about x
issue and is active on social media, and an Indian-American population that tends to prefer TV and direct mail
and cares about y, and a millennial population that -- across all racial groups -- tends to care about Z and can be
reached best via Facebook and texts. These firms can help you segment your messages to these different chunks
of constituents and reach each in them in the ways that they prefer to consume media. No one message or one
channel fits all. Companies that work with big data have not only mastered aggregation and modeling, but they
also often have experts to decipher the data and act on it for you as well. Bands four and five are most likely to
have the funds to hire and use voter targeting and modeling companies.
Fundraising analytics also falls into data analytics. Fundraising analytics focuses on identifying potential
donors rather than voters. We talk about some of these in the future section around Fundraising, but tools like
Calltime and RevUp and organizations like Grassroots Analytics and Bluelabs can take your CRM data and help
you apply automation and AI to it in order to know who to call first and who to leave further down on your list.

Voter Engagement Toolstacks
As we talked about in the last section, campaigns are likely to use both a voter and a volunteer CRM tool to
manage their contacts with potential voters and donors and also what their volunteers are doing on the ground.
They are also likely, at bands four and five, to use voter modeling and targeting companies to aid them in figuring out how to reach various demographics with various messages via various channels.
Moving past this, there’s a sea of tools that aid directly in voter engagement that are operating alongside you
as you run. You will likely want to use them to spread the word to your base about these tools using social meTech Yourself
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dia and field tools. We will examine field tools soon, but let’s first look at tools that up voter engagement. There’s
no need to reinvent the wheel to get people to activate. If you want to include support for these tasks for your
voters, link out to the following organizations from your website.
TurboVote, Vote.org and Rock the Vote offer tools that allow voters to register to vote, request absentee ballots, and receive election reminders. Ballotready is an app that users can download and use IN the ballot box as
they are voting to get in-depth analyses of who they are voting for (Ever see a sea of judges on a voting form and
feel totally lost? Yeah. They solve that.) YourVoterGuide, WeVote and Sayyay take a similar strategy, and LiveBallot lets you fill in a sample ballot ahead of time that you can copy when in the booth. IssueVoter and iCitizen
allow you to enter the issues you care about and get targeted alerts when Congress is about to vote on those
issues. You can contact your rep within the tool and see their record when it comes to votes and vote outcomes.
The more your constituents use these tools, the more engaged they will be. In general, there’s not enough
connecting people and politics, so remember that a rising tide raises all boats. At ALL levels of campaign, you
should encourage your base to use these apps and tools.

Volunteer and Activist Mobilization Toolstacks
Volunteer Mobilization tools begin with Volunteer Management tools. There are many tools campaigns
can use to recruit and manage volunteers. Most campaigns use NGP VAN’s extensive volunteer management
functionality, but there are other tools you may want to consider in addition to NGP VAN. The Action Network
is a progressive online organizing platform. Anyone can become an organizer by creating a free account. With
that account, organizers can publish actions to the public, such as a petition to an elected official, an event RSVP
form for a meeting the organizer is holding, a survey form to collect answers from a community, a fundraising
form to collect money for an upcoming campaign, an event page to sell tickets to said event, or a letter campaign to have activists email elected officials. As other activists take action and fill out the forms an organizer
has published, those activists are opted in to the organizer’s email list. Using the built-in mass mailing tool, organizers can contact that list of activists whenever they want, and download the data on their list too. Similarly,
Hylo is basically a forum for community engagement, or a dashboard tool that let’s teams of volunteers communicate in real time even if they are scattered across a state. You can list events, projects, communities, and talk
live.
Mobilize America takes a different route. It allows campaigns to register their events on its site and then
has a front-end for people that want to volunteer so they can view events in their area and instantly apply to
volunteer. When you register your event on their site, it will synch with NGP VAN, allowing your campaign to
not have to upload lists later of who came to an event, add notes, etc. It all happens seamlessly. It allows you to
create shifts and consult an analytics dashboard as volunteers work. You can also share events with partners.
Partners and campaigns can track signups and volunteers together through co-branded event feeds and signup
pages. Additionally, people who find your events and sign up get a seamless process into and out of the event,
with reminder emails and instant volunteer possibilities within seconds.
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Field Tools Across Voter Contact and Volunteer Deployment
Across the areas of Voter Engagement and Volunteer Deployment, we come across the vast landscape of
Field Tools. Field Tools are tools used “in the field,” or out among the houses and people in your district--to get
voters, volunteer mobilization and more.
Field tools break out into eight major areas. Those are mobile canvassing tools, grassroots action tools,
mapping and turf-cutting tools, event tools, phonebank platforms, dialer tools, peer to peer testing tools and
relational organizing tools (both a huge hit in 2016).
Mobile canvassing tools are made to allow your teams on the ground to knock on doors, have a conversation, and instantly record what they learned on their phone for easy upload into your CRM. They go handin-hand with turf-cutting tools, and give your volunteers instant, easy-walkable lists and maps of where to go
in chunks that they’ll knock off in one volunteer shift. So let’s examine both. First, let’s talk turf-cutting. This
exists in various forms, at varying cost levels. NGP VAN allows it and facilitates easy mobile phone info entry
via their app MiniVAN, but other options like Victory Guide and Empower Engine, both aimed at down-ballot
candidates, are emerging.
Empower Engine allows a campaign manager, field director or volunteer team lead to see their district data
organized over visualization maps, to get data on where different people are and which areas to prioritize for
different efforts. They will show where your NGP VAN targets are densest, so you can canvass there. You can see
where many Spanish speakers live, so you can send your bilingual canvassers to that area. Before a new organizer starts, their campaign manager or data director can send them key maps of their turf, so they can hit the
ground running. This tool generates maps of census, voter data, field data and analytics data in seconds. Their
printing press of maps makes it trivial to give every organizer personalized maps of their district, and organizers can also pull up their own maps without knowing anything about mapping technology. Empower Engine’s
Click-And-Color Maps can be used to track where you’ve sent canvassers, which races a caucus is prioritizing,
or anything else about districts. Click-And-Color Maps also help split a district into good organizer turfs for
those following the Obama organizing model. Empower Engine’s field data maps automatically update nightly
from NGP VAN.
Victory Guide is similar, but has pre-cut door knocking turfs already cut and ready to go, for campaigns
getting started that want to make sure they are sending their teams to targeted doors. A team on the ground
can instantly pull a turf, knock the 35 doors in the turf, and record what they learn via their phones into the
app, before pulling another turf to move on to. Additionally, Victory Guide has a built-in dialer tool so it’s ideal
for local school board, county, and rural and suburban areas. At all levels of a campaign, you need a strategic
approach to knocking on doors, and not just knock on every door -- you don’t have time for that. Walklist and
Ecanvasser are other companies that easily allow for cutting turfs to make canvassing routes. ESRI offers a free
option for turf cutting, that can also be found in the free Resource Guide at the end of this document.
When canvassing, mobile canvassing tools come into play. Other tools can integrate with turf-cutting tools
to help your teams record data on the ground. MiniVAN is the app attached to NGP VAN that allow for uploading data while you work on the ground. Tools like Knoq and Polis allow you to pull easy walk sheets with
scripts you can use door to door and logging tools with its own voter file amplified by its own canvassing team
that’s gone door to door collecting data. Some tools focus on analytics and dashboards. The tool Organizer
gives detailed metrics by team and canvasser, real-time live analytics for managers to help their teams with corrections, and reports on optimal canvassing times and most impactful routes and teams.
Grassroots action tools are tools that help you increase engagement in politics in your area and hopefully,
by doing this, get more people engaged in your race. Oneclickpolitics, for example, auto-rotates six messages at
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once to reduce the chance when sending a large lot of emails that a lot of them will end in spam folders. They
claim an 86% greater chance of not being flagged as a form email and sent to spam. Change.org allow for easy
writing of petitions and signing online, this can increase engagement in politics in your area, hopefully leading
to more people voting. New Mode has automated patch-through dialing and emailing that removes the need to
even take out your phone. These tools are meant to mobilize communities by issues, but can be used to also cut
through when it comes to your own messaging and race. Sometimes called “advocacy software,” they focus on
getting large groups fast access to leaders to sway a vote for fast political change.
Events tools, which we talked about briefly before, are tools that allow you to easily run events for your
campaign, track attendees, sell tickets and more. These range from the simple, to free meetups using Facebook
or Meetup.com online, to more complex, like Eventbrite, which allow for ticket sales, analytics, and easy social
sharing. Mobilize America is the most complex tool around events from the data side; it allows you to sync with
VAN on the back end, and has a turnkey way to give volunteers easy access to events in their area and simple
signup. If you’re using a tool for fundraising events, make sure you’re following all the campaign finance laws,
especially around who can legally donate to your campaign and the data you need to collect on every donor,
such as occupation and employer.
Phonebank platforms are comprised of tools like 5Calls, CallHub, HubDialer and also exist within NGP
VAN. They have various approaches. The most traditional phonebank platforms used within campaigns would
be ones that allow you to group contacts into “phone books” and assign them to teams or to the candidate for
calltime. They allow for taking notes within the tool while on a call, and leaving a message or robo-calling if
needed. NGP VAN has a phone banking suite of tools inside it, but CallHub, for example, easily integrates with
VAN. Some allow for easy work-from-home calling, like HubDialer, simple functionality that walks a new
volunteer thorough the numbers one by one, and has an easy script and field for notes as they talk to someone.
You can simply load your numbers and script and set how to deal with voice messages, invite your volunteers to
help you with calls, and go. Some tools don’t even ring through, but prefer to let users just listen to a voicemail.
ParagonVoicemailDrop.com is a marketing software that is respectful to consumers by sending a voicemail
to their phone without a ring or a missed call. The do-it-yourself set-up means it can be launched in minutes
with your voice, your message, on your schedule.
Dialer tools are used for automating thousands of simultaneous calls at once. Some of these tools also allow
for alerts and texting. Dialpad, Callfire, CallTime.AI, LiveVox and Sideline fit into this category. These tools try
to take the pain out of making tons of phone calls by automating a large number of calls to go out at once, and
(sometimes) transferring any calls that get a live voice response instantly to a representative. They can do automated survey and polls, leave messages if someone does not pick up, relay info within a team, and give analytics.
Innovations in this type of tool usually include a donor research component, that the AI sorts for you. CallTime.AI , for example, eliminates a lot of human research by collecting and displaying federal, state and local
giving histories, generates machine-learning algorithms and an ask amount for every contact so you know what
to ask for, places the calls and collects pledges and sends follow ups and enhances donor information with social
media context alongside demographic data and multiple phone numbers.
Peer-to-peer texting tools hit with a splash in 2016, which we will cover in more detail later. How do these
work? Using an online program, volunteers send text messages to voters. The campaign creates a personalized,
authentic outgoing message containing the voter’s name and identifying the sender as a volunteer. Each volunteer sends several hundred messages within hours, and then fields responses with scripts predetermined by the
campaign. Peer-to-peer texting mimics how people already use texting—for talking to friends and family. Because recipients feel like they are talking to a real person (and in fact are), they’re more likely to read, ask questions, and take action. Companies in this area include Hustle, Thrutext and Callhub. Hustle and Thrutext and
Callhub stand out however for their ability to regulate compliance when it comes to texting political messages.
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Relational organizing tools are another huge standout from 2018. Relational Organizing is based talking
to people you know, like your own friends and family members, about the things you care about to persuade
or inspire action. It has its roots in the union organizing world. In the union organizing context, an organizer
used to sit down with a worker and a list of their co-workers, and go name by name through that list, asking
open-ended questions like “Who is the most respected person who works in this department? What are the
social groups? Who hangs out with who? Who do these folks look up to?” When enough organizers repeated
this exercise enough times with enough workers, they were able to form a deep, composite understanding of
the webs of relationships and leadership in every part of a workplace. They could engage, recruit, and train the
workplace leaders to effectively mobilize the co-workers in their network. Relational organizing of today comes
in the form of tools like VoterCircle and Team by The Tuesday Company. Team app empowers your supporters
to engage in direct friend-to-friend outreach by identifying targets in supporters’ personal networks for them to
contact via text, Facebook Messenger, phone or email. Basically, as a candidate, you can harness and send messages through your friends and team to all the people they know that could vote for you. People are more likely
to take action when someone they trust asks them to. To envision how these tools work, imagine dropping the
social networks of all your friends and team members into a pile, over a map, and then being able to target who
they know in your area with key messages. Team helps you more effectively engage potential supporters, voters,
persuadables, and donors with trusted messengers through modern communication methods such as Facebook
messenger and text. Votercircle uses a similar tactic with email and social sharing, allowing you to target warm
prospects, and also sway undecideds and identify who might be a “super-influencer” in your area. (I.e. someone
that uses social networks a lot and knows a ton of people in your district.)
Other relational organizing tools vary their approach. Outvote allows you to follow both campaigns and
organizations to take simple actions to make change. While using it you can also see who in your social network
is forgetting to vote and prompt them to get engaged. You can invite friends and complete actions to “level up”
in the tool, a fun gamification extra. VotewithMe takes a more direct approach of simply showing you which of
your friends in critical swing districts are not voting, and giving easy prompts to get them to vote. Ironically, relational organizing tools buck the trends when it comes to their usefulness from bands one to five. Unlike other
tools, which often are made for the highest levels of campaign because of their high dollar donations, relational
organizing works best at smaller levels when it comes to tools like VoterCircle or Team by The Tuesday Company. Bands one, two and three are best for these tools, because the districts are contained areas like counties or
cities and can be mapped more efficiently. By bands four and five, when you are at the level of an entire state, as
you will see below, it makes sense to move to OutVote or Votewithme instead.
Millennials have been innovating in this area with approaches that bring a collaborative approach to voting.
Motivote is an app that makes voting fun, social and competitive. It’s the first peer-to-peer platform that uses
gamification, group accountability and real-life rewards to incentivize taking steps to get ready to vote On Motivote, your volunteers form teams and recruit broader networks of friends and family to commit to vote. They
keep each other on track, competing to complete preparatory actions for points and prizes. They then hold each
other accountable by verifying they voted with a selfie. The tool builders estimate that their 18-29-year-old users
are 3x more likely to vote in the midterms than their peers. VoteTogether is another play on voting in packs.
The group throws parties, salons and BBQs around voting periods so that you can turn voting around you into a
social event. Community groups can apply for grants to host parties in their neighborhoods.
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Research Toolstacks
At all levels of campaign there are various elements of research that you need to do--both on yourself and
on your competitors, to make sure that you use the most optimal messaging. There are four areas that fall into
Research.
First, there is polling. Polling is going through some seismic changes right now, based on the fact that most
polling results in the industrial midwest were wrong around the 2016 election. It’s an industry that is catching
up to the digital age. At all levels of campaign, you will do some sort of polling, but it might vary how you get
the results and who runs the testing. Firms like CallFire, Qriously, Database Systems Corp and Change Research are examples of polling companies you can use, but at the most basic levels, using companies is of course
optional. At the lower levels, you can lean on your state party or other organizations around you to run polls
so that you can get a sense for where you are, but not have to spend the funds yourself. Polling can take various forms. Media often will run polls with a simple “Who are you voting for in the race” callouts on their sites,
urging readers to click for one candidate or the other. Polling can also happen via calls or robocalls. Callfire
can automate calls to your district using either candidate preference polls (e.g. straw polls), issue voting polls,
or even calls to action (“You indicated that you intend to vote for x. Would you be willing to contribute to his
campaign or put a sign in your yard?”) Qriously does not use calling. They replace banner ads on smartphones
with modules asking questions, getting real-time results via a digital approach. Change Research focuses on
down ballot races and uses a mixture of both to attempt to create more affordable polling for candidates with
lower budgets.
The second area that falls into Research is social listening and sentiment research. This is likely done at
bands three, four and five, but can happen at any level. This type of company focuses on measuring “sentiment,”
or emotional reaction from the public to an issue or message. This type of research is not just used in the political area. It’s used to measure sentiment on everything from new TV shows to new products from brands. If you
are in a local race, you might feel that you have an “ear to the ground” in your area if you attend enough local
events to watch the ebbs and flows in how people feel about policy. But at any level larger than a local school
board or county race, it can be hard to see where people’s minds are at any given day, and sentiment analysis and
social listening helps. “Social listening” happens via tools like Crimson Hexagon, Sprout Social, Redflagai and
TweetDeck. These tools use AI and keyword tracking (for example, tracking how often the words “mad” and
“metoo” might be happening on a given day in user social streams, and collects tag clouds and charts of what
is on people’s minds at any time. They can do mood analysis, find critical historical “change points” for socially-based changes of view on topics (like LGBTQ and trans acceptance in various areas,) and map an “emotional
landscape” on various topics like climate and equal pay. Tools like Media Meter and Canvs are more about
tracking what customers are saying about your product, show or political brand via traditional media, like TV
or radio, but have the same ideas behind them. Some tools/labs are focused on innovating social listening itself,
like the MIT-based Electome.
Opposition Research and Media Monitoring tools are used in the area of tracking what is being said about
you and your opponents in the media any given day. Political winds can turn on a dime, and one badly-worded
tweet can ignite a firestorm. Companies like Media Meter, Project Vantage, Factbase, Vigilant and Every Politician and IQ Media exist for candidates to both run dossiers on themselves to see where they might get attacked
(which sadly you must assume will happen) but also to figure out where to defend or attack on your own should
someone try a smear campaign against you. At all levels, the digital managers behind this guide recommend
running basic opposition research on yourself, even if this just means writing down everything you can remember that might be an issue with your team and googling what comes up under your name online. Never enter a
campaign blind to what could be used against you.
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Policy Research and Legislative Tracking tools are tools that allow you to see where the public stands on
various policy issues that you might be considering as you make your platform. There are various networks
online that allow people in a district to correspond with their leaders, and these tools can also monitor what
is being said and give you insights. Tools like IssueVoter and Countable and icitizen control information flow
from citizens to their elected officials. Tools like Trackbill track bills so you can see what is coming up for vote
and sound off on it. Tools like Crowdshout allow you to see what’s being said in social media policy and issue-based posts geographically located around you. Even at the most basic level, it’s a good idea to stay tuned to
sites like Popvox to see what local legislation is being voter on at any given time. Tools like fiscal note are more
grassroots lobbying tools that can track policy research. Bands four and five are most likely to use these tools,
but at any level you can monitor.

Fundraising Toolstacks
Fundraising tools come in all shapes and sizes, and center around six areas. You will need to vary tactics at
different sizes of campaigns. Some tools are incredibly useful at all levels, like NGP VAN and ActBlue. Others,
like payment processing tools for custom web sites, are only needed at the highest levels.
Before we begin discussing, dialer and caller tools, such as those discussed in the field tools area, are a
strong piece of your fundraising toolkit as well. The reason why has to do with the cost of VAN. For instance,
Band One campaigns still need a way to manage their one-on-one fundraising flow with 100+ prospects/donors
but the full-scale nature of VAN and it's monthly costs might not sense for them. While an Excel/Google Sheet
is inefficient, costing them a ton of time to manage. For Band Two campaigns, there is extreme reluctance to
take on the long-term, full-bore expense of VAN and/or a fundraising team (consultant, call time manager, etc.,)
in the earliest days of the campaign, when it's less clear if you'll raise $200,000 or $300,000. You can end up in
a Catch 22 position of having to bet big on expenses associated with fundraising to show early traction when
funding objectives will not be met. If you are stuck between the high cost of VAN and the inefficient nature of
Excel, fundraising tools like CallTime.AI can cut the difference. CallTime.AI allows you to optimize your donor
outreach from the very start of your campaign and it might be wise to onboard CallTime.AI to see if you can
afford VAN in the long term if you are in band one or band two. Band Three campaigns and beyond, they have
the heft and (hopefully) sophistication to understand that onboarding specialized tools to serve specific needs
exceptionally well is ultimately more impactful and cost-effective than trying to force your campaign's behaviors into the box prescribed by any one technology or platform. For those campaigns, you can still use tools like
CallTime.AI to focus specifically on maximizing the fundraising process, donor prospecting, and donor relationship management is a critical enhancement to the platforms they are using as their central, global campaign
CRM (such as NGP, PDI, NationBuilder, etc.).
The first level of fundraising tools to be aware of is donation portals and donation processing tools. This
includes tools like NGP VAN, ActBlue, Democracy Engine, SnapSite, the Groundwork and CrowdPAC. NGP
VAN, ActBlue and Democracy Engine have simple donation forms that candidates can set up in minutes, that
can be linked to from your website for donations. NGP VAN’s donation processing is fully integrated with the
NGP VAN fundraising, compliance, organizing and volunteer management tools. Democracy Engine’s main focus on cyber safety while allowing users to give multiple donations at once. The ActBlue platform is: mobile-optimized, has one-click donations, saves user information for future donations, allow for A/B testing and allows
custom branding on all forms. NGP VAN, Snapsite and The GroundWork and NationBuilder are multi-use
platforms, that enable donations alongside email and site making capabilities. NationBuilder in particular also
offers fundraising pages with built-in payment processing for both one-time and recurring donations. CrowdPAC allows potential candidates to raise contribution pledges while the are “testing the waters.” It works like a
crowd-funding site -like KickStarter or GoFundMe-, but to raise momentum and capital before you announce.
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This innovation allows candidates to test interest for their campaign before even announcing which is very
useful when you are gauging interest. CrowdPAC is optimized for social media use, and even allows multiple
candidates to run one pledge campaign together. The important thing about all these tools is that they are FEC
compliant, and make financial reporting easy.
There’s a subset of tools around donor experience that includes CrowdPAC as well, alongside Invest Blue
and Bstow. These apps are pulled aside, because they focus on the donor experience in various ways. CrowdPAC
allows donors to pledge without investing directly if they want to indicate support for a candidate, but Bstow
adds on functionality like spare change donations, and Invest Blue provides financial counseling.
Most campaigns will use a Donor CRM tool to track their fundraising as they go. NGP VAN is used by the
overwhelming majority of larger campaigns, but tools like NGP VAN, Kindful, Voter Gravity, Salsa and Salesforce can help you easily move potential donors down a “funnel,” tracking outreach, conversations, and each
step getting you closer and closer to a donation given and more larger donations after the first. At the earliest
levels of running, you can get away with a Google sheet or Excel, but at band two or higher, things get very confusing very fast if you don’t monitor who has talked to who and when.
Finally, you will need payment processing and regulatory compliance and reporting. Let’s talk about payment processing first. At the lowest levels, using a one-stop-shop can be particularly valuable (e.g., NGP VAN,
does both the fundraising tracking and reporting, and ActBlue, Democracy Engine, NGPVAN and CrowdPAC
offer online fundraising tools that will collect all the information you need for easy processing). Larger campaigns, especially national campaign, will likely have multiple payment processing streams. You’ll often see this
come into play if there is an online store, or some campaigns will use ActBlue with their email program, and
NGP VAN pages for their high-dollar fundraising program.
For compliance and reporting, this is basically making sure that you report everything correctly as per
campaign laws on your taxes. NGP VAN has reporting features built into it, and especially at the federal level,
is considered the standard. For non-federal races, every state and locality will have their own rules and systems
for reporting. NGP VAN’s tools will often integrate with the state, but sometimes those state/local agencies have
very few options and will require you to manually key in all your information a second time.

Cybersecurity Tools
We covered some of this in the Cybersecurity section, but there are tools that you are going to use to make
sure that your team is protected. Some of these range from the most common sense advice we gave before
around using tools like Signal and Wickr, Datadog, Fastly and Cloudflare. Cybersecurity tools break into three
areas: those used to encrypt team communications so that it’s not easy for hackers to hack into emails or IMs
and gather data that could be harmful; tools that monitor your network (including servers, etc.) for malware,
and tools that protect from DDOS (and similar) attacks. These are not the only tools you would use to protect a
campaign, but they are a great start.

Team Organization and Communication Toolstacks
You will use various tools to organize your team while running a campaign. These tools are often brought
in at various levels based on how dispersed your team is (are you all in a room at lot at one time, or all working
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from home or from the road), how tech-savvy they prefer to be and how much experience the campaign manager had before they came on board. Some teams at county and school board level use Zoom, Slack and Docusign
because these tools are ubiquitous. We won’t get too into the weeds here, but we’ll give you a general sense of
what HGL calls “Internal Communications/Tools for Productivity, and add in two quick columns as well for
campaign strategy/management and hiring/training.
Put simply, Slack and Wickr are team dashboards that allow for teams to communicate on tasks. You can
have multi-channel conversations and share documents while working in real time. As we discussed, Wickr
is more encrypted, but Slack is used in offices worldwide and needs less training. Call tools for video chat like
Zoom, Anymeeting and Appear.in make calls easy without people having to be in an office. Docusign makes
getting signatures on documents simple. Sometimes people use the Google G-suite (Google Hangouts, Gmail
and Calendar) and call it a day, but others know and prefer tools like the above. In general, the more people you
have on a team and the more mobile that team is, the more you will need a few of these simple team management skills.
While the tools above offer to-do lists and the ability to cross them off, most campaigns at band two and
higher will need a project management tool like Trello that allows them to actually track projects in motion.
Trello let you use features like “cards” and “boards” to track projects across teams and departments, and easily
see where things are and cross things off lists. Basecamp, Asana, Monday and ClickUp are competitors that
have similar functionality.
Budgeting tools can also aid campaigns in band two and higher to manage budgets across teams. Divvy is a
tool that lets your team allocate funds to “subscription” cards for predictable expenses and “burner” cards for ad
hoc purposes. You can categorize expenditures in real-time, and always have a sense of your budgeting analytics. FreeAgency and Freshbooks are potential alternative tools to Divvy.
Campaign strategy, team hiring and training also come into play when it comes to team management. At
higher levels, training becomes more and more important. At lower levels, you can usually train friends to do
the tasks that are needed alongside you. Organizations like the Analyst Institute or the Arena are making huge
strides in helping campaign managers organize their team, and the Arena, Wellstone, National Democratic
Training Committee, Resistance School and Campaign Greenhouse have courses for campaign staff to learn the
basics of running a campaign.

2016 Standout Tools and Tactics
The big breakouts this past year included two new tools, and one new tactic: social mapping tools, deep
canvassing and peer-to-peer texting tools.

Relational Organizing Tools
“Relational Organizing” is the idea that we can mobilize voters based on their relationships and trust with a
volunteer on our campaign to create better mobilization. People trust friends and acquaintances a lot more than
someone just met at the door or on the street. Relational organizing tools make it incredibly easy for supporters
and fans of your campaign to “open” their social network followings to you and spread messaging throughout
those networks. Basically imagine all your supporters tossing their social maps over each other over a map of
your state, so that you can see the eventual cluster of “who knows who” within your entire network when you
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stare at your district. It’s incredibly powerful.
Let’s talk about what works with this tactic. Once you select your platform, it’s important for core field staff
to undergo thorough training on how to use it. For successful relational organizing, we’ve found it has to be a
core part of your organization’s infrastructure -- so be mindful of how different tools will integrate into your
voter file management systems. It’s best to treat relational organizing as a function of your field team, but it
can simultaneously be a part of your digital outreach strategy and fundraising efforts. It requires organizers
to recruit volunteers to use the tools, follow-up with them to make sure they are successful in using them, and
promoting the tools at house parties, phone banks, canvasses, and fundraiser events. Also, relational organizing can and should be built into existing field events, like phonebanks and canvasses. They don’t replace those
activities, but can provide an opportunity for your volunteers to dramatically increase their efficacy by investing
a small amount of additional time.
Successful strategies for launching your programs with relational tools depend on the particular tool. For
some tools, you will want to make sure to target the volunteers and supporters who you think may have the biggest reach in your district first. This means major endorsers and political figures, and highly-connected people
like local union leaders, teachers, parents who are involved in the PTA, people who lead volunteer groups, etc.
These well-connected community leaders can make a big impact, so focusing your volunteer recruitment and
follow-up on these individuals can increase your program’s efficacy for some tools. That said, digital forms of
communication -- particularly text and Facebook Messenger -- allow relational programs to transcend geography, and relational organizing tools like Team generate the most impact when they are adopted by every volunteer, not just the well-connected folks.
You will want to make sure to target the volunteers and supporters who you think may have the biggest
reach IN YOUR DISTRICT first. This means major endorsers and political figures, and highly-connected people
like local union leaders, teachers, parents who are involved in the PTA, people who lead volunteer groups, etc.
Again, if someone’s network is spread all over the US, or from an area they just moved from, they are less ideal
than someone who’s entire network is in the area. For this reason, this type of tool is mostly successful outside
of large cities and inside suburban or rural areas, ideally in southern towns, where it’s more unusual for kids to
move away from family.
Relational organizing tools also share some common strengths and limitations, as we learned in 2018. Their
strengths of this tactic are:
•

Ease of mobilization: Relational organizing is generally very good at mobilizing users
fast in your “base universe” or voters who are likely to support you and are likely to
vote. Because of the way that we often self-sort into relationships with people who are
like us, your existing volunteers are going to know lots of people like them - potential
supporters, volunteers, and grassroots donors who just haven’t heard about your campaign yet, but will act fast once they do.

•

Getting to more people: Volunteers can generally contact many more voters through
relational organizing than conventional field tactics. Three hours spent knocking
doors may result in 5-10 conversations with voters. Half an hour spent using a relational organizing tool may result in 20, 50, or even 100 contacts with voters your
volunteer knows.
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•

Mobilizing trust: Relationship-based conversations are just more effective than
cold-conversations with strangers. We trust our friends and family when they tell us
something, more often than not.

Now, the limitations.
•

Time and resources are needed: Relational organizing done without tech requires
a great deal of resources to train campaign staffers and volunteers on strategy and
implementation. Relational organizing tools such as Team alleviate this limitation by
substantially decreasing the time and resources needed to build effective relational
programs that scale.

•

Recruitment: For universes of voters who are less engaged and less supportive, you
need to recruit volunteers who know them.

•

Usage of tools: The success of relational organizing tools - like all field tactics - is
highly dependent on the inputs you generate. To get to scale, you’ll need to get a lot
of volunteers to use the tools - just like you’d need a lot of volunteers to hit all your
targeted doors.

In a congressional race in Seattle in 2016, a team recruited 300 volunteers to use Votercircle as a relational
organizing platform. Those volunteers mapped relationships with 75,000 voters and contacted 50,000 of them,
but it took months of dedicated effort by 3 organizers to get there. It took a long-term investment of time and
resources, just like any other effective tactic.
Why should you use relational organizing? Today’s millennials are 38 at the top end. They are very used to
getting their opinions online, via their network and friends and family. If you do not tap this trend, you are out
of date. The Analyst Institute - an organization that sponsors, runs, and reviews high-quality experiments from
progressive campaigns all over the county - has identified relational organizing as one of its top research priorities for 2019. To see more best practices on this type of tool, see this article by National Democratic Training
Committee.

“People are looking to have more meaning in their lives.
It is a sign the technology community is coming of age.”
								- John Doerr
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Deep Canvassing Field Tactics
Another buzzword you’ll hear is “deep canvassing.” You’ve probably read articles like this one in the NY
Times, talking about the promising results of using Deep Canvassing techniques to sway voters on deeply emotional issues like transgender rights and women’s right to choice. For a great overview or refresher, this article
from Five Thirty Eight is a good place to start.
Deep Canvassing techniques use listening rather than talking to sway voters on deeply emotional issues. In
a normal campaign, a person goes to a door, tells someone to vote for someone, might answer some questions,
and leaves. It’s a very rote approach, and one that does not take the person being talked to into question much.
But in deep canvassing, a volunteer shows up at a door and simply begins to ask the person questions about
their community, how they feel on issues and what they want to be changed. This active listening can engender
trust, uncover new talking points and messaging points, and bring real change in communities. The approach
has five basic steps when someone knocks on a door, according to a Callhub article:
1.

Ask for the voter’s opinion on a certain issue and explore it

2.

Ask for the voter’s personal story or experience pertaining to the issue

3.

Connect a personal story to the voter’s initial opinion

4.

Engage with their initial concerns and opinions and give them time to ponder

5.

Get back to the original issue and seek their opinion

It’s an empathy-based approach. The data available to us so far indicates that - unsurprisingly – it can be
very effective. But, it is effective most in certain areas, the most notable in removing prejudice. One of the most
effective deep canvassing studies to date was done by transgender people who wanted to listen to their community about how they felt about people that were transgender. The fact that it was transgender people doing
the cavassing, the listening, and the work resulted in a deeper impact. The key to their campaign was sharing
their story, listening to the other side, and then highlighting common humanity. Here are the things happening
behind the scenes as the volunteer enacts the steps above, according to an article in Callhub:
1. Self-persuasion is one aspect of social influence. In simple terms, voters take an active
role in persuading themselves to change their attitudes or thoughts on a particular issue.
The canvasser plays no role in persuasion, rather they place voters in situations where
they persuade themselves to change. This motivation comes from within, canvassers don’t
have to put in the extra effort to change minds.
2. Active Processing is an approach that facilitates experiences, role-playing, simulations, and scenarios. Here, people apply what they already know. So, when the voter is
presented with the canvasser’s experience or thoughts on a particular topic, the voter tries
to generate, re-organize, and self-explain it to himself. This way, it makes the voter think
and talk about their own experience.
3. Perspective-taking is rather simple. It considers or understands an issue from an
alternative point of view. When canvassers share their perspective, it makes voters ponder and consider the alternative. Sharing their own experience adds value as they see the
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same old issue in a new light.
4. Cognitive Dissonance is the tension that comes from holding two conflicting
thoughts in your mind at the same time. This is when your actions don’t match with your
belief. The act of deep canvassing helps people realize that their beliefs and actions don’t
go hand-in-hand, compelling them to change (voters decide on their own).
But it’s not all wine and roses. There are some down sides. Deep canvassing has been shown to be effective
at moving voters to change their stance on deeply personal issues. But the word “effective” is relative here - it’s
meant in comparison to alternative methods of voter persuasion, which have shown an average effect of 0. Some
studies have shown Deep Canvassing to move 1/10 voters who are contacted by a well-trained volunteer using
a best-practices script. That means you’ll need a LOT of conversations to move enough voters to make a difference in your campaign. Because these conversations are longer (as is the time required to train volunteers), your
volunteers will knock on fewer doors and contact fewer voters than volunteers using traditional techniques.
Deep Canvassing sacrifices quantity in exchange for quality. That leaves you to figure out how to scale up your
effort to get the quantity of meaningful contacts needed with move the number of voters you need to move to
win.
But, on the other hand, there has never really been a good tactic before for non-persuadables, or for those
listed in a district that are firmly on the other side of a candidate and voting the opposite way. In this case, if
removing prejudice and highlighting shared humanity can bring them to the middle, then in a future campaign,
perhaps they can be coaxed even further to the Left. Most campaigns simply focus on those that they know are
already voting for their party, those that are undecided in the middle, and those that might not be voting at all
but just need to register to do so. The power of this new tactic begs the question; perhaps we should not be ignoring all the “non-persuadables”, but instead using deep canvassing as an initial tactic, years before an election,
to take an area with deep prejudice and reduce it, thereby moving more people to undecided. Then the next
wave of candidates running can try to move those independents into their camps. It’s worth some thought.
If you do want to try this route, find an issue that your district has deep prejudice about. Maybe it’s an
influx of muslims moving into the area, a bill around healthcare, or a fight about gun control. Find canvassers
that best represent the side that you are trying to gain empathy for to canvass. Send immigrants or sick people
or parents who have a kid that went to a school where a shooter started firing, along with allies to help translate
for them and protect them if things get rough. Train your team, and make sure they understand all the steps.
Don’t use your normal routes as you’ll want to canvas with list of addresses that are not in the Voter File. Try to
do a quick test, and see where the results take you.
You will want to use the right tools as well. RoutePlanner is an affordable solution to plan walking routes
for your canvassers and collect their results. In many communities door-to-door canvassing doesn’t work.
Campaigns should send canvassers to the area where people already congregate in their communities such as
flea markets, sports fields, barber shops and beauty salons. Survey 1-2-3 is a wonderful mobile app to collect
such local intelligence from their supporters about hotspots where people congregate. Have a long-term plan for
what you are trying to accomplish and be able to back that up to your campaign staff and supporters. (For example: I just ran for and won the House of Representatives, but by an incredibly narrow margin. I know that if
I work on getting my community to be more empathetic around x and y, I can get more voters into the independent category and perhaps even sway them in my next election or two, since I have to re-run every two years.”)

Peer-to-Peer Texting
Peer-to-peer (P2P) texting has become a critical tool for reaching voters. From candidate name recogniTech Yourself
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tion, election awareness, volunteer recruitment, persuasion, to answers about a candidate’s policy statements,
absentee voting information, early voting awareness, and GOTV efforts. Tools like Relay and Hustle have made
it simple for you to upload the mobile phone numbers of anyone in your district, and then you can text them in
a format that looks like a friend is writing them casually. Their messaging often goes something like “Hey ____,
I noticed that you live in ____ and a group of us are meeting at _____ to talk over Fred Scott’s campaign. Can
you come too? Free coffee on us!” Senders just fill in the blanks and in a few clicks, the messages are out. To
get around legal compliance issues and bulk texting laws, senders simply have to click once per text sent, which
can be a little tedious, but is made very fast by the tool (and the need to send every one out with a click means
that you can customize some of the most critical.) Conversations can start almost instantly within the tool as
the text streams go out and the tools streamlines the ability to respond fast so that you can be having 20 conversations at the same time. This tactic appeals in many ways to today’s digital generation, which we will examine
further in a minute.
We covered how it works in the earlier section on Field Tools, so now let’s talk about its benefits, because it
was a standout tactic in 2016.
Here are some key benefits. Texting increases voter turnout. Studies have produced a variety of positive
results: a 3% increase in turnout, 3% again, 0.9-1.6%, and 50%. Texts have a nearly 100% open rate and a high
engagement rate (10-24% of voters respond to the initial message) compared to a 9% answer rate for phone calls
and 6% open rate for emails. Texting meets voters where they are. U.S. cellphone users are now spending up to
5 hours per day on their phones. Texting is an excellent way to reach a likely progressive demographic. According to the Pew Research Center, cell phone owners are more likely to be young rather than old, black or Latino
rather than white, college educated rather than uneducated, and urban rather than rural. “Reliance on smartphones for online access is especially common among younger adults, non-whites and lower-income Americans.” Although whites, African Americans, and Latinos have similar rates of smartphone ownership, nonwhite
populations tend to rely more heavily on their phone for internet access, making it the ideal gateway for voting
information.
That’s not all. Texting provides a way to connect with logistically hard-to-reach voters. This includes: voters
under age 35, who are less likely to have landlines or to respond to phone calls or voicemails (a majority of
Americans now have a cellphone but no landline), people who have moved and have out-of-date addresses and
landline numbers in the voter file but for whom the cellphone remains accurate, and voters in rural areas who
are neglected by door-to-door canvassing because it isn’t feasible to reach them all. It also spares other resources: voters who have been identified as supporters by texting can be removed from the list for mailers, door
knocking or phone calls. If they respond to the text and can be ID’d, campaigns can skip the more costly and
time-consuming methods of voter contact.
Here is what worked in 2018 using this new tactic.
•

Being strategic and specific: The more specific campaigns were with their targeting, their replies to voters, their accessibility by answering questions or offering local
events to meet community members, and their social media presence, the more successful their underlying peer-to-peer texting outreach could be.

•

Identifying support levels early: By kicking off texting earlier in the campaign cycle,
candidates could “clean up” their voter lists and customize their field operations
across voter support levels. Third, prioritizing data collection and quality control.
Campaigns should think carefully about what data they are collecting and how they
are going to use it to ensure what’s captured is both easy for volunteers and accurately
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reported in VAN. Campaigns should have a mechanism for reviewing conversations
volunteers are having to ensure that conversations match with campaign-approved
language, as well as the data they are collecting to ensure accuracy. There was value in
providing helpful information to voters.
•

Sending general notifications, as well as campaign information. Voters appreciate
being sent educational tips and reminders - election date, polling location and hours,
required ID if applicable. If voter suppression is occurring at particular precincts,
rapid response texts containing voter hotlines can make the difference for a vote being
cast. People trust someone who is trying to give them basic information without
selling them.

•

Coordinating texts with parallel campaigns. Candidates using this tactic also found
value in coordinating texting between multiple candidates. Particularly for state and
local candidates, coordinating texting programs between two or more campaigns both
saves money and multiplies name recognition.

•

Keep a good conversation going. If someone engaged, they ported that high-quality
texting conversation over to the field operations.

•

Responding fast was key. Voters appreciated timely responses within one day. By
responding to voter questions within 24 hours, it showed that candidates were listening to them.

•

Timing of texts to campaign seasonality was key. Candidates who timed texting to
occur directly preceding polling found that they had increased name recognition.
Candidates who timed texting to occur in areas directly preceding canvassing noticed
that the different types of outreach in close succession reinforced each other. Utilizing
relational organizing once support is confirmed was also very effective. Earlier in the
campaign, voters can be asked to send the candidate’s website to five loved ones. Closer to Election Day, to reach out to five friends or family members who don’t always
vote but would be supportive of the candidate.

•

Letting anyone voluneer from anywhere. Harnessing out-of-district volunteer energy for peer-to-peer texting was key to the entire field operation. Through the conversations with voters and in researching answers to their questions, volunteers develop
a stronger connection to the campaign and district. This makes them more likely
to contribute their time and resources in other ways, whether it be donating, phone
banking, or canvassing. Volunteers are extremely willing to text, and often interest can
be oversubscribed - when that happens, it’s key for the campaign to be clear on what
their most immediate volunteer needs are. If you need it, as well, volunteer organizations like Red2Blue run by Haley Bash can set up whole texting arms for your organization.
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How to Best Organize Your Team
There’s a variety of team members that circulate around campaigns, and also a variety of ways they can be
organized, depending on the level of campaign you are running. But, before we discuss that, let’s discuss how
YOU fit in. In many campaigns, the candidate is the “media figurehead”, but the team around them runs the
entire show. In good situations, the candidate and the team is synched enough that the personality of the candidate can come through and the campaign can make a splash. But in bad situations, the team overshadows the
candidate, and smothers their personality and message to the point where the person can’t be seen anymore.
Don’t let your team restrict your access to be you, real, vulnerable and funny (if that is your style). They can
take their cues from you, but they can’t take your personality. Make sure they know that.
Now, onto hiring your team. It makes sense to review the types of team members you will need first, and
then we can examine some organization charts that show how these team members can be organized for maximum success within your run. For simplicity, we broke these organization charts into three sizes. Despite the
fact that we broke out five campaign sizes earlier in this document, there is less change around org charts then
there is around tool stacks. The small campaign organization chart corresponds to band one campaigns. The
medium organization chart corresponds to bands two and three. The large organization chart corresponds to
bands four and five.

Team Components
Here’s an overview of the most important team members that are needed within most campaigns.
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As we will talk about in the following section, there’s a variety of roles that at the smaller campaign level are
covered via a contractor or consulting agency at medium and small campaign sizes to protect costs that blow
out to become real director roles in large campaigns.

Best Teams for Digitally Informed Campaigns
Our Staffing Guide and Campaign Organizational Charts were created as guidelines to assist in the
thought-process behind building your campaign staff and infrastructure. It is encouraged for every campaign
manager and candidate to understand the uniqueness of their campaign and adjust the staffing to best address
the strengths and weaknesses; these are just general templates to give you a framework. You can access the Staffing Guide here. The guide is divided into the campaign departments with each position designated if it would
be needed on all campaigns, medium-sized campaigns, or just large campaigns.
Now let’s talk about organizational charts. For the basic staffing structure for a small campaign, or a campaign in band one as per our campaign size breakouts (local school board or county level,) please reference the
graphic below.

This is how a small campaign at the school board or county level is designed in terms of leadership, from
the top to the bottom. It might be too large if you are running for a simple school board race, so bear in mind-this is just to give you a snapshot as the race you are running now is likely not the only one you will run in your
lifetime.
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As you can see, the candidate is always at the top, but really it’s the Campaign Manager that makes the
decisions for the team. This person has a Treasurer that is often parallel to them, with light reporting role to the
candidate sometimes as well. Under the Campaign Manager you have: a Legal consultant, a Digital consultant,
a Field Director, who has Field organizers under them, and a Finance Director or consultant that also might
report to the Treasurer. Every small campaign is different! But, if you are going in with no idea, here is a great
place to start, and remember, everyone will be taking your cues from you.
In all levels, how do you begin your hiring? Start with the basics. What a lot of candidates know is that you
don’t start at the beginning with a campaign manager. There is a step before that. The first two positions that
a campaign will need to fill are the Treasurer and Legal Counsel. Most campaigns are legally obligated to have
a Treasurer and that person’s name will appear alongside the candidates on most official campaign filings and
paperwork. By law, the treasurer is responsible for the campaign’s record keeping and report filings, but often
times the campaign treasurer position is symbolic and the actual accounting is outsourced to professionals. For
that reason, the Treasurer position is often filled by a volunteer with a personal relationship with the candidate.
It is beneficial to have a lawyer review the campaign filings and committee formation to make sure everything
is done properly. A lawyer is not required to be on retainer for most small campaigns though. Most training
programs will walk you through the basics of this hiring.
The next two positions you need to fill are Campaign Manager and Finance Director (or consultant). Getting your campaign fundraising going needs to be a candidate’s top focus early on. If your Campaign Manager
is able to handle the fundraising initially, they should be your first hire. If this is not the case, consider hiring a
Finance Director before the campaign manager. In fact, many large sized campaigns will have multiple fundraisers on board by the time a campaign manager is hired. Again, most basic training courses will cover this
area, and give you leads as to how to find hires in your area.
Once you have all this in place, it’s time to bring in your Digital consultant, and at the largest level, a Digital
Director. A Digital consultant is essential for small and medium campaigns, and only at the largest levels will
be offset with an internal team. This is especially true if the campaign’s finance director is too busy with eventbased and call time fundraising to focus on digital fundraising and outreach. We’re going to “pull back the veil,’
however, later in this guide, on what digital firms offer, and show you what they do behind the scenes, so that
you might be able to take some of it on yourself and offset your cost.
The last hiring steps is to hire on a Field Director and as many Field Organizers as your budget will allow.
This is the crew that uses field tools to make calls, send texts, knock on doors and get your name out in the community as far and as wide as possible.
In small campaigns, each employee will wear a lot of hats. As campaigns increase in size, so will the number
of departments, as well as, the number of specified positions within each of those departments. For example, the
Campaign Manager of a small campaign will act as the campaign’s Policy and Political Directors when each of
those positions on a large Senate campaign would have their own departments. Across all levels of campaigns,
it is crucial to remember that interns are your best friends. Campaigns should focus on building internship
programs that can plug young, motivated workers in all different departments across the campaign. Also, small
and medium campaigns by far and large rely on consultants for legal, communications, digital and similar, because hiring firms offsets the high cost of having experienced, in-house team members.
As campaigns grow, the early staff are able to begin to shed some of the many hats they have been wearing.
Responsibilities such as research, communications, and digital might start to their own staff, as well as additional consultants to handle mail and polling amongst others. Here is a look at a medium-sized campaign’s org
chart. This chart corresponds to bands two and three of the campaign sizes broken out earlier in this document.
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In other words, aldermanic levels, small mayorals and some of the smaller statewide races in less competitive
states.

You will notice that still at this level, it’s rare that a Digital director be hired. At this level, a Digital consultant is still used because that is more cost effective than actually paying for the headcount costs of adding
someone to the team. In this size of campaign, also, at the largest levels you might see digital, legal and communications areas flip over to full-time staff, but for now, they are likely still consultants.
When it comes to how to incorporate a Digital team into large campaigns, they can be organized in two
different ways. A recent development amongst some campaign structures includes placing digital staff “embeds” within fundraising, communications, and field departments. “Embeds” just refers to people hired and
embedded within a department. In other words, people in each department are placed carefully to report back
to Digital, so that nobody gets tangled up when trying to share data across tools. This structure allows each department to have a staffer with digital expertise while the Digital Director manages the macro digital program,
data/targeting, and budgeting. Individual responsibilities for each department embed are summarized in the
staffing guide. This is one way to organize your Digital team within a large campaign, or a campaign at bands
four or five in the size breakouts we mentioned before.
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But, because there are various ways to do this, here is the other common contemporary way to incorporate Digital into a large campaign. In this org chart, you can structure the staff with a more traditional digital
department where the Digital Director works with the digital consulting firm while having digital assistant(s)
within the department that can be directed to work on projects that benefit the other departments. Take a look
here for a band four or five campaign org chart without digital “embeds” just to compare:
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Again, there is no “right” or “wrong” way to do this, but we wanted you to see some organization so that
when you do have the make the call on your campaign structure, YOU are in charge and understanding things
from the get-go, vs. your campaign arranging it all for you (and perhaps arranging it all in a way that is not optimal from a digital perspective.) These charts can operate as a guide as you win your races and move on to win
larger and higher seats. The Management Center helps leaders working for social change in the areas of team
organization and management, and can provide more detail if you need it here.
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Considerations for Future Success
While there is an explosion of tools in the market and with this guide (we hope) a better chance of candidates knowing how to use them, there is still a need for the Party in general to push toolmakers on two fronts:
first, we need the ability to better transfer data among tools, as this remains a headache for campaign managers
and will suck a lot of time from your team, and second, we need better interoperability between tools, so that
they are not stepping on each other in terms of functionality when a campaign uses them. It’s clear that as a
party we have gotten a bit siloed in our knowledge and our operations. Whatever we can do now to share information across multiple fronts and (legally) coordinate among campaigns will greatly aid us in winning in 2020
and beyond.

Data and Interoperability Between Tools
The explosive growth in new campaign tools has contributed to a growing crisis in our technology landscape: the inability of organizations to move data between tools and synchronize the channels they use to communicate with their members and the public. Within a campaign, when staffers need to move data between
tools, they move the data manually, by pulling lists from one tool and then dumping them into the other. Not
only is this hard to track; it wastes precious time and money. Organizations with greater technical expertise have
worked to develop individual integrations that address these complex problems, yet their work remains isolated
and unable to be leveraged for the betterment of progressive tools and technology--we are still not good at sharing information outside of silos. As a result, organizations have to pay outside consultants or vendors to build
the integrations that power their work and this money could be better used actually reaching people with digital
marketing.
An organization called The Movement Cooperative (TMC) has been developing a new tool called Parsons
with the ambitious goal of developing a flexible and universal backend framework to facilitate the movement
of data between the ever-evolving set of tools used by the progressive community. The Movement Cooperative
(TMC) works to expand access to best-in-class data, technology, and technical capacity for progressive activists
in service of political campaigns, civic engagement, and long-term power building. Parsons will initially take
the form of a python package that includes integrations between the tools that the progressive community relies
on. These can be specific to advocacy (VAN, Hustle, ActionNetwork), or general tools that have broad adoption
outside the progressive movement (AWS, Salesforce, Google Sheets).
The package builds against existing APIs, and normalizes data regardless of source. It seeks to abstract
the difficult aspects of building integrations by abstracting complicated API endpoints into simple, yet flexible methods. Central to Parsons is the Parson’s table, which allows data from any tool to be converted into a
standard table, which can then be exported to any other system in the Parsons universe. Parsons has individual
adapters for each system that can be plugged into one another quickly and without additional custom development. This tool can save time, expand access to campaign tools and data as staff can build integrations between
tools faster, and level the playing field among teams that might have varying levels of expertise.
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There are likely to be other players soon in the market, but this is being developed now, and so it’s been
pulled out for feature in this guide. Tools like Parsons can open the market in terms of what tools teams can
use, create a framework for collaboration, build stable integrations and incentivize the creation of open API’s,
which we need to be looking at anyway across the Left as our systems tend to be too siloed.

Coordinating (Legally) Among Campaigns and PACs
The disclaimer: This section is legal information and should not be considered legal advice. Every question
of legal coordination is case specific, and if you or your campaign find itself in a situation where you have a legal
question, it is best to talk to a licensed attorney who has knowledge in the area of law.1More likely than not, your
local Campaign Finance laws will require that any legal work done on behalf of your campaign be reported as
an in-kind contribution. For example, 1 hour of pro-bono legal work should be reported as such for the market
rate, even if no money is exchanging hands.
This section will cover interactions that happen between your campaign and Political Action Committees
(PAC’s). Other players to keep in mind where coordination rules apply are any other organization that is involved in your race or politics in the district/ jurisdiction where you are running. This can be Unions, Democratic Parties, or community groups, such as Indivisible. PAC’s are what this section will focus on and we will
touch on the other organizations to answer some of the initial questions you might have as a new candidate.
The first thing to know about coordination as a new candidate is that every jurisdiction has specific rules.
Every state, municipality and political district will have their own laws (or ordinances) and most will have their
own ethics governing body or board to oversee elections, and in particular, election complaints. A quick
Google search will most likely turn up what set of rules you are playing under. It’s worth knowing how to
Google basic legal questions, but it is always the best practice to google and also verify your interpretation of the
rules with an attorney and expert in your local area. A lot depends on how you geo-locate your search terms.
For example, always search phrases with a location, like, “Campaign finance laws [insert location/district or
office you are running for]. If you are running for City council in Seattle, WA, then a useful search would be:
“campaign finance laws Seattle” or “campaign finance laws city council Seattle.” If you are running for a certain
district, try a search like: “campaign finance laws Albuquerque Public Schools” or “campaign finance laws Albuquerque School Board.” This should bring up the .gov website with the laws or link to the laws, and various news
articles of violations and/or explanations of the laws. You must make sure you are within the letter of the law
locally.
Now let’s dive into what is allowed and not allowed when it comes to campaigns and PACs. First of all, you
should know that the term “coordination” has a very specific meaning in election law, and that definition can
vary by jurisdiction. But, as a general rule, you should always avoid using the term “coordinate” to talk about
any interactions with an outside group.Most of the time when you hear the term “coordination” this is referring
to elections for federal office. The FEC, Federal Elections Committee, has very strict campaign finance laws, including who a candidate can and cannot “coordinate” with. While the FEC governs federal elections, and local
governing bodies govern their own elections (like state level, county level, city level, or various other governing
levels e.g. school district or water district, etc.), the smaller governing bodies tend to adopt the FEC standards or
slight variations on them to govern their elections. 2
1 The Democratic Party and established progressive groups often have many lawyers who are happy to lend a hand
to a campaign or candidate they support. Network within the Party or with other locals and campaign staff who are
familiar with your local political landscape.
2 The FEC laws are often used as a uniform standard for other jurisdictions to draw on when forming their own election laws.
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The FEC is responsible for the “coordination” laws, and most other elected positions have embraced the
philosophy of limiting and banning coordination. Coordination is the act of a campaign work with a PAC
to “coordinate” just about anything ranging from coordinating a message to coordinating a field program, to
coordinating advertising. In federal elections (and most other elections) it is illegal for a candidate’s campaign
to coordinate with a PAC. While the candidate and the PAC might have the same end goal, namely to get YOU
elected! The two entities cannot work together or coordinate any of their stradies to piggyback their efforts.
You might ask, why is it illegal for two groups to work together on a common goal? The main reason is to
prevent candidates from circumventing donation limits. For example, if the limit is $5000 per person per race to
a candidate and $5000 per person per race to a PAC, under the coordination law and the philosophy of trying to
limit money in politics3 candidate should not be allowed to use $10,000 from a single donor for their campaign;
the candidate can use the $5000 they are permitted to accept by law; and the PAC can use the $5000 that it is
permitted to accept by law. They cannot coordinate on how to utilize $10,000 together.
The good news about coordination is that public information is not coordination. If your campaign is canvassing in certain neighborhoods and that information is spread publicly (e.g. at a rally, or online through social
media, or canvassing kick-off), then there is not illegal campaign coordination. If the information is available
to a PAC through some avenue that is not a direct link between your campaign and the PAC, then the PAC may
choose to alter their strategy (like canvass a different area to try to increase their reach to promote the common
goal, or they can choose to canvass that area at a different time), to avoid “doubling up.” And in this type of instance, the publicly available information causing a change in strategy for the PAC is not coordination.
On larger races where candidates and PACs are involved in media buys, political ad spending is public
information. The PAC or the candidate campaign would not be privy to the reasoning or strategy the other is
employing as to how the buy was decided, but they can find out the channels, and amount spent and various
other information. A PAC’s knowledge of the buy and their own media strategy is not illegal coordination.
Additionally, a private citizen can choose to volunteer in any way they choose. A PAC employee and a
campaign employee should never coordinate (i.e. never share confidential campaign information, such as strategy, lists or polls), however a private unaffiliated person can volunteer for a PAC and also volunteer with your
campaign. For example, a person can canvass their neighborhood for a PAC like Grandmothers Against Gun
Violence and also canvass for your candidacy. There is no illegal coordination in a scenario like this.
It IS okay to coordinate, within some limits, with parallel candidates. The simple way to put this is that
PACs are on one side of the line and candidates are on the other side of the line. Don’t cross the line, but you
can coordinate with folks on your own side of the line. For example, if there is an expensive local city magazine
that you want to be in, you can split the cost with four other candidates in your area, if you are all running for
something like alderman within a city. It’s possible to combine campaign rallies and field operations with other
campaigns, within some guidelines, and it’s possible to even throw joint fundraising events for more than one
candidate, as long as attendees know that there are limits to what they can give to each campaign.
A volunteer/ private person can carry any candidate material they would like and canvass for anyone they
choose. They can carry candidate material for multiple candidates, they can even carry partisan and nonpartisan material. Union members often fall into this group. Union members can support any candidate they
choose, but the Union PAC and candidate cannot coordinate. Often what this looks like is a Union will endorse
a candidate and then on a volunteer basis its members will help a campaign, but the two organizations cannot
coordinate.
You can request that your volunteers carry certain materials or not carry others, but there is nothing ille-

3We know, coordination laws are well meaning, but politicians still find loopholes.
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gal about a private, unpaid person advocating for multiple organizations, this is protected by their free speech
rights. Persons, like volunteers who are unaffiliated with a group are not limited by the coordination laws; those
laws only apply to the group and its representatives.
PACs are always on the other side of the line for coordination, but some groups, like a local Democratic
Party or even the Democratic National Committee or other Democratic arms, like the DCCC can share information, because Democratic Parties are registered with the IRS as Political 527’s; whereas PAC’s are registered
as either 501(c)(3)’s or 501(c)(4)’s. Because of the IRS demarcation between political entities such as parties vs.
PAC’s, tools can be shared between candidates and partisan organizations. The DCCC, for example, often negotiates bulk discounts when buying use of tools, and sometimes they will share use of a tool among other IRS
political 527 groups and campaigns when legally allowed. Your state party can tell you more about this. Ask for
help and information from the local county and state parties. They might not always have monetary resources
to support your race, but they are very knowledgeable, and can always provide information on all the issues you
will be facing as a candidate.
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Candidate Free Resource Guide
Across the wonderful ecosystem of groups on the Left, there’s a myriad of activists standing by to aid you in
your campaign work as you go. Here’s a guide to who can aid you with what, so you can offset your costs, join
forces and WIN!

DNC’s I Will Run Marketplace
The I Will Run Marketplace is a tech marketplace for Democratic campaigns — it’s a curated compilation
of the best-in-class tools currently used by campaigns, and the tools tested by DNC-funded case studies. It is
also a platform where the DNC Tech team can coordinate trainings, volunteers, and price negotiation for Democratic campaigns. DNC Tech surveyed the progressive tech ecosystem looking for tools that campaigns and
state parties can use to upgrade their work, so the campaigns, in turn, can focus on the essential initiatives of
their programs. We also wanted to ensure that vetted, reputable, and interesting vendors can partner directly
with campaigns to hear actual feedback from the ground, allowing vendors to tune their tools to meet campaign
needs. As the DNC created their ecosystem map, they discovered where the holes are in the ecosystem, and are
now actively find partners or entrepreneurs who want to fill these gaps to help state parties and campaigns.

National Democratic Training Committee
The National Democratic Training Committee provides free campaign training to Democratic candidates
up and down the ticket. They travel around the country to provide live trainings and offer on-demand trainings
available 24/7 from any Internet connection. Sign up at: https://www.traindemocrats.org/get-trained.
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Higher Ground Labs
Chicago-based Higher Ground Labs has made huge strides as one of the first and most powerful incubators for political tech. With their incredibly innovative cohorts, they have found some of the same holes that
DNC and similar have identified, and are beginning to source teams that can build tech to fill the gaps. Betsy
Hoover, who runs the program, is very aware of what candidates face when they wade into the vast sea of tool
available to them. “I’ve often envisioned this as a decision-tree,” she states. “ What if there was a site you could
go through and click on options, it’s this kind of race and here are my priorities and here’s my budget etc. and it
could present you with a menu. But that doesn’t exist. Yet.”
The Higher Ground labs team incubates companies every year, and the following, for references, is their
2018 cohort of companies, filling gaps and holes in the market one by one:

ACRONYM
ACRONYM, founded in 2017, has made a digital tools guide with in-depth profiles of over 73 political
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tools that helps candidates decipher the over-300 tech tools out there in the political space, and do side-by-side
comparisons of each tool. (Something this framework guide does not do.) The guide describes the upsides and
downsides of each tool, the costs, who it’s meant to be used by, and for whom they would recommend it for
use. Access the ACRONYM digital guide here. To date, this guide has been accessed by thousands of users,
including campaigns, organizations, and nonprofits. A blog post about it has been viewed and read thousands
of times. The ACRONYM team has had conversations with people at Planned Parenthood, NextGen, the DNC,
EMILY’s List, America Votes, the National Democratic Training Committee, VAN, and many state parties and
campaigns to give tools recommendations. To make updates this past cycle, the team spoke with organizers,
activists, data directors, organizing directors, program managers, regional organizing directors, and other staffers to get their unfiltered thoughts about the tech that helped (or hurt!) their efforts to win the 2018 midterms,
updated the existing tools on the site with new pricing information, features, and more to reflect the most up to
date versions of the tools, and expanded their guide to include 20 additional tools.

Red2Blue
Red2Blue can teach you about how to integrate texting into your campaigns, and add a (potentially) free
managed texting arm to your run? Red2Blue is standing by to teach you and aid you in texting your district.
They can show you the latest in tools, give results from previous campaigns and best practices, and run a whole
ancillary texting “arm” for your organization. Don’t let another millennial slip through your fingers! Find out
more at www.red2blue.org and contact them at texting@red2blue.org.

Ragtag
Ragtag has put together a campaign helpdesk and a sea of tech-savvy builders to aid those in a campaign
who are struggling with a tool or with any kind of tech support. They have hired a volunteer team of tech experts and troubleshooters who can answer your questions as they come up with tech tools, strategies and general tech deployment within a campaign. See more here, https://ragtag.org/projects/2018/8/9/campaign-helpdesk,
and at ragtag.org.
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Votetripling
VoteTripling is disseminating a free, evidence-based relational organizing technique that you can add onto
your campaign to expand your GOTV efforts using proven techniques. Here’s a one-pager summarizing our free
technique and here’s our work-in-progress campaign training manual. If you want to see results from this tactic,
see their randomized control trial results.

The Analyst Institute
The Analyst Institute offers a free membership for anyone that would like to receive reports of studies being
conducted on tools and tactics on the progressive side. Analyst Group members share knowledge and findings,
and participants recognize that collaboration across firms and organizations is essential to improving our tactics, methods, and techniques. The goal of the Analyst Group is to build our collective knowledge to benefit the
progressive movement as a whole. For more information about the Analyst Group, you can sign up here.

Demlabs
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Democracy Labs is a hub for ongoing technology and creative innovation that serves progressive campaigns
and organizations at the national, state, and local levels.
Our focus is on long term, sustainable and affordable solutions. An approach that is longer than an election
cycle, and isn’t purely dependant on volunteers, can enable more qualified candidates to run for office and for
more issue groups to bring about positive social change. See more here.

Lumen5
With this free app and tool, you can literally make a campaign video in 30 minutes. You need no training at
all, and can literally just drag and drop campaign photos, logo and more into the tool. It allows for easy voiceover and wording over images. Learn more here.
Our focus is on long term, sustainable and affordable solutions. An approach that is longer than an election
cycle, and isn’t purely dependant on volunteers, can enable more qualified candidates to run for office and for
more issue groups to bring about positive social change. See more here.

Local Majority
If you need to win your race and have a particular platform or policy issue you think will be critical as
you run, ask this team out of CA to make you a report and a set of messaging points that you can use in media
interviews and on social media about the issue. Let by Joann Loulan, this team works free for progressive and
democratic candidates and has to date produced over 51 paper/bullet point scripts for candidates in need.
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ESRI, Living Atlas, Statistical Atlas and Free Mapping Tools
ESRI has several free mapping tools that can aid you in mapping your area. These include LivingAtlas.
Living Atlas is a free app that displays a range of issues that affect local residents and might be used to mobilize
voters. Statistical Atlas shows free demographic maps of areas, with data that can be cut by age, race, household
types and much more. Some of the issues that can be analyzed include social equity & health, economic opportunity, transportation & infrastructure, environment and public safety. See more here. Candidate Sean Casten
has used a combination of the ESRI tools Survey123 and StoryMap to crowdsource his positions on top issues
from his candidates. Read more on the Demlabs blog about this and more applications of these free tools here.

Adobe Spark
Adobe Spark has a free, Lego-like assembly app for free campaign videos. Here’s a step by step guide on
how to make one, fast.
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Background Information Free Resources
Campaigns can be devastated by opponents pretending to be volunteers. PIPL, Project Veritas Exposed,
Fast People Search and many more are free resources that can allow you to research anyone that wants to work
for your campaign, fast. Read more at the Demlabs blog here.
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Candidate Training Programs Guide
VoteRunLead: trainings, webinars, worksheets, etc to train women to run
SheShouldRun: Online incubator (5 hours/4 weeks) Progressive women
#VOTEPROCHOICE serves as a pipeline/bridge from training to running. Provides one-on-one inkind campaign consulting/training - focused on early stage, down ballot prochoice champion candidates.
Uniquely endorses in primaries.
RunforSomething: Non-gender specific training program for training young/millennial Progressives
(founded post 2016 election)
Emerge America: Deep, progressive, 7-month training program/25 states
Ignite: Teaches high-school and college women via online courses/conferences
ReadytoRun: Nonpartisan campaign training from the Rutgers Center for American Women and Politics
RunforOffice: Hosted by NationBuilder, search over 140,000 offices to see what offices you can run for based
on your address. NationBuilder also offers an online course on how to run for office to accompany the Run
for Office database (runforoffice.org)
National Democratic Training Committee (NDRC): Offers free online and offline trainings for Democratic Candidates
Wellstone: Offers on-the-ground trainings through Camp Wellstone for Progressive candidates
Rust Belt Rising trains candidates on the intricacies of our current economic situation and how to overcome those challenges
Democracy for America: on the ground training for Progressives, and a night school for potential candidates, also endorses candidates
Progressive Change Campaign Committee: Trains progressives and also funds campaigns with small-dollar donations across donor base
Gay and Lesbian Victory Institute: Holds trainings for LGBTQ candidates that want to run
New American Leaders: Holds trainings for immigrant candidates that want to run for office via a 3-day
program called “Ready to Lead”
The Arena: Trains candidates, via a summit and training courses, to be campaign staff. Alternate track for
candidates as well.
New Politics Leadership Academy trains military veterans and alumni from the Peace Corps, AmeriCorps,
and other service organizations for campaigns
Veterans Campaign: offers weekend workshops for veterans that want to run
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Black Campaign School: run by Collective PAC, and trains black candidates to run and win
Higher Heights partners with organizations to train black women to run for office.
Latino Victory Foundation prepares Latino candidates to run for office
Latino Leadership Institute prepares Latino candidates to run, organize and mobilize a base
New Leaders Council trains millennial candidates during a 6-month program
Rise to Run trains young, millennial progressive women
New Politics trains current and former public servants to run for office
IWIL trains Chicago-based women for office with a highly hands-on format that includes travel and meetings with prominent leaders.
Campaign Greenhouse: Provides training for candidates where traditional training organizations leave off.
Three online levels of course, with daily coaching and prompts to candidates. Mostly online format.
Emily’s List: Trains Democratic, pro-choice women and endorses as well
Midwest Academy: Teaches progressive community organizers about strategy, tactics and movement building. It has trained over 25,000 organizers from labor, women’s rights, the environment, racial justice, immigrant rights and corporate accountability groups.
Rhize: Uses proven organizing strategies with digital tools to create an expansive network of changemakers
to strengthen democracy worldwide. It supports movements by coaching emerging movement leaders, training organizations and connecting everyone to a global ecosystem of movement support.
Blue Institute: Trains young people of color on the skills needed to become campaign staff. The training
covers campaign management and policy with a focus on sociological systems of thought, race, and culture.
The training is delivered through small, hands-on workshops in the Southwest.
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