


Direct Yoter Contact

Of all the tactics you can use to get your message out to the voters, nothing has a higher impact or is as cost-
effective as direct voter contact though door knocks and phone calls. Canvassing and phone-banking have
long traditions in campaigns and should constitute the cornerstone of any grassroots campaign.

WHY CANVASSING & PHONE-BANKING?

Higher impact than other campaign tactics: The more personal an appeal to a voter, the more effective the
contact has on their actions.

Ability to target voters: By using public information such as voter rolls and previous election data, direct voter
contact allows us to focus our resources on people who are registered and likely to vote.

Creation of a data base: The entire campaign is about creating a list of voters who will support your candidate.
Voter contact that allows for feedback is the only way to determine exactly who supports your candidate. Data is
the backbone of a modern campaign.

GOALS OF VOTER CONTACT:
* Voter Identification
* Allows campaign to put voters in targeted groups and updates voter information. The three voter groups are:
base voters—ones most likely to support your campaign; persuadable voters—swing or undecideds;
opposition voters—those against your candidate

* Persuasion
* Goal is to deliver your message to identified undecided voters. Important to listen to why voter is undecided
before you try to persuade her to vote for your candidate.

* Opportunity to learn what issues are important to voters and how they are planning to vote.

* Opportunity to share your campaign’s platform and learn why voters are undecided.

DO NOT TRY TO PERSUADE OPPOSITION VOTERS.

GOTV=GET-OUT-THE-VOTE (YOU WILL HEAR THE PHRASE GOTV ALL DAY)

* Goal is to turn out as many of your voters as possible.

* Only target supporters of your candidate on Election Day. Provide information on poll hours and location.

* Offer directions or rides to the polls.

RECRUITMENT OF VOLUNTEERS
Where do I start? Start close to home.

Whom do you know? Then, cast a wide net.
RECRUITMENT GROWS OUR CAMPAIGN; ALWAYS BE RECRUITING.

Don’t be shy, whether at a neighborhood BBQ or waiting in line somewhere, ALWAYS be recruiting. Look for
clues, bumper stickers, hats, buttons

Here are some ideas of where to look:

Friends and family Service organizations Sports and school programs
Church, synagogue, mosque, etc ~ Labor unions "Tenant organizations

Work colleagues Peace and justice groups PTA

Women’s groups Senior organizations Train stations

Youth groups, clubs Fraternal organizations

Environmental groups Alumni groups
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YOUR RESPONSIBILITIES:
YOU are the face for the Obama campaign and the Democratic candidates.
YOU are part of a team with specific goals.

YOU are to make new friends and bring new volunteers to the campaign
YOU are to HAVE FUN!!

Phone Banks

Phone banks are a critical element to any political campaign. They are one of the most inexpensive, effec-
tive, and resource-efficient tactics to contact voters and deliver a message. Although not as persuasive as can-
vassing, phone banks allow you to reach voters that canvassers sometimes cannot due to time or geographic
constraints.

THE SPEED AND EFFICIENCY OF PHONE BANKS MAKES THEM IDEAL FOR ANY TYPE OF VOTER CONTACT:
Voter identification ® Crowd-building for events ® Volunteer recruitment ® Voter persuasion ® Get-Out-The-Vote

SAMPLE PHONE-BANK PACKET CONTAINS:
1. List of voters (call list) 2. Scripts 3. Candidate position paper 4. Campaign literature 5. Pens 6. Tally list

THINGS YOU SHOULD KNOW: The best times to make calls are:

Weekdays 5 PM to 9 PM (Jewish Sabbath) ® Saturdays 10 AM to 5 PM (Jewish Sabbath)
Sundays, Noon to 5 PM (Be respectful of Church) ¢ All day on Election day

Never call (as you risk annoying leaners): Before 10 AM o After 9 PM on Weekdays ® After 5 PM on Weekends
During major sporting events (i.e., the World Series)

Phonebanking 101

BE PREPARED.
Know the goals of your calls
Have the script in front of you
Memorize as much of script as you can
Stay on message and always defer to the script
Use whatever data is provided about the voter to your advantage. Is the voter male or female?
Young or old? Frequent or infrequent voter?

FOLLOW THE PROPER PROCEDURE.
Be sure to ask for the person named on the voter list.
Identify any other voters in the household who are not listed.
Leave a message if no one answers the phone.

MOVE QUICKLY.

The more calls you are able to make each hour increases the number of quality contacts you can make.
Avoid talking to a single voter for longer than 5 minutes.

GET EAR GLUE.
"The more calls you can make per hour, the better it is for the campaign.
Keep the phone glued to your ear between calls. You’ll save time and momentum.
You should have a goal to make at least 30 calls and 10 contacts per hour.




STAND UP.
Standing while you call keeps your energy and enthusiasm high.
Move around while you make calls to keep your blood flowing.

SMILE AS YOU TALK.
Voters will sense a happy demeanor on the other end of the line.
Keep a mirror handy to check that you’re smiling while you talk.

CONNECT WITH THE VOTER.
Always be courteous.
Say your full name and where you are from.
Be casual and relaxed.
Find ways to relate to the person you are calling.

THINK “DAMMIT!":
Think the word ‘Dammit’
(don’t say it aloud) at the end of each sentence to emphasize your point and sound more assertive).
Don’t sound like you're asking a question unless you are. (This often happens without you even realizing it!)

ASK QUESTIONS:
Never dominate the conversation.
Asking the voter open-ended questions is a great way to get him engaged in a dialogue with you.

DON'T BE AFRAID TO SAY “I DON'T KNOW.”
Never guess the candidate’s position on anything.
Always refer voters to the candidate’s Web site, as all the major issues will be detailed there.
If you can’t answer a question, write it down along with contact info and then follow up with the voter
later.

ASK FOR HELP.
Find out if the voter would like to volunteer.
Find out if the voter would like to donate money (and if so send her to the campaign’s Web site).
Do not offer lawn signs as we never have enough. Instead direct the voter to the candidate’s Web site.

LISTEN MORE THAN YOU TALK.
Along with asking questions goes listening to the answers.
"This is not personal.
Listening is especially important in persuasion calls.

FORGET YOUR LAST CALL.
Don’t worry if you get hung up on or yelled at.
Brush it off and quickly move on to the next call.
Dwelling on negative experiences will make you less friendly to other voters.
Keep good records.
Keeping accurate records is essential to any voter contact tactic. With the high number of contacts a cam-
paign can make with phone banks, it’s all the more important to record the outcome of each call.
Be sure to create clean and easy-to-understand notes on your call sheets.




Canvassing

RULES OF THE ROAD: Canvassing is one of the oldest, most versatile, and most effective metbods of contacting voters.
Canvassing is also sometimes known as “door-knocking” or “block-walking.” It is a high-impact voter
contact tactic because it allows for two-way communication between the campaign and the voter. Televi-
sion advertisements and yard signs can help get a campaign’s message out, but they are easily lost in the
daily blur of our commercial culture.

A face-to-face conversation gets a campaign’s message out to a voter, but it also allows that voter to ask
questions about the candidate and express her hopes, fears, and frustrations about the issues that affect
her daily life. This conversation makes the contact more memorable and thus more likely to influence
the voter’s behavior on Election Day.

CANVASSING PREPARATION
Come with a friend, it makes it more fun. We will always assign your group to the same team. Know your physical
limits. (Can you walk for 2 to 4 hours?)

Before you leave home:

Check the weather before you leave.

Dress appropriately & wear comfortable shoes!

Bring your cell phone (not required but it is handy).

Bring snacks and at least one bottle of water.

Look presentable but casual. Feel free to wear campaign buttons, hats and shirts.

"Take sun block and hats to protect from the sun (even on cloudy days)

Optional: Bring your own clipboard (available at any office supply store) and local street map.

At the staging location:

Arrive on time.

Sign in and be sure to write legibly. (We have to read it.)

Make sure they have your cell phone number.

Let the staging captain know: your level of experience; if you have a vechicle and can drive a team
Meet your team and get to know your new best friends.

Exchange cell phone numbers.

Be respectful of others’ time and report back to agreed upon meeting site on time.

If you are running late,

please call.

The walking package you will be given includes:

* Walk list

* List of voters in your target area. Usually 2 to 3 blocks outlined in a continuous walking route. Usually
it will have a list of 20 to 40 “doors”. Remember that each “door” may have more then one voter

* Map of the area

* Scripts

* Candidate position paper

* Campaign literature. (You should have 1.5 times the number of voters on your list.)

* Pens ® Campaign stickers (buttons if you are lucky) ® Phone number for staging captain

Organizing the walking package:

* Cover each door in teams of two. It takes one hour for each two-person team to cover an average of 20
doors with "knock and drag.”
* Find an appropriate place to begin and end each walk.




* Ask about the neighborhood. Who lives there? What it is like physically? (big lawns, steep hills, apart-
ment buildings, etc.)

* [s your team appropriate for the area? (e.g., If you are going to a Spanish-speaking area, does someone
on your team speak Spanish?)

Canvassing 101

Most canvassing takes 2 to 4 hours per shift. Each team has 2 to 4 members. Your team leader will have
some experience in canvassing. It’s important to:

v/ Be clear about your goal. Is it to identify, persuade, and/or GOTV?
v Know your message. Do as much role-playing as possible beforehand.

v Have the script memorized so you don’t have to read from the sheet and can engage the voter in a conversa-
tion.

v/ Safety comes first. Always canvass in teams of four. Never go inside anyone’s house. Careful of dogs! If you
have to enter a fenced-in area to reach the door, shake the fence first and see if any dogs are waiting for you.
DO NOT go near any house or situation that looks dangerous (or jump any fences to reach voters on your list).
Never lose sight of the person you are teamed up with.

Make sure you have your team leader’s cell phone number.

v/ Present yourself in a positive manner.
Always be smiling when a voter answers the door and look him in the eyes. 90% of communication is non-ver-
bal. Take a step back from the door after you knock to allow the person to open the door and talk. Try to hand
the person your campaign literature if she doesn’t open the door at first. Be brief when speaking. Be a good lis-
tener. Show respect by not cutting through yards and use the sidewalk.

v Try to connect.
Look for clues about the voter from their home (bumper stickers, kid’s toys, type of car, etc)
Find a way to relate to them!

v Don’t hesitate to say “I don’t know.”
Never guess the candidate’s position on anything!
Refer voters to the candidate’s Web site for specific policy positions.
If you can’t answer a question, write it down along with contact info and follow up with the voter later.

v Never debate.
Avoid getting into an argument with a voter in front of his home. Even if you can win the argument, you’ll
likely
lose the vote.
Spend most of your time listening, then pivot back to your message.
Spend the most time with people who are open to your campaign instead of hard-core opponents.
During GOTV you are there solely to remind people to vote.

v/ Ask for help.
Would they like to volunteer?
Would they consider donating money? (Send them to Web site.)

TIP: DO NOT OFFER LAWN SIGNS AS WE NEVER HAVE ENOUGH. (REFER VOTER TO CANDIDATE’S WEB SITE.)

v/ Leave literature behind.
If the voter isn’t home, leave literature somewhere noticeable (think eye level).
NEVER leave literature in the voter’s mailbox; it is against federal law.
Do not go back to the address later unless you see that someone came home.




v Move quickly.
The more doors you are able to knock on each hour increases the number of quality contacts you can make.
Avoid talking to a single voter for longer than 5 minutes.

v/ Take good notes.
Fill out your walk sheets in detail. The information you collect through canvassing is pure gold to the campaign.
Write down anything you think will be helpful, including correcting voter information.
Be sure to write legibly so others are able to read and enter the data.
Feel free to get back to specific voters to answer questions or with follow-up information. Keep the list and call
them on Election Day.

v/ Call your staging captain for:
* arranging voter rides to polls ® voter registration questions ® absentee ballot questions
* any issues or problems that you or your team encounter
PLEASE CHECK IN WITH YOUR STAGING CAPTAIN EVERY HOUR OR SO.

Get-Out-The-Vote

GOTYV is the culmination of all of the campaign’s work. Through targeted, direct, and personal voter con-
tact, we have identified each of our supporters and have conducted an ongoing conversation with them.

GOTYV is not the time for persuasion. It is the time to get supporters out to the polls.

For the past year, our campaign has registered new voters and identified existing voters who plan to vote
for Obama / Biden and the New Jersey Democratic ticket.

On the weekend prior to Election Day and on the day itself, you go to supporter’s homes to remind them
to vote. Go only to those addresses listed on your walk sheet. Be careful to watch for multiple registered
voters at each house. If no one is home, leave literature and mark N/A next to the name on your sheet.

Some areas that you may be assigned include high-traffic areas, such as: e train stations and bus stops during
rush hours e downtown areas ® outside popular restaurants and retailers

NOTE: You are allowed by law to hand out materials in public areas such as sidewalks and train stations. You are
not allowed on private property without the permission of the retailers and property owners.

A PERSPECTIVE TO CONSIDER

You are a strange person.
You think about politics every day.
You are partisan.
You believe that politics is a means to change.

Voters are normal.
They are skeptical of politics and politicians.
They care about things that affect their daily lives.
They do not want to be told what to do.

The campaign is a conversation.
When the strange talk to the normal, they must speak “normal.”
Direct voter contact delivers the campaign’s message clearly and personally.
The best voter contact allows for feedback.




Voter Registration for the General Election

Oct. 14, 2008: Last day to register or change voting address for general elections

Oct. 28, 2008: Deadline for receipt by County Clerk of mailed application for absentee ballot for
the general election

Nov. 3, 2008: 3 p.m. deadline for obtaining an absentee ballot application in person at the County
Clerk’s office for the general elections

Nov. 4, 2008: General Election Day (polls open 6 a.m. to 8 p.m.)
In order to be allowed to register to vote, a person must be:

¢ a United States citizen
* 18 years of age by next election
¢ aresident of the state and county 30 days before the election

* NOT currently serving a sentence or on probation or on parole because of a felony conviction

The County Commissioner of Registration will notify each applicant if bis or ber application is accepted. If it is
not accepted then be or she will be notified on how to complete and/or correct the application.




