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While Green campaigns obviously differ from major party campaigns in that we have less money, the biggest difference with them – and independent races as well – is that we are trying to build a party and a movement with our campaign. Democrats don’t run to build the Democratic Party. Greens run to build the Green Party and Green politics in general, and while winning or getting the most possible votes is the short-term goal, integrating the campaign with a strategy to build the Green Party in the long run is the deeper strategy.

We focus here on the campaign itself. While broader aspects of building local chapters and the state party impact an electoral campaign, we will not be addressing those broader strategies today.

Preparation – Grooming the candidate

Anyone who thinks they might want to be a Green Party candidate some day, even if they aren’t yet sure, should take some steps to prepare. If you take these steps in the years before you run, your candidacy will be much more successful. Even if you don’t ever run for office, they will make you a more effective organizer.

( Court the press

( Speak at public meetings

( Volunteer for a city board

( Represent the Greens to kindred groups

( Write guest editorials in the local newspaper

Deciding When to Run

Many local factors play into the decision to run, and how successful your race will be. How important these factors are depends much on whether you believe you have a serious chance of winning, or see your race more as an educational effort. 

( Support from outside of the Green Party – kindred groups?

( Retiring incumbent, so the seat is open?

( Key Green issue already in the public eye?

( Opponents are all far right-wingers?

( You might be a spoiler?
The spoiler question is important. Just because you are not worried about doing this doesn’t mean it is a non-issue. The potential of spoiling a Democrat in a partisan race can cause many stresses in the Green Party. Some can be from Greens who don’t support this, others can be from underhanded attacks from Democrats. While I would not try to dissuade you from being a “spoiler,” you do need to discuss the challenges it poses. Not all new Green groups are ready to take that on. At the least, you need to be sure that your candidate will not wilt under the pressure of the attacks that may come.

Preparation I – The Team

A decent campaign needs a proper team. The candidate needs to focus on being a candidate. How large the team needs to be depends on the nature of the campaign. Some key positions are listed below, though smaller campaigns may not need them all. The ability to get commitments from individuals to form a campaign team is a key indication of whether you should run the campaign.

Candidate – The candidate needs to focus on key candidate tasks

( Speak to groups and walk the district, knocking on doors

( Fill in questionnaires

( Delegate other tasks to the rest of the team
Campaign Manager – The campaign manager’s job is to do everything the candidate shouldn’t and the volunteers won’t. 

( Oversee other team members and make sure their work is coordinated

( Fill in for volunteers that aren’t coming through

( Try to convince the candidate to stick to key candidate tasks\

Volunteer Coordinator – 

( Critical for volunteer-heavy Green campaigns

( Volunteers need much TLC and follow-up for the things they volunteer to do
( Lists of volunteers need to be kept for leafletting.

Treasurer – It’s not the most time-consuming job, but often the hardest to fill.

( The difficulty of this position depends on whether the law requires campaign reporting. ( The treasurer needs to be a reliable person who doesn’t procrastinate. 

Materials – 
( need to design a brochure or tearsheet, as well as flyers and any ads

( Someone with good software and a creative eye helps a lot.

Press Secretary – Not always needed for smaller campaigns

( The press usually needs a quick call-back. They have deadlines and it is no good to call them back a day later. 

( The Press Secretary needs to speak for he campaign, so needs the candidate’s trust. 

( Needs to be able to receive and make calls during the day, when reporters are working.

Fundraiser – All campaigns need to raise some funds, but not all need a separate fundraiser, though it is a good idea.

Database – Larger campaigns need a database person to update the lists promptly after all public events. These lists are key to fundraising and get-out-the-vote (GOTV) efforts.

Preparation II – Early Tasks

Some things need to be done early so that when you get into the thick of the campaign, you aren’t playing catchup.

First list – the candidate and other key supporters need to make lists of people who want the candidate to win – early outreach. This includes personal and apolitical friends of the candidate. You can’t be shy about asking your friends for help. they may not be political, but they trust you. This list is also important for GOTV later on.

Message – 

( Small number of issues that are local quality of life issues. 

( Keep your message simple and concise. Avoid the activists inclination to write an encyclopedia’s worth of issues. 

( Write one paragraph on each – ONLY ONE! You will occasionally have time for more elaboration, but you need to be able to be very concise with the press and others most of the time.

Materials – You should get your first campaign material draft and fundraiser draft prepared early. Same for yard signs or anything else you will use. Your computer designer will have plenty of things to do later on.

Fundraising – The bane of all campaigns is that however much money you raise, you will get most of it near the end of the campaign when you can’t use it, and you need most of it at the beginning when you don’t have it. You need to print your materials early on. This is why the early list is so critical. An early fundraising letter or event is needed for this seed money, and the campaign team may need to pitch in at this point. Related to this is a decision on whether you want to adopt a voluntary policy limiting the size of donations. If so, the decision needs to made early and stuck with.

Endorsements – I will discuss endorsements more below, but the candidate should meet with prospective supporters early to discuss why he/she is running and asking for their support. 

Getting Started

Kickoff – You want as big a splash with your announcement as possible. You want a large attendance and press coverage. Consider what timing works well both for attendees and the press – because these two desires usually conflict. Reporters don’t like weekends or evenings, but you might get more supporters then. Be sure to have volunteer sign-up sheets and donations envelopes on hand.

Starting the Grind – Make sure you find all candidate forums and that they know about you. Specifically contact all newspapers and make sure they will include you in any election supplements. These come out a week before the election, but you may need to get your material in much earlier. Go talk to groups as much as possible. Don’t write off groups that may not be political.

Scheduling – A campaign team person should do scheduling. The candidate should hand a chunk of time to the scheduler and keep a chunk both for personal time and for meetings the candidate sets up with individuals Lunches should be kept free for meetings with potential endorsers and supporters where possible.

Endorsements – Most Green candidates do not have strong name recognition and endorsements from prominent local people is the best way to deal with this. Voters who don’t do a lot of research will vote for you if someone they respect endorses you. Such endorsements are probably only possible if the kind of candidate grooming described earlier is done. The candidate should spend a lot of time recruiting endorsements and asking endorsers to recruit other endorsers. There is no place for shyness in asking for support.

Fundraising – Ask prominent endorsers to hold fundraiser at their home and invite their friends. Ask them to sign fundraising letters. The first rule to fundraising is to ask for money. While you may or may not receive when you ask, you definitely will not receive when you don’t ask. This is one of the hardest things for new candidates to do. Tablers need to ask for money as well. Donation jars need to be everywhere with seed money in them. Discuss early in the campaign what the priorities are for spending.

Letters to the editor – Few things are as easy, cheap and valuable as letters to the editor. Readers give them more credibility than campaign material. But remember that not everyone reads the newspaper, and not all newspaper readers read the letters.

Material and Message – Always think of the desired, intended and existing audience. What kind of people are you speaking to? Who will actually read this ad? What kind of person read letters to the editor in this newspaper? What obvious constituency of yours are you not reaching with your current outreach efforts and how do you get to them? Since you have multiple messages and issues, focus on the one most cogent for your audience for a given speech or ad.

Walking the District – A time-tested method for increasing name recognition and credibility. Every person the candidate talks to will tell many others. You will probably be the only candidate they will talk to. Spread the areas walked around. Don’t be shy about communities whose politics may not seem as supportive. And keep track of how much walking you do and brag about it to the press unrelentingly.

The Final Push

A hard-fought campaign results in a stressed out campaign team that is terribly anxious for he whole thing to end. Tempers tend to flare and relations between the key people can get tense. It’s a part of the effort, so don’t get depressed when this happens.

Literature Drops – For low-funded grassroots campaigns, volunteer-based literature drops are a central function. They get the message out and increase name recognition. Literature left on doorsteps (not in mail boxes) should be fairly simple but say how to get more info if desired. If you can’t drop all homes in the voting area, analyze voting trends by precinct in previous elections to prioritize.

Yard signs – For the many voters who are not too political, name recognition is the main challenge. Yard signs play the role of making the typical voter familiar with your name. Many communities have regulations limiting where they can be placed. Don’t put up lots of yard signs early on because they usually get taken away. If you can’t afford too many, only use them in prominent locations. Sometimes we go door-to-door on high traffic streets and knock on doors to ask if we can put them up.

Advertising – If you can afford any kind of print or radio advertising, keep the following in mind when choosing when, where and what you advertise: what constituency do we still need to reach? what will impact them the most? Remember that late in the campaign, most voters really interested in issues will have already made their choices. You are dealing with voters who may be more influenced by endorsements, name recognition, etc. Try and get all your endorsements (including newspapers and activist groups) early enough to use in ads and literature drop materials. Many make their endorsements near the end, so push them to do so earlier.

Phone banking/GOTV – One of the most critical elements to a successful campaign. This is why the candidate and key campaign team members need to make lists of likely supporters and why it is critical to keep lists updated. Phone banking is not to convince people to vote for your candidate. It is to convince people who support your candidate to go and vote. Do not call people whose leanings are unknown. If you have registered Greens call them. Call anyone who signed a sign-up sheet. Se if you can get endorsing groups to give you their list. Give callers a script to read and keep messages short. Leaving messages is fine.

Election Day – Early voting and mail voting has complicated election day activities somewhat.. Last day advertisements should emphasize endorsements primarily. Supporters should hold up signs on public streets reminding voters to vote. While many people may have already voted before election day in areas with alternatives, keep in mind that the people most affected by last day activities such as endorsement ads, street signs and phone-banking, are not the kind of people who vote early. Last day activities are aimed at people who barely vote, and they usually wait till he last minute.

After the Campaign

You think it is vacation time after election day? Not if you want to maximize the growth in the Green Party and its locals from the campaign. I coined the term “Green Synergy” for the post-election effort to try and keep as many of your new campaign volunteers in your local as possible. It is one of the most neglected aspects of Green campaigns and for a good reason – it requires the most tired and burned out people to do things when all they want is a vacation.

You need to do something soon after your election to hold your people in. If you have a Spring municipal election, you are lucky because Spring leading to summer is a good time for politics. November elections are torture because you are heading into the Holiday Season and it’s damn hard to compete with Thanksgiving. In either case, the candidate and the core campaign team who are most burned out need to plan something soon after the election to keep those people who only volunteered two hours for the entire campaign involved. A meeting to plan issue activism is best. But a party, or even a letter can do minimally. For November elections, you simply cannot wait until after New Years. Unless you won, and even if you did, your supporters will have moved on.

Ideally, if you have a healthy campaign team, one or two people should make plans for this before election day so that you can announce it at your election night gathering and have the press report on your after-election plans.

