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I’ve read comments 
online about political 

campaigns, and now I’m 
an armchair quarterback 

and can teach you 
everything I know on 

how to win.

Hi, I’ve looked in the 
window of a lot of 

campaign offices and
I can tell you how to 

win a political 
campaign – for free!

As a national campaign 
consultant for over three 

decades, I won campaigns 
and elected people to office 
at all levels of government 
while also serving as a top 

requested national campaign 
trainer.

My passion is helping 
women level the campaign 
playing field and win their 
elections to public office.
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What are the “Job 
Qualifications” 
Required to Run for
Elected Office?
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A campaign is a big 
sales and marketing 
effort where you must 
“close” all the sales in 
one day Before and 
On ELECTION DAY.



Launching Your 
Campaign:

C



Launching Your 
Campaign:

Capture/identify what is 
happening in general and what 
is happening close around you 
and your campaign.

Capture



Preparing to Launch Your Campaign

1) Political Environment

2) Demographic Environment

3) Electoral Environment



1) Political Environment

What is happening in politics – and does it matter to your race?







2) Demographic Environment
(Census.gov)



3) Electoral Environment



Launching Your 
Campaign:

Count the votes and know 
how many you need to win = 
Electoral Environment.

Capture

Count



Base RsRepsDemsBase Ds

U/I 

Voters

Electoral Environment
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Determine the Ways 
People Can Vote in Your 
State.

By Mail
• Absentee
• Permanent Absentee 
• Overseas / Military 

Voter

In Person
• Early Voting
• Election Day

By Year
▪ Presidential year
▪ Gubernatorial year
▪ Odd/Off year

Types of Elections
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By Election
▪ General Election
▪ Primary Election
▪ Special Election



Electoral College Popular Vote New and Improved?
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Targeting

• Know who is with you no matter what

• Know who is against you know matter what

• Know who votes and who doesn’t

• Know your election cycle

• Focus only on those who matter

EXAMPLE

Population: 100,000 
people

Registered Voters
(2/3):

66,000 
voters 

Turnout at 50% 33,000 
voters

Magic Number 16,501 
targeted 
voters



What are the two 
most important jobs 
of a candidate?
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Launching Your 
Campaign:

Communicate the one or two 
things you want voters to think 
about when they go to vote = 
your message.

Capture

Count

Communicate





“People want leadership 

Mr. President.

And in the absence of a 

leader, they’ll listen to 

anyone who crawls up to 

the microphone.”  



Us = Good 

      (on the issues)

Them = Bad 

      (on the issues
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What you say 
about yourself

(Your Strengths)

What your opponent 
will say about you 

(Your Weaknesses)

What your opponent will 
say about him/herself

(Your Opponent’s Strengths)

What you will say 
about your opponent

(Your Opponent’s Weaknesses)

Message 
Grid
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Issues/Words to Avoid Instead Talk About

Voters Taxpayers, Families, Seniors

Schools / School Buildings Our Children’s Education

Your Pet Peeve Issues What People Care About

Don’t try to educate people on the 
electoral or legislative processes

Your message

I am woman Because of my experiences as a 
woman…

Negative Personal Attacks on Your 
Opponent

Documented Issues

Opponent’s Attack on You Your Message
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Launching Your 
Campaign:

Connect: Connect with voters 
on what they care about, not 
what you want to talk about.

Capture

Count

Communicate

Connect



Likeability Factor:

Voters do not “care what you know”…

Until they “know that you care.”



The one or two things 
you want voters to be 

thinking about when they 
go to vote.  

(And it better be on what 
they care about.)           

Winning Message



Launching Your 
Campaign:

Identify your supporters, 
Convince them to vote for you.

Capture

Count

Communicate

Connect

Convince



Grassroots 
Neighbor-to-

Neighbor
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Time -- schedule 
from Election Day 

backwards

Talent -- paid and 
volunteer staff

Target -- Voters

• Type of year

• Type of election

• Type of vote

Have goals and 
metrics.



Launching Your 
Campaign:

Complete your efforts by 
making sure your voters 
“Get Out to Vote.”

Capture

Count

Communicate

Connect

Convince

Complete



GOTV / 72 Hour Program

Exactly How Many Votes Do 
You Need to Win and Where 
and How Are You Going to Get 
Them/Make Sure They Vote?



Launching Your 
Campaign:

Capture

Count

Communicate

Connect

Convince

Complete

Control



“A  goal without a plan is a wish.”
 - Antoine de Saint-Exupery



The Campaign Plan

• Strategy: 

• (Framework Parts I & II):

• Who?

• Why?

• Where?

• Tactics: 

• (Framework Parts III – VIII):

• How?

• When?



Part I: Strategic Plan 
and Message 
Development

A. Theme and Message 

1. Theme and Message Development Grid

B. Strategic Plan Overview

1. Number of Votes Needed to Win

2. Political and Demographic Environments

3. Key Strategic Assumptions

4. Candidate Strengths and Weaknesses

  a. Our Candidate, Our Issues

  b. The Opposition, Their Issues



Part II: The 
Battlefield

A. Number of Votes Needed to Win -- (You Must 
Remember This Number, Use it with Major 
Donors)

  1. Vote Goals by County 

  2. Goals by Municipality  

  3. Goals by Precincts/Voting Districts

B. Four-Year Vote History and Expected Voter 
Turnout

C. Census Data (complete census report and 
update)



Part III: The 
Organization

A. Organizational Flowchart

1. Staff Jobs and Responsibilities

2. Consultant Roles and Responsibilities

3. Chain of Command and Decision-Making 
Structure

4. Candidate’s Family

B. Campaign Headquarter(s)

C. Campaign Personnel and Contact Numbers



Part IV: Grassroots Field 
Operation and Neighbor-
To-Neighbor Program

A. Door-To-Door Program, Timeline and Goals

1. Candidate

2. Volunteers

B.  Phone calls Timeline and Goals 

1. Candidate

2. Volunteers

3. Paid Phones

C. Neighbor Outreach Program Timeline and Goals

  1. Local Elected Leaders’  
  Endorsement Letters

 2.  Neighbor Endorsement Post Cards

  3. Coalition Endorsements

D. Get Out the Vote (GOTV) Timeline

  1. Election Day Plan



Part V: Voter Contact – 
Tactics and 
Communications

A. Tactics

  1. Voter Registration

  2. Voter Contact and Targeting

   a. Absentee Ballots

   b. Early Voting

   c. Overseas and Military Voters

   d. Election Day Voters

      
  3. Coalition Building and Outreach

  4. Endorsements

   a. Politicians/Political

   b. Civic, Business, and 
   Community  
   c. News Organizations

  5. Yard Signs and Billboards

  6. External Organizations’  
  Questionnaires



Part V: Voter Contact 
– Tactics and 
Communications 
(continued)

B. Communications Plan

  1.  Schedules

   a. Earned Media

   b. Paid Media

   c. Owned/Social Media

   d. Debates

  2.  Print Media Relations – Research and Targeting

   a. Earned Print Media Lists and Plans 

   b. Paid Print Media Lists and Plans

  3. Electronic Media Relations – Research and Targeting

   a. Earned Media, Television (Network and 
  Cable) and Radio Lists and Plans

   b. Paid Electronic Media Lists and Plan

  4. Voter Persuasion Direct Mail 

   a. Targeting, Quantity and Plan

 



Part V: Voter Contact 
– Tactics and 
Communications 
(continued)

5. Paid Phones Plan (Integration with Volunteer 
Phones)

  a. Phone Calls

  b. Tele-Town Hall Meetings

  c. Texting

  d. Virtual Meetings

  6. Online Communications

   a. Website

   b. E-Newsletters

   c. Social Media

 7. Political Newsletter, Podcasts and Talk Radio Host 
Programs Plan

  



Part VI: Finance, 
Compliance and 
Fundraising

A. Fundraising Plan

1. Candidate’s Calls (Major Donors,  etc.)

2. Finance Committee

3. Events, Programs and Schedules

4. Political Party Support

5. PAC (Political Action Committee) 
Programs and Lists

6. Direct Mail Fundraising Plan 

7. Website

8. E Newsletter/Internet

B. Campaign Budget and Spending Plan

1. Finance Law Compliance



Part VII: Scheduling A. Types of Events to be Targeted and 
Arranged 

1. Geographic

2. Issues

B. Traveling Aids/Advance Staff

C. Full Calendar of Events



Part VIII: Research
A. The Candidates

1. Our Candidate / Our Issues

2. The Opposition / Their Issues

B. Surveys/Polling 
1. Benchmark

2. Tracking

3. Focus Groups
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On Election Day, 

if voters are thinking about 

the one or two things you want 

them to be thinking about --  

YOU WIN!

On Election Day, 

if voters are thinking about 

the one or two things your opponent wants 

them to be thinking about – 

YOU LOSE!



Women Candidates 



Women and Men Are 
Perceived Differently:

Men = leaders, tough, get results

Women = caring, ethical, honest



Heidi vs Howard
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Tiara Syndrome

Carol Frohlinger and Deborah 
Kolb, founders of Negotiating 
Women, Inc.



Men know they can do the 
job of an elected official.

Women think about 
whether or not they can.
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Beware the Glass Cliff
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Studies Show -

Shutting Down 
Inappropriate 
Statements / 
Questions Works 
In Your Favor

• Shut Down the Question, 
Not the Questioner

• ABC:                                                            

• A = Acknowledge it or 
shut it down

• B = Bridge to what you 
want to talk about

• C = Communicate your 
message



Label Yourself:
(Before Your Opponent Does)

• Successful Small Businesswoman and Job 
Creator

• Caring Doctor and Community Volunteer

• Taxpayers’ Best Friend

• Independent Republican/Democrat

• Qualified Leader 

• Leader, Problem Solver and and Lifelong (insert 
town/state name)



Don’t Run as a “Woman” Candidate –

But do Share Your Story as a Woman
57



Now more 
than ever 
there are 
groups to 
support 
women!



1) Start building “your” database.

2) Check your digital footprint.

3) Write a political bio / label yourself.

4) Work on your public speaking skills.

5) Determine the office you want to serve in / 
where can you make the biggest difference.

Launch 
Your 

Campaign



6) Determine if you should talk to your party.

7) Start raising money (after filing appropriate paperwork)

8) Write a campaign plan  
a) Determine how many votes you need to win
b) Determine how much money you need to raise

9) Make an official campaign announcement

10) Run!  And don’t stop until the polls close!

Launch 
Your 

Campaign
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Who Here is Qualified 
to Run for Office?



Available at Ready to Run 
(Discount Price of $20) 

and on Amazon ($25) 

Thank you.

Eva M. Pusateri 
Founder & CEO

Eva@ExpertCommTrain.com
708-638-0140

ExpertCommTrain.com
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