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Budgeting

• What drives your budget?

• What are your budget considerations?

• What do you spend your money on?
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What Drives Your Budget?

• The Poll – what is it good for?

– tells you what it will take to win

– how much mobilization versus persuasion

– who you have to target

– what they want to hear

• Don’t run a campaign without it!
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Budget Considerations

• Timing/timeline

• Cash flow

• Spending Options
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Budget Expenditures

• Communications (mail, TV, phones, poll, radio)

• Staffing (people, resources)

• What if?  (money for opposition responses)
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Cutting Corners

• IN-KIND

• Staffing (people, resources)

• What’s Lobbying and What’s Not?
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Budgeting to Fundraise

• Where will the money go?

• Who will raise it?

• Who gives and why?

• How to make the ask?

• What IS the difference? 
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Political Money in America

Cycle Special Interest Money only

– 2000 $582,122,193

– 2004 $215,209,336*

– 2006 $379,773,378

– so far in 2008 . . . $11,755,595

Who Gives & Why?
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90% of your money will come from 10% of the people

Where can you find donors:

-YOU

-Your partner organizations, their boards, their 
members

-Friends and family

-Related business and trade organizations

-Political giving history

Who Gives?
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EARLY money draws more money to your campaign

Top 5 Reasons to give:

–Belief in the mission of the organization/purpose of campaign

–Community responsibility and civic pride

–Fiscal responsibility of the organization -- gift is an investment

–Regard for volunteer and/or staff leadership

–Service on Board or committee

Not on the list: tax considerations, slick material/proposals and 
brochures and guilt/obligation

Why?
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–Commitment to the mission/purpose

– Courage to make BIG ask

– LISTEN

– Have an amount in mind

– Know your needs

– Time is short!

– Use mailings/events carefully

– Follow up

How Can You Make the Ask?
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Our Guiding Principles
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– Political campaigns have timelines that cannot be 
changed

– Most of the time, you must PAY in advance

– Remember:

- You are not asking for yourself

- This is urgent, exciting, in-the-know kind of work

- If you don’t ask, someone else will

- Be passionate, its contagious

- Always, always say thank you!

What is the Difference?
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– Targeting

– Mobilization

– Election Day

Voter Contact



18

Targeting is the process of predicting the 
voters you need to win.
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Tools You Need to Target: Poll, voter lists, past election 
data, previous IDs

These Tools will help you answer the following:

– Who is persuadable?

– Who supports you?

– Who will vote?

– How best to use your resources?

Targeting
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Grassroots v. Grasstops

Communication Resources:

– Coalition members websites

– Membership mailings/email

– Phone programs

– Door to door; canvassing and coordination

Mobilization
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GET OUT THE VOTE!

– The only day that matters

– You’ve expended all your resources, now what?

– Know the law!

– Customs and traditions

– Phone programs

– Door to door*; canvassing and coordination

Election Day


