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[image: image] Introduction

From an early age, I wanted to run for office. I started working on campaigns to learn the political process when I was in high school and managed my first congressional campaign the summer after I graduated from college. Within days of graduating from law school, I was off and running for the House of Representatives in Louisiana. In fact, I had to wait to get the results of my bar exam (thank God I passed it) before I could print my campaign literature.

After eight years as a legislator and two years as a state cabinet official, I left government service (voluntarily, I should add) and went into campaign consulting full time. In 1993, I became editor and publisher of Campaigns & Elections magazine, where I indulged my endless fascination with political campaigning by observing day-to-day changes in the process and then sharing new insights with up-and-coming candidates and campaign pros through hundreds of political training seminars and workshops.

This volume is an attempt to bring together insights into the incomparable process of running for office from my own experiences as a candidate and as a campaign consultant working with nearly a hundred candidates, together with my observations in more recent years of thousands of other candidates for a variety of offices – all brave souls who have had the guts to take the biggest plunge of all.

Nothing Like It

There’s nothing quite like running for office. It’s an unforgettable experience that many of those who do it would rather forget. That’s because only about one in three political candidates ever win. But when it works and ends in victory, it’s exhilarating; like nothing else on Earth. Noted one wag, flushed with the jubilation of an election night victory party: “If God invented anything better, he kept it for himself!”

Deciding to run is an easy equation for some, a logical next step. Occasionally, circumstances create candidacies. But for most newcomers and challengers, the decision can be complex and anguishing.

Even though it’s easy to get caught up in the ego trip of being the center of attention, the intense personal commitment required of candidates is a matter that demands reflection and sober assessment. Candidacy brings high ups and low downs – every day. In fact, every hour. At two o’clock, you can feel like The Master of the Universe. By three o’clock, you’re looking for Dr. Kevorkian’s phone number.

The instability and uncertainty of campaigns, even the carefully planned ones, and the extraordinary mix of emotions tangled within them, strain the candidate, often making him or her feel like a piece of meat for everybody to cut up and chew.

Once you make the decision to run, it can be a relief. It may even be the most enjoyable moment of the entire campaign, matched only by the elation of victory. Those first few days when you tell yourself, “Yes, I can do it! Yes, I’m gonna do it!” are remarkably fanciful. But once the novelty wears off and the slugfest begins, feelings shift. It begins to seem as though a sword is hanging over your head, dangling on a thin thread, just waiting for any loon with a printing press or a fax machine to clip it, and your career, in one fell snip. Just ask Bill Clinton how he felt when he heard that Gennifer Flowers was calling a press conference. Or how George W. Bush felt a few days before the tight 2000 election when the story of an old drunken driving offense was about to break.

Making it through a strategically tricky race is like walking across a mine field. You may have lucked out here, but watch out! They may get you over there. When things are going well, you feel very, very well. When things turn a little sour, you feel very, very sour. The pendulum swings wider for candidates than it does for lesser mortals.

Political campaigns provide a unique view of society, revealing a cross section you cannot see anywhere else. They bring out the best and worst in people. When it’s the best, it’s touching; when it’s the worst, it’s excruciating. You haven’t lived until a young child hands you his or her weekly allowance of quarters, nickels, and pennies to help your campaign. You haven’t lived – and may not want to – until you find out that your second cousin has been caught passing out leaflets for the opposition because he thinks you’re a loser and wants a favor from the winner.

New World

A scene in “The Wizard of Oz” has a young Dorothy confiding her suspicions to her little dog about being magically taken from a simple place called home to an inscrutable, more vivid new world. “Toto,” she says, understating her fears, “I have a feeling we’re not in Kansas anymore.”

The same can be said about how political campaigning across the globe has changed into a new world of politics that is filled, like Oz, with inscrutable opportunity – and danger.

Technology and regulation have driven the biggest changes. Fax machines, satellites, PCs, desktop publishing, digital video editing, voter lists on CD-ROM, mass video duplication, cell phones, DVDs, Web sites, database management, e-mail, 24-hour cable news channels and phone bank predictive dialers have sped up the pace of politics and increased the costs. Enactment of campaign finance regulations – disclosure, contribution limits, public financing – plus liberalized absentee voting and vote-by-mail, combined with the effects of technology, have produced more expensive, professional campaigns.

These transformations have given us a new communications era, reflecting the pressures of media sound bites as well as the implications of new, commonly shared theories of voting and campaign strategy-making.

Throughout the 1980s, information emerged as the power tool of campaigning, be it about policy matters, legislative records or candidate characteristics. And with it, going into the 1990s, the new concept of message politics was born.

Political consultants now accept the notion that every campaign positions itself by conveying a message – which is the rationale they give to voters to persuade them to cast their ballots one way versus another.

This concept emerged from the simple idea that the voting decision is a choice. Voters don’t elect the best man or woman for the job but, instead, only pick between the available alternatives on the ballot on that day for that specific office. To make such a choice, it follows that voters focus on the differences – rather than the similarities – between candidates.

Contrast, therefore, became the centerpiece of message, and contrast necessarily meant some measure of attack. This, together with the ready retrieval of opposition research – often computerized and online – and an increasingly fractured media marketplace, gave rise to an explosion of negative advertising.

Surveys show that many good people are declining to run for office because they are repelled by the negativity, the scrutiny and the expense of the game.

Political campaigns have always brought out the best and worst in people. They offer participants a cross-section glimpse of society that is both penetrating and unique. They demand much, usually too much. By nature of the process, they yield more losers than winners. They are messy, confusing and ephemeral, and occasionally silly, mindless and ferocious, but they provide the pivot upon which our democracy turns. Without them, free government for, by and of the people could not exist.

Political competition, like war, is not for the squeamish or thin-skinned. It is hard and bloody.

Career advancement in politics demands resolve and boundless determination. The best political candidates are tough operators, able to throw as many punches as they take. But when they take the spotlight, whether it’s in a race for school board or president of the United States, they should always remember, as Edmund Burke once observed, that they “sit on a conspicuous stage” and the whole world marks their demeanor.

In modern politics, running for office demands preparation above all else. And that’s what this book is about.
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The Decision to Run

Serious questions you need to answer before you take the plunge

Running for office is a career milestone that can change the lives of many people. Too much is demanded of candidates and their families for them to take such a plunge lightly. Sudden flashes of egomania and shallow ambition may produce candidacies, but the decision to run requires more careful thought and deeper reflection. That’s true whether it’s your first time out or whether you’re an officeholder who is looking to take a step up. In making the decision, there are 10 tough questions you should—no, make that must—answer:

1. Do I want the job?

Too often, candidates run just to be running, simply to get into public life, without much regard for the job itself. When this is the motivation, it usually shows. Once the press and the voters begin to sense a candidate’s lack of interest in the job, it becomes increasingly difficult to be taken seriously.

Many public offices are not for everyone. A middle-aged business executive who enjoys managing large organizations may love being mayor of a big city, but may hate serving in the state legislature. A young idealist who’s motivated by strong issue commitment may find serving in Congress a dream come true, but may abhor being sheriff or clerk of court.

2. Do I know what I want to do with the job?

At the end of “The Candidate,” young Bill McKay (played by Robert Redford), having just been elected to the U.S. Senate after a storybook come-from-behind finish, looks up in puzzlement and asks his campaign guru, “What do we do now?”

Unfortunately, many candidates run without a clue as to what they want to do with the job. A good example was Ted Kennedy’s unsuccessful bid to capture the 1980 Democratic presidential nomination. Sure, Kennedy wanted it. But because he hadn’t decided why he wanted it, his early days on the hustings were disastrous. His poor performance in the celebrated CBS interview conducted by family friend Roger Mudd, when Kennedy couldn’t give a coherent argument as to why he wanted to be president, sharpened the point.

Many candidates want the job. Too many don’t know what they want to do with it.

3. Can I take the time?

The naive believe they can simultaneously run for office and keep their jobs and businesses going at full speed. They don’t understand that few things in life are as all-consuming as politics.

Unless it’s a lopsided contest or one for a low-level office in a tiny district, campaigning takes time. A lot of time. Usually, more time than you have. There’s always something else you should be doing: one more hand to shake, phone call to make, dollar to raise, news article to read, thank you letter to write or strategy meeting to attend. If you think you can run in a tough, competitive election and be a part-time candidate, think again.

Be prepared to live, breathe, eat and sleep your campaign. Or be prepared to lose.

4. Is this the right time?

Right person. Right office. Wrong time. The classic example was Hubert Humphrey. He mounted a spirited campaign for president in 1960, but that was John Kennedy’s time. In 1964, fate catapulted Lyndon Johnson to the party’s top spot on the ticket, relegating Humphrey to second banana. When he finally did win his party’s nomination for president in 1968, it happened to be a ghastly year for Democrats—war, urban unrest, a crisis in confidence in national leadership. He barely missed.

By 1972, Humphrey’s day had passed and the liberal wing of his party rejected him in favor of a new face, George McGovern. For Hubert Humphrey, the White House was not in the cards. Not because his party and his country didn’t want him there, but because the time was never right.

Just like time passes some candidates by, others fall flat when they jump too soon. Al Gore’s 1988 presidential nomination bid was a case in point, although the stature he gained from that campaign served him well four years later as Bill Clinton’s vice presidential pick.

5. Can I take the name-calling, lies and gossip?

This may be the single biggest reason more good people don’t run for office. No candidate is perfect. Everyone has flaws, has made mistakes and is susceptible to being embarrassed or misunderstood.

In politics, every crack of imperfection is magnified into a gaping canyon. Thanks to television, those cracks can be exploited by the opposition day in, day out—100 times a day—in living color, in the living rooms of your family, friends and neighbors. Add to that an increasingly snoopy news media, where every piece of personal conduct is under the microscope of self-righteous analysis, and being a candidate starts looking less and less appealing.

Hence, the Halloween Rule of Politics: If you have a skeleton in your closet—even just a small bag of disconnected bones—expect it to jump out before election day, and count on it to look uglier than you ever imagined.

Even though some candidates escape the sledgehammer, don’t bet on being so lucky. Always expect the worst in politics. You’ll rarely be disappointed.

Remember: If the skeleton is too big and ugly, you may do well to pass on running at all. If you do run, make sure your business and personal affairs (unpaid taxes, unsettled lawsuits, hiring of illegal aliens, criminal investigations, etc.) are in order.

6. Can I win?

You need a sense of objectivity and good research to answer that question. Most candidates can buy the latter. But few are blessed with much of the former. Wannabees often exaggerate their chances because they don’t understand political arithmetic or human nature.

There have been legions of hardware store owners, flower shop keepers, Little League coaches and car dealers who think, because they meet hundreds of friendly people during the course of their work that (a) these people add up to an electoral base and (b) all those smiling faces will actually vote to put them into public office. Not so. In large electorates, the number of people you know isn’t even a blip on the screen.

Many prominent civic leaders are shocked to find out from a poll that they only have single-digit name recognition and are even more shocked when they learn that their share of the vote in a trial heat is marked with an asterisk signifying less than 1 percent. Candidates shouldn’t run if they aren’t running to win. Getting exposure for your law firm is fine, but adding useless noise to the clutter of politics is distracting to the democratic process.

Candidates also hate to admit that many of those nice people who tell them to their faces that they’re with them are, in fact, liars.

Follow the One-Third Rule: Plan on one-third of the people you meet on the street who encourage you to run to actually vote for you, one-third not to give a damn one way or the other (some don’t even vote in your constituency) and the final one-third to ultimately be against you.

Those are the people who tell you they’re for you! Imagine the range of feelings in the many voters who don’t say anything?

Don’t let the bright lights of the political process go to your head when you’re trying to make this serious decision with so many consequences for yourself and others.

7. Can I afford to lose?

Some people, because they’ve already lost elections, or because of the circumstances of the race, may not be able to survive a loss with their careers intact. This is particularly important when it comes to money. If you figure the only way you can finance a campaign is largely with your own money or on your own borrowing power, make sure if you lose you still can afford to feed your family. Some candidates who throw caution to the wind are elected; others have their houses repossessed.

8. Can I afford to win?

This is a relevant question in those contests for public offices that will take you away from your job or your business without adequately compensating you for your time, expertise or lost wages.

Most lawyers at one time or another dream about being judges. But some lawyers, when faced with a decision as to a possible judicial candidacy, forfeit the shot because they can’t afford to give up a [image: image]400,000-a-year law practice for a [image: image]120,000 judgeship. Many legislators who are responsible for large businesses, budding law practices, insurance agencies or full-time employment find it hard to take the time off to go to the state capitol several months out of each year.

Another factor to consider is the bite of the political bug. Victory usually stirs ambition to go farther up the career ladder. What begins as a part-time commitment to serve on a local school board may grow into a desire to run for county supervisor, then Congress, governor and even president.

Beware of the bite! The toxin it spreads has few antidotes.

9. Can I raise enough money?

Financing is another obstacle that keeps a lot of good people—particularly women and minorities—out of public office. For some, raising money can be an experience that falls somewhere between having a root canal and an enema. Most candidates hate it. They wake up each morning dreading that they have to bleed strangers and, even worse, friends and relatives, for cash.

If you’re not a Rockefeller, or an unbeatable chairman of the House Ways and Means Committee with lobbyists begging for the chance to write you a PAC check, fundraising is a tough business. If you have no easy money sources, and you detest asking for money, think twice about running.

10. Can I do this to my family?

Politics is hard on families of candidates. While close family members share few of the ego pleasures of a candidacy, they suffer many of the slings and arrows that come with political combat.

Remember 1992 presidential candidate Ross Perot ranting about Republican dirty tricksters disrupting his daughter’s wedding? Candidates and their families are subject to cruel jokes, gossip and innuendo. It’s open season on the way they look, act, think, dress and talk. Everything they do is going to be ridiculed by some jerk somewhere.

The long hours of hard work and being away from home don’t help either. Losing, after taking all that abuse, can rack otherwise well-adjusted, sane people with bitterness and deep emotional scars. In politics, there’s pain with every gain.

Whether you have the temperament and skills for political life is a question only you and your close friends and advisers can answer. Most importantly, it is a question that needs an answer before you enter the fray. The excitement of running for office and winning is incomparable. But so is the depression of being in the wrong place at the wrong time and losing. Think about both possibilities, and get ready for anything.



[image: image] Chapter 2

The First 25 Steps Every Smart Candidate Should Take

Putting together the nuts-and-bolts of a campaign – from scratch

Potential candidates for public office would often come up to me at campaign training seminars and say, “I understand there are a lot of things I have to do, from raising money to hiring consultants to building an organization. But where do I start? What are the first steps I must take?”

The “First 25 Steps” is an attempt to answer these questions, to give candidates a simple, practical, step-by-step game plan to develop a candidacy from scratch.

The 25 steps are in no magic sequence. Depending upon your situation, you may want or need to do step eight before step four, or step eighteen before step fourteen.

They are offered as a checklist of crucial things to do. And if you do them, carefully and thoughtfully, you will be ahead of most candidates today.

1 Make a final, irrevocable decision to run. Search your soul and consider the implications a candidacy may have on your life and career. Ask yourself the hard questions we discussed in Chapter 1. Until you’re sure you’re in the race for keeps, and make a firm commitment in mind and spirit, you will never get off the ground as a candidate.

If you’re going to run, run. If not, stay home and let somebody else do it.

Determined, decisive candidates will run rings around the Hamlets who interminably ponder – without resolution – whether to get into an upcoming race.

Until you’ve made a final, firm decision to run, it will be difficult – maybe even impossible – to get friends and potential allies to make commitments.

2 Determine the rationale for your candidacy. Before you enlist professional political consultants, figure out on your own what you stand for and what you want to do with the job you’re seeking. What are your reasons for running? What is your public mission? Why should you have the job? Until you can clearly verbalize your rationale for running in 25 words or less, you’re not ready to take the plunge.

Your initial rationale is what you carry in your head, and what you talk about in one-on-one conversations before you go through the more formal process of actually developing a campaign message (as we’ll do in Chapter 4). It is what you take to your consultants when they’re working with you to help develop your campaign message and issue themes.

Ultimately, your actual campaign’s message may be much the same as your initial rationale for running. If that’s the case, it’s a good thing. It means that your early instincts were on target. But it may not be. That’s why it’s important that the campaign message be developed one step at a time.

3 Get your resume in order. This must be done a long time before the campaign begins. In some cases, years before. If you’re only a few credit-hours short of an academic degree, you may want to go back to school and get your diploma before you run. If you’re going to run on a pro-education platform, you may want to get involved in a local school committee – and do it long before you become a candidate.

Having a good story to tell about one’s own life is a big asset for a candidate for any office. Sen. John McCain’s heroic years in a North Vietnamese prison camp, for example, was the kind of compelling personal story that gave his campaign added public interest and his candidacy added personal credibility.

Most candidates have not had the experience of being a prisoner of war. But plenty of candidates have good, though perhaps less dramatic, stories to tell nonetheless. Many contenders for every office – from town alderman to U.S. senator – have genuine life or career stories of overcoming odds, clearing barriers and winning personal struggles. Those stories may involve bravery in war or skill in sports, compassion in helping the disadvantaged or innovation in building a business.

Candidates with compelling, or at least interesting, stories to tell are candidates who have a better chance to attract attention, and earn instant respect. Political consultants love such candidates, because they are so easy to sell to the voters.

If you have such a story, don’t be afraid to allow your campaign to use it. But if you don’t have such a story, don’t try to invent or fake one.

Fudging a biography is a big mistake. When the deception is discovered, it’ll destroy your credibility. If you feel you must show achievements you don’t yet have, go out and earn them before you offer yourself as a candidate for public office. Then, armed with the right stuff, display it with accuracy, humility and honesty.

Many otherwise good candidates have lost winnable elections because it was revealed that they had claimed to be a graduate of a college they had, in fact, only attended. Or that they were not even a member of a civic organization in which they claimed to be a leader. Or that they lacked the military decoration or the community service award they proudly purported to have won.

Good stories are very helpful, but not so crucial that you can’t win without one. If you lack a compelling biography or a rich resume, find something else for your campaign to talk about.

In presenting your background in campaign literature and ads, honesty – and accuracy – is always the best policy.

4 Prepare your family. Demands of a campaign are severe, especially if the constituency is large and requires extensive travel. Make your family part of your decision to run. Explain the risks and hazards of political life and the consequences of both victory and defeat. Prepare them for the inevitable lies, rumors and gossip they’re about to confront.

5 Get your business affairs in order. Owe any back taxes? Have any lawsuits pending? Own a business that needs your constant attention? Head off problems before they do you harm. It may take considerable time to get your business affairs in order. That’s why it’s important to act early.

However you earn a living, make sure you have the time for a campaign. Many lawyers, insurance agents, real estate agents and small business owners who run for office think that because they control their own schedules they can both campaign and manage a business at the same time. This is usually not possible. As a candidate, there is always something you could or should be doing. Campaigning consumes your mental capacity and physical energy, making it difficult to do other things. Running takes undivided attention.

To avoid business losses and costly interruptions, make personal arrangements far in advance. Develop a plan that gets you out of the office and frees up your schedule.

6 Carefully check all applicable election laws and set up a legal compliance system – before you accept or spend one penny. There are many legalities candidates and committees must obey. In most jurisdictions, candidates have to file timely campaign finance reports. In some, personal income disclosure statements are required. Every candidate must, at some point, officially file his or her candidacy with either a party committee, a clerk of court, the secretary of state or a combination of some or all of these entities. Make sure you know the deadlines and work back from them.

Missing a deadline can be embarrassing, and costly. If tardiness involves candidate qualification papers, it may knock you out of the race. In 1994, a frontrunning congressional candidate in Indiana failed to file her candidacy papers on time – despite warnings – and was disqualified from a race she probably would have won.

To make sure you’re complying with the law on every front, you need two things: (a) a good lawyer who will take charge of all legal obligations and (b) a good CPA who will take charge of all financial reporting. Keep your legal counsel and accountant in close touch with your campaign manager and political consultants. Often, what seems like a narrow legal or compliance matter can blossom into a big, nasty political issue.

7 Raise seed money. You’ll need funds to cover initial exploratory and preparatory expenses before the public campaign begins.

If you’re not an incumbent public official with a ready war chest or quick fundraising capability, getting the start-up dollars may not be so easy – especially if you haven’t made a final decision to run or if you’re still keeping your candidacy under wraps. As a result, many candidates use their own money to “test the waters.”

Taking the first steps toward a candidacy often involves polling, buying office supplies, renting mailing lists, printing materials, hiring staff, traveling and retaining consultants.

A candidate in a medium-sized state legislative district may need as much as [image: image]10,000 to [image: image]15,000 in “seed” money; a congressional contender may need three or four times that much; a gubernatorial aspirant could require [image: image]250,000 or more.

If you can’t afford to seed the fields yourself, you’ll have to go to close friends, relatives, business associates and political boosters – people you’ve known a long time. This may be done through one-on-one candidate solicitations or the establishment of an “exploratory” committee headed by supporters who do the asking.

8 Get professional help. No, we’re not talking about psychiatric counseling; although, in some cases, that may not be such a bad idea. But every candidate, no matter how brilliant or seasoned, needs outside advice that’s based on objective understanding of the political landscape and broad experience in the technical aspects of modern campaigning.

There are three functions in campaigns that should be handled by professionals: (a) research, (b) communications and (c) strategy. They each require technical expertise that most candidates do not possess.

Research. Typically, the most important research function – public opinion surveying – is handled by a polling firm. When you hire a pollster, make sure you get a firm that has a solid track record in competitive political campaigns. Don’t trust this function to an inexperienced graduate student or college professor who wants to use you as a guinea pig to break into the business.

In larger races, you will also need to hire issue and opposition research personnel. This research, together with survey data, provides the information on which to base your substantive messages.

Communications. Your media consultant serves as your advertising and public relations agency. Though capabilities vary, most good consultants provide strategy advice as well as produce and place ads. Some are highly experienced in politics and will assume the role of chief strategist.

Media consultants with limited political experience – such as a local advertising or PR agency that makes ads primarily for grocery stores and car dealers – should be limited to technical or creative tasks such as designing logos and signs, taping and editing TV spots, etc.

It’s better to hire a media consultant with a strong political background. But if one is not available or affordable, and if you’re forced to rely on people without campaign experience, make sure someone with a political background – such as a general consultant, pollster or campaign manager – supervises the ad production and directs concept, message and the writing of copy. Beware of smart-sounding commercial promoters who don’t understand politics. They’ll likely impress you with their creative talents and chic buzz words – but if they don’t know politics, they’re dangerous.

The communications function includes “paid” media (TV, radio, billboard, newspaper and Internet advertising) and “earned” media (press relations). In smaller races, media consultants may also serve as de facto press secretaries. In larger campaigns, a full-time press secretary should be employed.

Strategy. General consultants are often hired to serve as chief strategists, spinners and planners. They may be experienced pros who have advised campaigns across the nation – such as James Carville, Ed Rollins and Dick Morris – or they may be local operatives with deep knowledge of the local terrain. Availability and budget will determine who you hire and what role they will play.

In many races, the pollster, media consultant or even campaign manager will assume the strategy function, eliminating the need for a separate general consultant.

In addition to general consultants, pollsters and media consultants, specialized consultants may also be needed for:

• Fundraising (writing a plan, soliciting political action committees, organizing events, etc.).

• Direct mail (writing copy, designing the pieces, overseeing the print production process, quality control, coordinating postal regulations, handling the mail drop).

• Telephone contact (hiring professional phone centers to make persuasive calls, recruitment calls, voter ID calls and get-out-the-vote calls).

• Web sites (design and maintenance of your Internet presence).

• Database management (setting up the hardware and software needed to keep track of voters, volunteers, contributors and correspondence).

Remember this distinction: Consultants work for multiple clients and devote only a portion of their time to your campaign. They’re paid fees, retainers or commissions. Full-time campaign staff members – salaried or volunteer – have only one campaign to focus on.

Key campaign staff functions that must be filled in larger campaigns include:

• Campaign manager – the person who runs the entire campaign operation, implements strategy, oversees staff, coordinates consultants.

• Volunteer program coordinators – staffers paid or unpaid who organize door-to-door canvassing, phones, voter registration, absentee ballots, early voting efforts, postcard and letter writing, coffee parties, signs, rallies, get-out-the-vote operations, poll workers and election day legal teams.

• Field staff and grassroots organization – staffers who organize political support among groups and by regions, communities and localities throughout electorate.

• Advance and travel coordination – in large district, statewide and national races, there is a need for staffers to handle travel arrangements and to assist local supporters in sponsoring events upon the candidate’s arrival.

• Database management – if the campaign is large enough, you may need full-time staff to handle this function.

• Press secretary – a staffer who helps schedule media interviews, travels with the candidate, writes press releases, negotiates debate formats and rules, serves as the contact for reporters, sets up meetings with newspaper editorial boards, gives briefings and may even speak for the candidate under certain circumstances.

• Communications director – this staffer oversees the entire press/media/advertising operation and its coordination; also serves as “spin doctor” and “message enforcer.”

• Accounting/compliance/legal – check writing, bank deposits, completing financial disclosure forms, filing legal documents, etc.

• Coalition outreach – works with supporters in established organizations that may include labor, teachers, business people, gun owners, bankers, home builders, insurance agents, national and local party committees, public employee associations, ethnic organizations, church assemblies, service clubs, women’s groups, etc.

• Fundraising – a full-time finance director who manages the entire fundraising operation, including consultants, the candidate’s solicitations, events and mass operations involving direct mail response mechanisms and Internet contribution fulfillment; coordinates with finance committee leadership.

See Chapter 10 on hiring consultants.

9 Write a confidential autobiography for in-house use. Before your media consultants can create ads and materials, they need to know your achievements, large and small. They need to know about your upbringing, ancestors and family life. They need to know your educational, civic and cultural background.

Many candidates are surprised when a good media consultant extracts a little particle of personal history – a sixth grade play, a volunteer project, an act of military bravery, a governmental accomplishment, an intimate family story, a funny comment from a relative – and turns it into the centerpiece of a powerful TV spot.
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