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civic activists 
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women´s 
political 

participation  

Polling, research 
and strategic 

communications 

Eurasia 
Ukraine, Georgia, Belarus, 
Russia, Moldova 

Western Europe 
Sweden, Finland, Spain, 
Netherlands 

Balkans 
Albania, Serbia, Kosovo 

Middle East/Central Asia 
Saudi Arabia, Kuwait, Egypt, 
Afghanistan, Turkey  







Specific to being LGBTI 



 Risk factors 

 To your well being 

 Your safety and security 

 Your family and friends  

 



Openly LGBT people being visible in society affects societal 
attitudes toward homosexuality, bisexuality, and the 
transgender community on a wider level. 
 

One commonly cited example 
is Harvey Milk, the first openly 
gay person to be elected to 
political office in California, 
becoming the most visible 
LGBT politician in the world in 
the 1970s after decades of 
resistance to LGBT people by 
mainstream culture. Milk 
encouraged LGBT people to 
come out during his speeches. 
As a result of his work 
and assassination along with 
San Francisco mayor George 
Moscone, thousands of 
ordinary people did. In 2002, 
Milk was called "the most 
famous and most significantly 
open LGBT official ever elected 
in the United States". 
 





My Life as a Gay Congressman 
It took me 32 years to come out. 
This is what happened when I did. 
By Barney Frank 
 
 

 
Read 
more: http://www.politico.com/magazine/story/2015/03/bar
ney-frank-life-as-gay-congressman-116027#ixzz3lpwkdfJk 
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 Be open. If you can’t connect with people in a real tangible 
way, you should not be running for office. Successful 
LGBTI candidates are willing to talk to people about who 
they love and be open about it. If you let people into your 
life, you develop a level of connection that all candidates 
should envy. 

 
 Be honest. The honest politician in some places might not 

seem to exist, but if you are willing to share with people 
and bring them into your life, you are more likely to be 
honest about what is going on in your city government or 
Parliament, about issues that people care about. It’s this 
honesty that we need more of from elected officials. 
 



 “How long have you been gay?”  
 “How long has your family known?” 

 
 

 Bring it back to what the public can agree on,  
Despite deep prejudice and stereotypes 
violence is not acceptable and if MADE 
KNOWN, boosts empathy! 



In General 





 Does your family support you?   
 
 Are you willing to ask friends and family for help?  
 
 Do you have potential negatives?   
 
 Are you qualified?   

 



Time to build a connection  
with the public  

The average LGBT 
candidate in the US is on 
their second or third 
career. They have much 
to offer their 
community, and have 
already served their 
community in various 
ways prior to getting 
elected. 



 What are your strengths and weaknesses?   
 Do you have a public profile?   
 What is your motivation for running?   

 Has a particular issue spurred you to action?  

 Do you want to achieve specific outcomes for your 
community?  

 Do you have aspirations for higher office?  

 Understanding your own motivations will help you 
determine which political opportunity is your best, and 
ultimately help you define your message. 

 



 Can you raise the money you need to win?  Make a 
list of every person you will ask for money and 
assign a dollar amount you assume they will give. 
Include funds you can reasonable expect from 
interest groups, your local party, and community 
organizations that will support you. Can you see 
your way to raising the money you’ll need to win? If 
not, reexamine your list or reconsider your options. 
 





Three Main Phases of Elections 



Begins when the candidate decides to run– 
Ends when campaign is officially called. 
A time to: 

• Build your plan and organize team 

• Get out your message through related voter communications 

• Raise money 

• Collect Feedback from the public 

 



Begins on election commission schedule ends 
on election day. 

 

A time to: 
 

• Final Full Push – communicate your message 
with volunteers and by all possible means 
 



Strategies to ensure your voters get to the polls, 
get their friends and family to the polls. 



Begins after the election and can continue until… 

• Short term 

• Communicate with voters, supporters, volunteers about what 
happened in elections (what was achieved) 

• Send thank you notes to people – reiterate first point 

• Reinforce message from campaign 

• Perhaps call to action – join us in next phase 

• Long term 

• Collect and add lists of supporters to database 

• Follow up with voters 

• Determine plan following the elections – what will you do to build the 
party 

• Continue reinforcing and refining your message (don’t re-create the 
wheel – use the one you have) 

 





 
 
 

TOP  
DOWN 

 
 
 
 
 

 
BOTTOM  

UP 

Seek to influence voters by 
getting endorsements of  

opinion leaders, leaders of 
organizations and those that 

can convince theirs “followers” 
to vote a certain way 

Seek to contact voters directly 
through town meetings, 

canvassing, rallies or other direct 
communication approaches 



Mobilize 
voters 

Persuade 
undecided  

Change the 
electorate 

Do some 
combination  



B. C. “Those who 

can be saved” 

 

 

 

Both sides will 

pursue them 

Universe  

of likely supporters 

A. “Saints” 

 

 

 

Base 

supporters 

D. “Sinners” 

 

 

 

You will likely 

never have these 

supporters 

Voter contact, and all 
forms of political 
communication, is 
focused entirely on the 
voters who live in A, B, 
and C areas and the 
demographic groups 
you have identified as 
supportive. All of your 
efforts should be 
focused solely on 
these voters.  



 
• Who are my main group 

of supporters? 
• How many persuadable 

voters are there? 
• Where do they live? 
• How do I reach them? 

• Do persuadable voters 
care about different 
issues than my 
supporters? 



Voter 
Contact  

Target  

Touch  

Track  

Turnout  

First, decide who you 

are reaching out to 

-Make multiple 

contacts  

-What is the 

method of your 

outreach?  

-What strategies 

and tools reach 

your target 

audience?  

-Identify, record and reconnect 

-How are you tracking interaction 

and effectiveness of your outreach?  

Turnout refers to 

election day 

turnout to vote 



 Every voter outreach technique is either Hot or Cold. 
Hot and cold are terms used to measure the 
effectiveness of an outreach technique.  

 
Hot techniques have a lasting impact on the 
voter.  
They may be thinking about it even hours later. 
They might discuss it with their spouse over dinner. 
They may call a family member to tell them about 
it.  
Cold techniques have a fleeting impact on the 
voter.  
They are forgotten about quickly. Voters quickly 
move back to their busy lives after this type of 
engagement.  



 Door to Door with candidate – 
activity with the greatest 
impact 

 Door to Door with party 
members and supporters 
(volunteers) 

 Small, personal events such 
as coffees 

 Phone banks 
 Town meetings, rallies and 

larger events  
 



 Mail / Targeted literature 
distribution 

 Blanket literature distribution 
 Visibility events/pickets 

(interactive) 
 Posters and billboards 
 





A limited body of truthful 
information which is 
consistently conveyed by a 
campaign in order to 
provide the persuasive 
reasons for an audience to 
choose our candidate. 

 
 



Why are you running for office? 

What will you do when you get 
there? 

Why are you the most qualified 
candidate? 



Introducing the Candidate 











 



 



 











Core message 
addressed 

here 
 

Issue-based 
message 



Why Run and Can You Win? 



 Is the race winnable?  Understanding the basic details of 
your race such as the historical party performance in your 
district, the partisan split  of your registered voters, voter 
turnout in the last similar election, and the cost of the last 
campaign will help you make an informed decision about if 
and when to run and what it will take to win. 

 Does this particular race present your best opportunity?  Is 
the race an open seat? If not, is the incumbent vulnerable? 
Are you the best messenger on the issues that will define this 
race? Would waiting until the next election cycle, or choosing 
to run for a different office, be a better fit? 



 
 Have you done your politics?  Have you reached out to 

party leaders, local elected officials, key civic leaders and 
activists, major donors and others to discuss your plans to 
run and to solicit their advice and support? Your decision to 
run shouldn’t come as a surprise to those whose help you 
will need in order to win. 

 What external factors will influence your race? What 
other elections and initiatives will appear on the ballot on 
Election Day? Do you expect your district to be a focus of 
intense activity by other candidates? Are specific hot-
button issues expected to drive turnout? Will the state 
and/or local party poll, organize or distribute literature on 
your behalf? Understand your race within the overall 
context in which  it will be run and develop your plan 
accordingly. 
 
 





              

• Who are you? 
• What life choices have 

shaped who you are?  
• How does your story, your 

personal experience, shape 
your perspective? 

• What change do you want to 
see and how can you 
contribute? 

• Who can help you?   





 Recognizing your passions 
 Developing vision, goals and objectives 
 Delivering your personal message 

 Writing a bio 

 Develop your public narrative 

 Personal image and appearance 

 
 

 



 Assess Your Current Involvement 
 What issues do you know a lot about? 
 What issues do you want to know more about? 
 What issues do you want to get involved in? 

 
 

 



Create a Personal Mission & Vision  
Just as an organization has a mission, so to must 
each individual leader. 
 What do you want people to remember you for? 
 What would be the headline of your life story? 
 How do you balance your personal and 

professional life? 
 

 



Developing your own 



Guidelines:  One page 
 Cover the highlights 
 Write in third person 
 Who you work for & who you work 

with 
 And the winner is… 
 Organizations? 
 Published?  
 Media ready?  
 1-2 personal things OKAY 
 Call me anytime! 
 Social media connections  



Story of Self 

Call to 
Leadership 

Story of Now 

Strategy & 
Action 

Story of Us 

Shared Values & 
Experiences 



I’m eating a donut right now 

Hey everybody, I like donuts 

This is where I eat donuts 

Here’s a vintage photo of my donut 

Here’s a video of me eating a donut 

Here’s a pretty donut recipe 

My skills include donut eating 

I’m a Google employee who eats donuts 



 Don't try to boil the ocean 

 

 If you are intimidated by social media, instead of 
tackling everything at once, begin with a single 
platform 

 

 It's better to be active on a single channel than 
to have a sporadic presence across several 
platforms 



Where do you 
come in? 


