
 

 

COVER MEMO  

Memo  

To:  Michelle Nunn 

From:  [Your Name] 

cc:  Gordon Giffin, Ron Martin, Senator Nunn, Colleen Nunn, Valeria MacPhail 

Date:  [Date] 

Re:  The Campaign Plan  

  

 

We are pleased to provide you with planning documents from all operations of the campaign.  The 

memos enclosed in this document provide a summary of our proposed plans for each department of the 

campaign for 2014.  We identify the staff responsible, the process we will follow, and a timeline for 

completion of the work.   We invite your thoughts and suggestions, and as you will see, in a few areas, we 

are depending on your direct input.   

We are meeting with the senior staff in an all-day planning meeting on Tuesday, December 17th, and if 

possible, we would like to have your comments before the meeting.  Please provide your feedback on 

staff memos directly to the two of us.   We do expect much of the content of these memos to be reviewed 

in context of our strategic discussion on Monday, December 16th, and we will hold time at the end of day 

to cover any topics that are not noted in our discussions.    
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I: Vote Goals & Target  

Memo  

To: Michelle Nunn 

From: [Your Name] 

cc: Senior Staff & Strategy Team 

Date: [Date] 

Re: Campaign Plan 

  

 

  



 

December 9, 2013 

 

TO: The Nunn Team 

 

FR: Diane Feldman 

 

RE: Revised Input for the planning document 

_____________________________________________________________________________ 

 

 

Here is some input on vote goals and research for the planning document.    

 

Vote Goals 

 

My recommendation for a statewide goal is 1.4 million.  We can very likely win with 1.35 

million but since we are working to enlarge the electorate, I favor a more aggressive number. 

 

In 2010, 51 percent of 5,033,307 active voters participated in statewide contests.  We do not 

know the final registration for 2014.  With a recent file purge, the Secretary of State lists 

4,933,572 now, and listed 5,479,475 in February of 2013.    If the active registration returns to 

5,300,000 (through a combination of natural growth and our own efforts) and turnout is 52 

percent (1 point higher than in 2010) then we will need 1,378,001 votes to win.  Rounding up 

reduces the risk and so 1.4 million is my recommended goal. 

 

Democrats with strong campaigns have generally won 1.2 million votes.  The most recent 

contested statewide off year election was the 2010 gubernatorial.  Democratic candidate Roy 

Barnes fell short of 1.2 with the presence of a third candidate and in a bad Democratic year. The 

high mark for Democratic votes is President Obamaôs 2008 performance of 1.8 million and he 

received 1.77 million votes in 2012.  

 

As the graphic shows, we estimate the Barnes vote included 23 percent support from whites for 

412 thousand votes and nearly 700 thousand African American voters.  We are aiming to enlarge 

the electorate by approximately 200,000 votes from drop-off and inactive voters.  Approximately 

a half a million more African American voters participated in 2012 than in 2010, and there was 

also a surge of young voters.  

 

In addition to enlarging the electorate, we aim to persuade another 100 thousand white voters, 

reaching 30 percent white support, which our polling shows is feasible, while discouraging the 

kind of Republican surge we saw in 2010 so the total vote in the U.S. Senate race is 

approximately 2.7 million.   

 



The scenario will be adjusted periodically with additional research, voter file work, and 

analytics. 

The Voter File 

 

The voter file needs to undergo three levels of improvement.  The first is basic clean-up, the 

second is turnout modeling, and the third models candidate support.  A firm that specializes in 

analytics should be retained to conduct the modeling work.  Such modeling should likely be 

conducted through the coordinated campaign with the DSCC and the DGA involved in the 

selection of a firm.   

 

Voter file clean-up means improving the phone match so people are more reachable, and 

establishing better voter history metrics on the file to which the Georgia Democratic Party has 

access.  The file should also be periodically matched against the Secretary of State file so we 

know who has been dropped and added to voter rolls. 

 

The vote history metrics are particularly important in Georgia.  In some states, when a voter 

moves, the information about prior elections in which they participated at their old address is 

preserved on the file.  In Georgia it is not.  The information is recoverable through matching 

change of address cards and other information but at present the file housed at the state party 

does not have that information (although the Catalist file we have used for polling and analysis 

has much of it).     

 

We understand that the state party coordinated campaign has retained BlueLabs, a prominent 

analytics firm that grew out of the Obama for America campaign, to clean up the voter file.   

 

Turnout modeling applies a probability of voting to every individual on the file, and can include 

those who are not registered as well whose names and addresses are available through 

commercial data.  The procedure uses vote history and demographics to estimate the probability 

of each individual turning out.  The resulting scores make mobilization efforts more efficient by 

targeting those who, for example, have a 40-60 percent chance of participating.  Such modeling 

also adds a level of detail to analyses.  By using the turnout scores in polling, the results show 

where we stand depending on the number of voters who turn out.  Thus, if we are not winning 

among those who have an 80 percent plus chance of voting but are winning among those who 

have a 60-80 percent chance of voting - and we know how many voters are in each category - we 

can say how high the turnout needs to be to win.   

 

Support Scores and Persuasion modeling will help us find the white voters on the file who are 

more likely to support Michelle Nunn.  The procedure begins with field IDs ï people our field 

staff have identified as supporting Nunn ï generally supplemented by a very short telephone 

survey with a large sample size.  It is not a regular poll but basically a large pool of IDs.  

Commercial data supplies demographics and other behaviors linked to individuals and an 

analytics firm uses the data to figure out the best formula to predict Nunn support in the universe 

of IDs.  A score designating probability of supporting Nunn is then applied to each individual on 

the file.  For example, we may know that a young, urban white woman who is part of an 

international frequent flyer program is more likely to support Nunn than an older white man in 

North Georgia who does not travel.  The support scores assigns a more exact probability to each 



using these data like that in the example.  The process helps refine vote goals by demographics 

and geography.  Persuasion modeling follows a similar procedure for messaging or advertising.   

Advertising and Message Research 

 

We have conducted thematic research that establishes a message frame rooted in Michelle 

Nunnôs biography and values that establishes her as different from other politicians, in concert 

with votersô own values and aspirations, and distinct from the mess in Washington.   

 

Three additional message research steps should occur over the next six months with additional 

research later that develops contrasts with our Republican opponent, refines strategies, and tracks 

our success.  We have given Jeff a complete proposed budget and timeline through November.  

These are the near term goals: 

 

(1)  Advertising Research.   The media team is working on several approaches for 

introducing MN in advertising and for responding to anticipated attacks.  We plan on 

testing those media approaches in January.  The precise parameters of the test depend 

on how many advertisements the team wants to evaluate and in what contexts.  

 

(2) Expanding the message.   Initial polling and focus groups established MNôs 

fundamental appeal and the parameters of message.  During the first quarter of 2014, 

we should refresh that research and expand the message by testing language that 

responds to votersô deep economic concerns and is consistent with the core message.  

We should also test harder attacks against Michelle Nunn than we tested in the 

baseline poll to refine targets.  Fulfilling these goals requires another wave of polling 

and, perhaps, an additional round of focus groups as well.  We propose conducting 

such research in February after some of the policy work is complete. 

 

(3)  The Republican Primary.  Our chances of winning depends in part on who wins the 

Republican primary and our message may require adjustment to provide a strong 

contrast with our eventual opponent.  We should poll Republican primary voters to 

assess the standing of our prospective opponents and strategies for altering the 

primary dynamic.      

 

Both public opinion and voter file research are ongoing processes.  Later, we will establish the 

strongest contrasts with our Republican opponent, continue to test advertising as needed, and 

conduct tracking polls to assess progress toward our goals.   

 

The analytics process is also ongoing as the analytics firm will update models periodically using 

the campaignôs ID data and polling data, and incorporated updates from the Secretary of State. 

 

The attached graphic summarizes the voter research process, including our own work and that of 

an analytics firm.   

 



 

Total Nunn Support = 1.4 million out of 2.7 million cast = 
win

Persuade 100K 
likely of year 

white voters to 
grow to 570K 
white support 
or 30 percent 
white support 
with added 

young whites

Discourage 
Republican 

surge in Senate 
race to hold 
total to 2.7 
million cast

Potential Growth for Nunn from added 
turnout and registration

150K African 
American voters 

from a 500K 
surge plus 869K 

inactive

45K young urban 
whites, 5K Latino 

and Asian 

Democratic core vote = 1.1 
million out of 2.57 million

412K white voters (estimated 
Barnes vote = 23% support)

700K African American 
(estimated Barnes vote = 92 

percent support)



  

Completed

ωInitial Catalist counts for 
voter analysis

ωBaseline poll to establish 
message and broad 
targets

ωFocus group research to 
assess presentations of 
MN

First quarter 2014

ωVoter file cleanup

ωTurnout modeling

ωAdvertising research

ωSecond poll to:

ωLook at connecting 
Michelle and voters on 
issues

ωReassess broad targets 
after hard negatives

ω

Later in 2014

ωSupport models

ωRepublican primary 
polling

ωPeriodic assessment polls

ωAdditional advertising 
research

ωContrasts with 
Republican opponent

ωUpdate models

ωTracking and monitoring 
progress



 
 

 

II: Political Campaign Plan  

Memo  

To: Michelle Nunn 

From: [Your Name] 

cc: Senior Staff & Strategy Team 

Date: [Date] 

Re: Campaign Plan 

  

 

 
The purpose of the political department is to act as the liaison to Georgia elected 
officials ï providing them with information and a point of contact, then asking them to 
assist the campaign in electing Michelle Nunn to the Senate.  Most elected officials will: 
(1) validate Michelle with the media and their constituents, (2) assist in raising money, 
(3) identify key leaders in their community and (4) assist with recruiting volunteers. 
 
Communicating With Key Democrats  
 
A top priority for the political team is to stay in touch with key political leaders.  There 
are many ways we will work with these leaders, but we will also establish a regular 
email from Richard McDaniels to our supporters, set up meetings for Michelle with 
leaders when she travels to their districts, and sets up a call/coffee with key VIPS at 
regular intervals.  
 
Plan: 
 

1) Richard will send a weekly email to Political VIPS and partners on 
Friday  mornings. This newsletter will describe the activities of the 
previous week and give people an appropriate look ahead at the 
upcoming week. 

2) VIP Outreach:  For the most senior political VIPS, Kent and Jeff will 
take responsibility for regular check-inôs and touching base.  They will 



also be responsible for making sure Michelle calls or sees these 
VIPSôs on an appropriate and regular basis.  Updates about their views 
and recommendations will be included in weekly reports.   

 
3) Georgia Democratic Party Leaders :  Starting in January, Richard 

McDaniels will convene conference calls to groups of leaders in the 
Democratic Party.   

¶ Executive Committee ï 40 members; the Executive Committee 
call will be the first Tuesday of every month. 

¶ 13 Congressional District Committees ï In the third week of 
every month there will be 4 calls with similarly grouped 
Congressional District Committees (Metro, North, Southeast 
and Southwest Congressional District Committees). 

4) Elected Officials 

¶ Congressional ï The campaign will schedule a meeting hosted 
by Congressman Lewis with the delegation the next time 
Michelle is in DC (Late January).  Additionally, the political 
director will check-in with the appropriate representative of each 
congressional campaign.  As the Coordinated Campaign 
begins, many of these conversations and connections will be 
continued by the Field Director. 

¶ State House ï In order to engage the state house members on 
a regular basis, there will be periodic conference calls 
(quarterly).  These calls will have Michelle when appropriate and 
a campaign representative the remainder of the time.  During 
session, the campaign will host two get-togethers/meetings (one 
at the beginning of session and another at the end).  To allow 
for a discussion between the caucus members and the 
campaign. 

¶ State Senate ï The state senate will be treated similar to the 
state house. There will be periodic conference calls (quarterly).  
These calls will have Michelle when appropriate and a 
campaign representative the remainder of the time.  During 
session, the campaign will host two get-togethers/meetings (one 
at the beginning of session and another at the end).  To allow 
for a discussion between the Senators and the campaign. 

¶ Mayors ï The campaign will convene a call with democratic 
mayors in early January.  Then continue calls throughout the 
campaign on a regular basis (one per quarter). 

¶ Safety Officers ï Richard McDaniels will build our list of safety 
officers supporting Michelle.  The members of the group will be 
asked to allow the campaign to release their name as a 
supporter, to do outreach with other safety officers, attend and 
recruit individuals to fundraisers and other activities as 
appropriate.  The goal will be to recruit 25 safety officers per 



month to the list with the intention of releasing the list in 
September.  

¶ Others ï The campaign will also maintain a list of other elected 
officials (city councilmembers, county commissioners, school 
board members, etc.) that have endorsed Michelle.  These 
people will receive regular communications via conference calls 
developed by Richard.  They will also received the newsletter.  
They will be asked to show their support of the campaign in 
public ways, tapped to help with fundraising and asked to 
identify volunteers and leaders in their community able to both 
represent the campaign and volunteer in our field operations. 

 
This outreach program ï thru regular call from staff, quarterly call from Michelle and 
weekly emails about the campaign to elected officials and Democratic Party leaders will 
provide these important individuals with a clear line of communication with Michelle and 
the campaign.  It allows the campaign to receive smart guidance, intelligence from the 
field and engage powerful surrogates for our work.   
 
Political Groups For Nunn  
 
Republicans for Nunn 
Beginning in December the campaign will identify Republicans, both elected and 
registered, willing to sign ïup as a member of Republicans for Nunn.  All members 
would be asked to allow the campaign to release their name to the media and might be 
called on to represent the campaign, be interviewed by the media and reach out to 
similar people in appropriate ways.  
 
We would like to ask Kent Alexander with assistance from Michelle, Ron and Colleen, to 
start us with a list of Republicans likely to be supportive of Michelle.  Additionally, some 
of these will require Michelle or a family members personally requesting support. 
 
Plan:  

1) Kent will create a likely list of steering committee members in early January.  
From this list there will be a plan for identifying additional Republicans to be 
targeted and a plan for outreach.  

2) The goal is to add 25 members to the group each month with a likely release 
of the list in June, within weeks of the primary being completed.  There may 
be a decision to have a second release after the runoff, depending on the 
outcome of the election. 

3) Some possible first targets are Jim Grien, John Wieland, Jim Cox Kennedy, 
Tom Cousins, Jim Geiger and Arthur Blank. 

 
Independents for Nunn 
In addition to Republicans for Nunn, the campaign will identify people considered 
Independents.  This is difficult to identify because Georgians do not register as an 
Independent.    Similar to the Republicans for Nunn, they will be asked to allow the 



campaign to release their name as a member of the group, they will be asked to do 
interviews (when appropriate) and take part in campaign activities.   
 
Plan: 

1) Jessica Kirkwood, with political team support, will identify a defensible 
definition of an Independent by December 20th.  Then she will create a 
system for recruiting people to this group. 

2) We would like Ron Martin to consider ñChairingò this group. 
3) The release of this group will be timed into the message plan, and we 

envision significant surrogate speaking and message opportunities.   
4) Some possible lead volunteers are John Wuichet and Harold Ball. 

 
Surrogate Program 
 
As the campaign is getting more requests for Michelleôs time and hosts are open to 
surrogate opportunities, the campaign will begin to deploy surrogates to events.  Ideally, 
Ron Martin and other family/friends can participate as our chief surrogates.  Beginning 
in March and April, the campaign will empower elected officials, community leaders and 
Nunn County Chairs to represent the campaign.   
 

1) Surrogate requests will originate in the scheduling meeting.  Whenever events 
are identified for a surrogate they will then be assigned to the appropriate person 

¶ Kent for senior level surrogates, including family members;  

¶ Jessica for surrogates in the 121 counties with Nunn County Chairs;  

¶ Richard for other political leaders; or  

¶ Michael Tyler for constituency leaders. 
2) All surrogates will be provided with appropriate talking points, background 

materials and information concerning the event. 
3) Once surrogates are scheduled, that information will be brought back to the 

scheduling meeting to confirm its completion.  The person recruiting the 
surrogate will check-in after the event to identify appropriate follow-up with the 
group or individuals, including thank you notes. 

 
Finalizing Endorsements 
Endorsements are an important vehicle for elected officials and key leaders to show 
their support for the campaign.  In most cases the endorsement will be used with the 
media, similar voters and the public at-large.  Many elected officials have been 
incredibly generous to Michelle and the campaign.  From here forward the compilation 
of endorsements will be managed by Richard McDaniels. 
 
Plan: 

1) Richard and the team will create an endorsement form by December 
24th. All people endorsing Michelle will be asked to fill it out.  The form 
will include a request for the endorserôs name as they would like it to 
appear, their endorsement and an explicit request to use the personôs 
name publicly. 



2) Richard will set -up calls for Kent / Jeff / Gordon to introduce the team 
and establish Richard as the point of contact.  They will ask for advice 
and provide briefs on campaign activities.  If appropriate, 
Kent/Jeff/Gordon will ask for the individualôs support. 

3) Richard will work with Lauren for two hours of political call time for 
Michelle to make the endorsement requests. 

4) Richard will work with Staceyôs list of completed and priority 
endorsements spreadsheet for calls/Michelleôs calls.  

 
Candidate Filing 
 
In Georgia, the press and political elites treat the Candidate Filing like the start of the 

campaign season.  This year Filing happens the week of March 3rd ï 7th.  Kendra-Sue 

Derby is convening the first meeting of appropriate staff to create a plan for this week, 

including travel within the state and proposed events ï both reactive and proactive. 

Plan: 

1) Kendra-Sue will create planning team and a rough schedule by January 1st.   

2) The team will continue to meet on a regular basis to create a strong week of 

events, including possible crowd events.   

  



 
III: Voter Activation and 

Mobilization:  The  

Coordinated Campaign  

Memo  

To: Michelle Nunn 

From: [Your Name] 

cc: Senior Staff & Strategy Team 

Date: [Date] 

Re: Campaign Plan 

  

 

 
The Coordinated Campaign (Victory 2014) is a program of the state party.  All our voter 
mobilization activities are managed thru Victory 2014.  This includes (1) voter contact, 
(2) volunteer recruitment and engagement, (3) constituency outreach and (4) voter 
protection.  Victory 2014 allows us to legally and efficiently collaborate with other 
campaigns allowing us to maximize both our fundraising and our volunteer hours.   
 
Field Plan (Voter Contact) 
 
What It Takes To Win 
We are working on ñfirst draftò statewide vote goals and a ñfirst draftò of county goals.  
We will have goals that are more accurate and detailed ï including city level and 
ultimately precinct level by the end of February when clean up of the voter file is 
complete (detailed explanation of this process provided in the plan).  We have a number 
of tasks we can complete without the final data. 
 
Based on basic analysis of the last few years turnout, we are working from the need to 
garner 1.4 million votes.  That assumes 52% turnout and 5.3 million registered voters.   
 
Plan: 

1) Voter File   
 



The only way we can get a good win number is with a clean file and a candidate 
specific score.  Cleaning the file costs money and takes time.  The file can be 
cleaned by:  

¶ robo call program; 

¶ enhancing the data by purchasing additional phone numbers and voter 
information and  

¶ having volunteers use the file. 
 
We will do all three.   
 
A robo call program will allow us to clear out all bad numbers ï disconnected phones, 
business, etc.  This is very important because volunteers will be more effective and 
efficient when they start contacting voters.   
 
After identifying people with bad phone numbers, we can do a phone match to find more 
phone numbers.  There are many levels of this with varying costs.  At this point we are 
planning for a moderate level of reach.  At a later date, we may need to augment, but 
those decisions can be made after we have identified our usage and the phone match 
for the file. 
 
We have solicited RFPôs from three firms to complete this work.  The work on the file 
will be complete by February 15th.   
 
Having the volunteers use the file is the best way to identify where there are issues.  We 
want people canvassing and phoning the list we will ultimately use to identify and 
turnout supporters.  This is the most effective way of knowing the walkability of an area 
and which voters are at each phone number and address.  It is better to have people 
working with the file now when we have more time to fix any issues than later when time 
will be a greater issue. 
 
After cleaning the file, we will create candidate specific ñscoringò or ñmodelingò.  We will 
be appending turnout scores, support scores and persuasion scores to each voterôs 
record.  There is some scoring already on the file but it is applying national scores to the 
Georgia file.  While this is certainly far superior to the pre-2006 method of targeting 
voters, it is not nearly good enough for a modern aggressive field operation and needs 
to be updated.  However, the challenge is that as soon as a score is put on the file, it 
begins to degrade.  So, it is important that the datea gathered by the volunteers is 
constantly added to the file ï it will assist us in creating the scores.   
 
We will be focusing our efforts on creating three scores:  
 

1) Turnout Scores: This number will give our field staff and 
volunteers a sense of how likely the voters is to show up and 
vote in the election.  These scores allow us to focus our effort on 
those that can be encouraged to vote with some engagement by 



the campaign (canvassing and phoning) and identifies consistent 
voters who always vote. 

2)  Support Scores:  This number allow us to identify voters that 
might vote for Michelle.  Historically, campaigns relied heavily on 
race to identify likely supporters.  While this is clearly still a key 
indicator, using this score we can refine the way we think of 
voters and find white voters that are more likely to support 
Michelle.  The campaign can then focus its efforts on the voters 
most likely to support without consideration of race or 
geography.  Additionally, this allows us to contact voters in the 
most productive order. 
 

3) Persuasion Scores:  These scores provide us with critical 
information that  allow us to focus our efforts on voters that may 
be willing to consider Michelle if provided information and 
message.  In this instance Victory 2014 would contact voters 
with a high likelihood of voting (high turnout score) and likely to 
be persuadable.  Traditionally, these are referred to as ñswingò 
voters.  We are able to identify the likelihood that the individual 
would be persuaded in this Senate race, not just in general. 

 
Our plan is to score the file in February and then refresh of the scores in August. We will 
begin the RFP process to hire a firm in January and ask the DSCC to support/partner in 
this effort.   
 
2)  Building Infrastructure/Operations 
 
In order to support the massive voter contact program with a volunteer army, in late 
January, 2014, we will open 8 dedicated ñfieldò offices in addition to the main office on 
the first floor of 1206 Spring.  These offices will be located in Athens, Albany, Macon, 
Columbus, Savannah, Valdosta, Gwinnet and DeKalb. In up to another 10 locations, the 
campaign will maximize its resources by sharing office space with other candidates and 
local parties.  We will also expect staff to travel to counties where the campaign cannot 
afford a dedicated office to support the work of Nunn County Coordinators and 
Democratic Party Chairs. 
 
The field structure will have a field director and two deputy field directors as their 
leaders.  They will have 8 regional field directors (RFDôs) and by election day 28 field 
organizers/volunteer coordinators (FOôs).  The RFDôs and 8 FOôs will be hired in 
January to staff and support the field offices and volunteers.  The remainder of the field 
staff will be phased in from March through October.   
 
All Field Staff (volunteer or paid) will use the state party voter file.  They will be expected 
to keep their voter contacts up-to-date and regular weekly reports will be created to 
allow the campaign to evaluate progress toward goals on both ID/persuasion and 
GOTV.   



 
3)Mobilizing Volunteers & Early Voter Engagement  
 
Ultimately, the campaign will be won or lost on its abilities to recruit enough volunteers 
to take part in targeted voter contact activities ï activities like canvassing and phone 
banking.   
 
Voter Contact ï Mobilization and Engagement Timeline:   
 

(1) January & early February ï phoning and canvassing primary voting 
democrats and other activists to recruit volunteers and tell them about Michelle 
Nunn  

(2) Late February, March & Early April ï phoning and canvassing likely to 
vote persuadable voters to identify their willingness to vote for Michelle Nunn 

(3) Late April and May ï phoning and canvassing occasional voting 
supporters and persuadable voters already identified as supporters to get them 
to early vote, vote-by-mail or turnout to vote.   

 
After the primary, the field program will evaluate what worked and didnôt 

work in the primary, update the moved and create a detailed plan for the general 
election.  A basic outline for the general election is: 

 
(1) Canvass & Phone Bank June, July and early August - 

persuadable voters that are likely to vote to ID them 
(2) Canvass & Phone Bank August and early September ï 

persuade and Re-ID the voters 
(3) Canvass & Phone Bank Late September, October and 

November ï persuade and GOTV. 
 
Volunteer Recruitment & Engagement 
To date, the campaign has been working with volunteer leaders to create affinity 
groups.  These groups are in varying stages of organization and have different goals.  
Most of these groups will be folded into the Constituency Outreach program (Memo 
Included in Next Section) and given concrete goals around volunteer recruitment, 
fundraising and press opportunities. 
 
Nunn County Coordinators/Committees 
 
The next large focus of the volunteer program is to identify county party leadership.  
These leadership teams will mobilize volunteers to fold into our targeted field operation.  
 
To begin identifying our County Leadership, we will divide the counties into two tiers.  
The top tier of counties -- 38 counties --  will require a volunteer steering committee to 
support the work of the field staff.  
 



In the second tier of counties, the volunteer county Coordinator will be the primary 
campaign representative.  The second tier covers 121 counties ï 49 of which donôt have 
a Democratic Party chair.  Identifying, recruiting and supporting the county party 
coordinators is our first task.  Ideally, this is a place where the campaign will find 
individuals outside the party structure.  The campaign will need the insight and support 
of the Nunn/Martin family and friends.   
 
The responsibility of the county party coordinator is to recruit and mobilize volunteers to 
reach out to target voters in their county (canvass & phone bank), represent the 
campaign at public events and create ñvisibilityò for the campaign (yard sign placement, 
parade and fair involvement and forum representation), and to provide feedback and 
insight into thinking ñon the ground.ò   
 
In December and early January, we will work with family and friends to identify and 
recruit Nunn County Coordinators in Tier 2.  The goal is to recruit 50 in December, 30 in 
January and 30 in February.  The remainder will be recruited as the campaign identifies 
additional county coordinators.  It is important that the coordinators understand this is 
not a figurehead position but instead a working volunteer responsible for the success of 
the campaign in their county.  They will be given vote goals for their county in the 
primary and the general.   
 
After County Coordinators are chosen in the Second Tier Counties, we will need 
ñsteering committeesò to support the work of the staff in the First Tier Counties. The tier 
one committee recommendations need to be gathered and thought given to diversity of 
politics, age, race and gender.   
 
The Tier 1 Counties  workplan is:  
 

Lead:   Jessica Kirkwood 
December 15 Identify 10 Nunn County Steering Committee 

members in each of the 38 Tier 1 counties. 
January 15 Identify 15 additional Nunn County Steer Committee 

Members in each of the 38 Tier 1 counties.   
January 15 Campaign Leadership Meets and Drafts Committee 

Lists 
January 16 Jessica starts outreach to individual and asks them to 

serve.  
 

All committees should be up and running by February 1st.   
 
 
 
Team Nunn Volunteers 
 
In the early phases of the campaign the volunteer team has worked to provide a 
structure for volunteers which will allow them to easily fold into the critical tasks of voter 



contact ï canvassing and phone banking.  Many people have been asked to be Team 
Nunn Volunteers which are self-organized groups given wide range to choose projects 
that interest them.  As the campaign moves into the election year, these groups will be 
asked to fold into voter mobilization and activation as much as possible.   
 
Ideally, many of these Team Nunn Leaders will take leadership roles.  Each RFD and 
FO will be looking for people to support the voter contact efforts.  They need people to 
take responsibility for data entry, list creation, turf cutting, phone bank and canvass 
supervisors, visibility, comfort captains and many, many more tasks.  This will allow 
people to take on critical tasks that meet their personalities and abilities.   
 
House Parties 
 
Every month, starting in January, volunteers will be encouraged to host House Parties 
in their neighborhood or community.  These are low dollar ($500 per location) events.  
The campaign will host a ñhouse partyò night where all of the house parties are invited to 
call into a conference call and hear a short message from Michelle Nunn.  Certain 
House Parties will be invited to ask Michelle a question.  Many of the larger house 
parties will have the option of having a staff member or leader speak at the party and 
represent the campaign.   
 
The first four house parties have been scheduled for January 27, February 18, March 
4th and April 10th.   
 
Self-Organizing 
 
The campaign will continue to encourage volunteers to think about politics in a new and 
different way. We will have opportunities for volunteers to host events like Dinner & 
Dialogue (November) or Service Projects (December).  These are visibility opportunities 
and ideally some will become press opportunities either through the traditional media or 
online.   
 
Volunteers as staff 
 
The campaign will continue to recruit volunteers to fill roles throughout the full-time 
structure.  The campaign has already recruited over a dozen full-time individuals as 
volunteers, many are in the finance office but they also assist in the organizing of 
volunteers and office organization.  During the winter break, the campaign will work to 
identify committed volunteers from colleges and universities that can assist in all 
aspects of the campaign.  
 
The campaign will recruit up to a dozen committed volunteers from January to May, 25 
from May to August and another 30 from August to Election Day.  Some will receive 
college credit but others are dedicated enthusiastic volunteers either retired or looking 
for an opportunity to give back in their community. 
 



Other Volunteer Committees 
 
The campaign has functioning committees active in policy, fundraising, voter protection 
and campaign support.  These groups are covered in their respective areas and so are 
not a focus of this memo. 
 
Voter Protection 
 
The Voter Protection Program has three basic pieces (1) Recruit, train, and deploy 
people to watch (campaign/party observers) and work (election department staff) at 
polls, (2) advise campaign on election law and (3) respond to voter protection incidents 
with campaign and state party counsel. 
 
Staffing 
 
Given the significant number of attorney volunteers and the relatively early start on voter 
protection, we have an opportunity to effect both the staffing by each countyôs Voter 
Registration and Election Department (Election Department) and the campaignôs 
observers.  While it is not a requirement that either of these positions be filled with 
attorneys, this is a place that many attorneys and law students feel is appropriate to 
their expertise.   
 
In most campaigns across the country, the voter protection team spends all of its time 
on recruiting observers at the polls.  Observers are the people the campaign or state 
party places in the polls to watch what is happening.  While they are an important part of 
the voting process, they have limited opportunities to effect the election beyond 
documenting the process.  Given the incredibly difficult lift in changing the outcome of 
an election through a recount, these individuals are only useful in getting the Elections 
Department to clarify election law in a given poll on election day. 
 
However, Victory 2014 can recruit and encourage individuals to apply to the countiesô 
Election Department to work in the polls.  These individuals are responsible for the 
smooth functioning of the election.  While they wouldnôt work for us, it is in the best 
interest of the campaign to have election staff that understand the opportunities and 
restrictions of the election law and are comfortable with technology.   
 
To this end, the campaign will identify the deadlines for the recruitment of Election 
Department staff in our top 38 counties by January 15th.  We will then work with the 
county Democratic Party, our RFDôs and FOôs and other interested parties to ensure the 
Election Departments have enough talented staff to meet the needs of the primary and 
general election.   
 
Victory 2014 will create a plan for staffing the early voting sites, target precincts and 
vote-by-mail counting sites with the appropriate number of observers.  Identifying and 
assigning these volunteers is a huge undertaking.  The campaign will have one full-time 
staff person to work with a statewide team of  voter protection volunteers.  The staff 



person will be hired in January to support both the statewide team and the regional 
volunteer teams.  They will be responsible for the creation of all materials and the 
tracking, training and assignment of all voter protection volunteers. 
 
The recruitment of volunteers has already begun and will continue until Election Day.  
Training will start in March and then continue at appropriate intervals into October. The 
weekly and monthly goals will be created when after the statewide team meets and the 
Voter Protection Director is hired.  The Victory 2014 leadership will supervise this team 
and evaluate their progress toward goals. 
 
Advise Campaign on Election Law 
In order to properly advise the campaign, the Voter Protection team will create an 
outline of applicable election law for non-lawyers.  The first draft of this document will be 
available by February 1st.  It will then be circulated for review with the intention of having 
a document available for the staff by March 15th.  This document will be the backbone of 
the voter protection operation.  It guides in what the campaign can expect at the polls 
and how we can best accommodate voters.  It will also help structure the language used 
on direct mail pieces, fliers and scripts.   
 
Additionally, the Voter Protection team will be available to review materials being used 
by the campaign.  The process will require their sign-off whenever the campaign 
discusses voting procedures ï early voting, vote by mail or election day voting.  
 
Respond to Voter Protection Incidents 
Given the incredible burden to changing the outcome of any Georgia election through a 
recount, it will be even more important to get all voter protection incidents taken care of 
prior to the end of election day.  Because all Georgia counties use the same electronic 
voting machines and they all feed directly into one county tabulation machine, there is 
very little opportunity for human error.  All of this makes it even more important for us to 
push our target voters to early vote, thus giving the campaign and its attorneys 
additional time to deal with any voting challenges.   
 
Victory 2014 will have a statewide voter protection boiler room staffed with attorneys 
starting the first day of early voting.  They will have a network of volunteers in all of the 
38 key counties (and as many of the additional counties as possible).   
 
They will also have a dedicated hotline (an 800# if possible) for staff and voters to report 
any and all voting issues.   
 
Plan: 
 

1) The voter protection team will continue to meet on a weekly basis with Mike 
Jablonski (the state party attorney) and other key players. 

2) The team will recruit a volunteer to work exclusively in Fulton County. 



3) Two volunteers have been recruited to work on a revised outline of applicable 
election law so the campaign and the voter protection team can be aware of all 
controlling election law. 

4) The initial working group includes Pinney Allen, Molly Burke, David Worley, Bret 
Hobson, Tedra Cannella Hobson, Mike Jablonski, Jenn Coalson, Suzanne 
Wakefield, David Dreyer, Kerry Quinn and Ann Brumbaugh. 
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An Introduction

CONFIDENTIAL & PROPRIETARY 

  



CONFIDENTIAL & PROPRIETARY 

2

Predictive models

Age

Ethnicity
Location

Modeling is a mathematical 
process that combines a 

wide variety of data points 
on individuals to predict 

attitudes, behaviors, 
characteristics, and opinions.

How Predictive Models Work

  



How Predictive Models Work
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The models produce scores that rank-order each individuals based on her 
or his likelihood of supporting a candidate/issue or responding favorably 
to a message.
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How Predictive Models Work
Individual-level models allow clients to fully optimize programs: rather than 
simply targeting broad categories of people, they can focus on the particular 
individuals with whom our message is effective.  

This leads to the best possible allocation of resources.  

Turnout and 
Fundraising 

TargetsMessage 
targets 
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Models can predict numerous behaviors, characteristics, and opinions of 
individuals, such as: 

ÅCandidate support ςWho will support a particular candidate?

ÅVoter turnout ςWho is likely to turnout to vote? 

ÅPersuadabilityςWhose mind can we change through targeted outreach?

ÅFundraisingςWho are the best targets for direct mail or online solicitation?

ÅIssue supportςWho will find a particular issue important?

ÅMessage Support ςWho will respond favorably to a particular message?

ÅMedia Consumption ςWho watches TV? Who reads mail? Who uses the 
Internet?  

ÅLanguage- Who speaks a particular language as their only or preferred 
language?
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How Our Clients Use the Models
If we want to persuade voters to support our message, we must identify 
those voters, decide what channels we use to reach them, and learn which 
messages are most persuasive.  Analytics and data can help guide all of these 
decisions.  

ÅFor example, if our clients want to promote a particular issue or message in 
the context of an election, they would target each voter differently:

ÅStrong supporters ςreminder to vote, volunteer & donate

ÅDrop-off voters ςpersuasive message about voting

ÅSwing voters ςpersuasive messages about an issue

ÅHow can we reach these individuals?

ÅField programs / Direct mail / TV ads / Online ads / Social media

  



  



 

  



 

IIIa: Volunteer Engagement  

Memo  

To: Michelle Nunn 

From: [Your Name] 

cc: Senior Staff & Strategy Team 

Date: [Date] 

Re: Volunteer Engagement 
 

 
Mission 
Elect Michelle Nunn U.S. Senator from Georgia on November 4, 2014. 
 
Vision 
Engage thousands of volunteers to help achieve the mission. 
 
Values  
Focus on Michelleôs belief in the power of service and civic engagement, in the power of 
individuals to create change in their own lives and in the lives of others, to work across 
differences, to harness the entrepreneurial spirit. 
 
Å Involvement:  Involvement of regular citizens should be a differentiator for the campaign 

and a guidepost for the experience of volunteers.  People should be allowed to be 
creative and take ownership to serve as a large and powerful driver for mobilization. 

Å Service:  The infusion of service and hope into the political process is a different way of 
thinking about campaigning. 

Å Inclusiveness and Diversity:  There is room at the table for all ï inclusiveness and 
diversity ï at the core.  A personôs background doesnôt matter.  Anyone can contribute 
no matter how large or how small their contribution may seem to them.   

Å Family Friendly:  Wherever possible, campaign volunteering should be family friendly.  
 
Assumptions 
Å Create a volunteer effort aligned with Michelleôs values. 
Å Engage volunteers to win, not just to engage them. 
Å Define ways to engage volunteers prior to the roll out of field operations. 
Å Design the initial volunteer engagement so that it dove tails into the field campaign. 

 
Strategy 



Å Engage volunteer team leaders to connect small and large groups of people with the 
campaign. 

Å Mobilize voter volunteers via geographic, demographic and issue groups in the 
following ways: 

 

 

Background 

Å In July of 2013, a volunteer organizing committee was formed and began thinking about 
ways to engage volunteers in the campaign. 

Å In August of 2013, the candidate initiated on online volunteer recruitment drive which 
resulted in the collection of 1,100 volunteers.  An additional 475 people reached out to 
the candidate directly, bringing the initial volunteer count to 1,575. 

Å In September of 2013, the first volunteer email was sent to the campaign volunteers 
offering opportunities for them to spread the word about Michelle Nunnôs candidacy and 
to sign up to stay up to speed about the campaign via social media.  Additionally, the 
volunteer organizing committee completed design of the pre-field volunteer infrastructure 
(i.e. the plan for using volunteers prior to the launch of traditional campaign field 
activities.) 

Å In October of 2013, the volunteer organizing committee began recruiting volunteers to fill 
specific roles. 

Volunteer Organizing Committee Accomplishments to Date: 

Teams for Nunn

Constituency / County 
Coordinators

Volunteer Team Leaders

Volunteers

Spread the 
Word / 
Social 
Media

Pledge to 
Register 
and Vote

House 
Parties/Eve

nts

Service
Event(s)

Dinner and 
Dialogue

Volunteer 
TrainingVoter Reg. 

(c)3

Voter 
Protection

Policy

Office 
Volunteeri

ng

Phone 
Banking

Canvasing



¶ Developed a plan to engage volunteers prior to the roll out of field operations and 
designed the initial volunteer structure in such a way as it will dove tail into the field 
campaign. 

¶ Recruitment and placement of 14 volunteers working full time (or nearly) in staff roles. 

¶ Recruited a full time volunteer serving as the manager of office volunteers. 

¶ Daily engagement of office volunteers at campaign HQ. 

¶ Launched regularly scheduled volunteer orientations at campaign HQ. 

¶ Develop initial ñself-organizedò campaign volunteer activities and support materials, such 
as: 

o Development of Dinner & Dialogue House Party Toolkit & Communication (Sent 
November 2013) 

o Development of Service Teams Volunteer Toolkit. (Scheduled for publication in 
December 2013) 

o Development of Traditional House Party Toolkit. (Scheduled for publication in 
January 2013) 

¶ Development of Pledge to Vote Card. 

¶ Launch of Womenôs constituency group ï Women for Nunn (aka WMN).  

¶ Launch of African American constituency group 

¶ Launch of Young Professionals constituency group (Emerging Leaderôs Council) 

¶ Launch of College Studentôs constituency group. 

¶ Launch of ñDigital Corps/Buzz Teamòï team of volunteers sharing Nunn for Senate 
content in social media. 

As we move forward, the volunteer activities will be folded into the field program, where ever 
appropriate. 

  



 

 

 

  



 
 

 
 

IV: Constituency Outreach 

Plan  

Memo  

To: Michelle Nunn 

From: [Your Name] 

cc: Senior Staff & Strategy Team 

Date: [Date] 

Re: Constituency Outreach Goals & Objectives 
 

 
 
Constituency Outreach 
The goal of our Constituency program is to engage affinity group leaders and members. 
Constituency group leaders and members will be asked to both represent the campaign within 
their constituency and also to work in a targeted way to persuade, ID, and turnout supporters.   
 
Each constituency brings different assets to the campaign.  Some are stronger as ambassadors 
for the campaign to their own members, others are able to raise money and others are helpful in 
advocating for the campaign in the media.   
 
Goals for Constituency Groups 
Each constituency group (listed below) will work to identify and recruit volunteer leaders from 
across the state to: 

¶ Serve as an integral player in the regional field operation; 

¶ Recruit additional campaign supporters to volunteer for phone-banking and canvassing;  

¶ Endorse the candidate; 

¶ Act as validators within their sub-communities (communities of faith, HBCUs, places of 
business, community organizations, etc.); 

¶ Serve as surrogates & spokespersons; and 

¶ Support campaign finance. 
 
Staffing 
Michael Tyler was recently assigned to constituencies.  There are also a number of staff 
members involved in many of the groups.  These staff members include Jessica Kirkwood, 



Kendra-Sue Derby, Jeff DiSantis and Kent Alexander to name just a few.  Additionally, 
committed volunteers are in place to provide leadership and administration for some of our 
constituency groups. 
 
Key Constituency Outreach: Status, Process & Timeline 
 

1. African Americans Community 
Given the size, diversity and importance of this community, the campaign will engage 
the AA community on many different levels.  Of special concern is clergy, elected 
officials HBCUôs.  This constituency group is critical as the campaign must secure a very 
high percentage of the African American vote and drive a large number of voters who do 
not typically turn out in an off election year to the polls.  At the time this memo was 
authored, an African American constituency group has been formed and has met several 
times. 
 
Active African American Constituency Building Volunteers: 

¶ Tiffany Mack Fitzgerald, Constituency Group Leader 

¶ Hattie Dorsey 

¶ Darryl Hicks 

¶ Chip Morton 

¶ Dr. Victoria Williams 

¶ Ayesha Jeffries 

¶ Sir Lawrence Lee-Conley 

¶ Cheryl Turner 
 

The African American constituency group is working to define ways to generate passion 
and enthusiasm about this race from within the black community.  This group will 
coordinate with the broader Political team to ensure synchronization in the engagement 
of African American clergy as well as current and former elected officials, individuals that 
serve as critical validators in this constituency group.  Additionally, they will collaborate 
with the college student and young professionals constituency groups to engaging 
younger members of the community. 
 
While it will be important to organize this community as a constituency, the bulk of the 
voter contact will come through the critical forms of canvassing and phone banking.   
 
Primary Target as a constituency ïvalidators, volunteers and voters. 

 
2. Latino/as Community 

While the campaign has identified a core group of volunteers, these individuals have not 
been connected to the elected officials and other leaders in the community.  This 
community has not been appropriately engaged and needs to be fleshed out.  The 
constituency team will create a cohesive plan by the end of December.  Rollout of this 
constituency is targeted for February.  In order to accomplish this goal, the campaign will 
need to identify the appropriate leadership (December) and hold planning meetings 
(January).  
 
Targeted Latino/as for Nunn Volunteers: 

¶ Jerry Gonzalez 

¶ Grace M. Lopez-Wiliams 
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¶ Patricia Jimenez-Ronka 

¶ Florence Acevedo 

¶ Lily Z. Winsaft 

¶ Santiago R. Marquez 

¶ Gaurav Bhatia 

¶ Humberto Garcia-Sjogrim 

 
Primary Target as a constituency ï validators through all forms of media and volunteer 
recruitment targeted to Spanish speaking voters. 
 

3. Asian-American Community 
While this community isnôt as large as Latino/as, it is very tight, works to become citizens 
quickly and has higher voter participation than many other ethnic constituencies.  This is 
a community more likely to be a fundraising base than some of the others.  The 
campaign will identify appropriate leaders (December) and create a plan (January) for 
targeted outreach in January and February.  Ideally this community will have a media 
roll-out in March.  The first meeting is scheduled for December 18th at 2:00 p.m.  
 
Targeted Asian American for Nunn Volunteers: 

¶ Fabian J. DeRozario 

¶ Andrew Chang 

¶ Amy Phuong 

¶ Farooq Mugal 

¶ Jimmy Kim 

¶ Alok Deshpande 

¶ Wanda Ho 
 
Primary Target as a constituency ï fundraising, validators and volunteering in 
community. 
 

4. Jewish Community 
The campaign has identified a handful of dedicated volunteers in the Jewish community 
to act as a steering committee for all activities.  They will be convened in December to 
create a plan for outreach.   
 
Targeted Jewish Community Volunteers: 

¶ Lori Kagan Schwarz, Constituency Group Leader 

¶ Abe & Linda Schear 

¶ Sherry Frank 
 
Primary Target as a constituency ï fundraising and volunteers. 
 

5. Women for Nunn 
The Women for Michelle Nunn group is active and well organized.  They are reaching 
out to potential leaders across the state.   They are focusing their efforts on volunteer 
recruitment, house parties for fundraising as well as designing a state-wide rally around 
Mothersô Day in May.   
 
Primary Target as a constituency ï volunteers, fundraising and possibly validators. 
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Active Women for Nunn Constituency Building Volunteers: 

¶ Margaret Reiser, Constituency 
Group Leader / Finance Lead 

¶ Liz Mori Lauer, Communications 

¶ Spring Wright, Recruitment 

¶ Tammy Clabby, Social Media 

¶ Daphne Eaton, Events 

¶ Betty Londergan, Rally Design 

¶ Kim Ferrari, Rally Design 

¶ Julie Salisbury, Rally Design 

¶ Hala Moddelmog, Rally Design 

¶ Melinda Ennis, Rally Design 

¶ Kelly Dolan 

¶ Stephanie Davis 

Targeted 

¶ Sherry Frank 

¶ Ann Curry 

¶ Cathy Harper 

¶ Anne Kaiser 

¶ Ann Rosewater 

¶ Betty Siegel 

¶ Allison Kelly Beaton 

¶ Carol Jackson 

¶ Shelley Senterfitt 

¶ Ayesha Khanna 

¶ Beverly Tatum

 
6. Emerging Leaderôs Council  
The Emerging Leaderôs Council, an affinity group for 18 40 year-old young professional, have created a 
leadership structure with statewide and regional committees and begun the task of recruiting these 
leaders.  Given there are no ñgroupsò representing this cohort, they are able to work without getting into 
a political quagmire.  They have identified their own donor goals and plans for fundraising events.  
These goals need to be given dates (December) so progress towards goals can be evaluated on a 
regular basis (ongoing).  The volunteer recruitment and mobilization piece of this group needs to be 
augmented (December).  This is group is unlikely to be used in an organized press capacity but will be 
important for showing the continued vitality and youthfulness of the campaign.  
 
Active & Targeted Emerging Leaderôs Council Volunteers: 

¶ Nicole Leffer, Constituency Group Leader 

¶ Shawn Wilson, Constituency Group Leader 

¶ Justin Tanner, Finance 

¶ Amol Naik, Statewide Development 

¶ TJ Copeland, Vice Chair of Surrogate Engagement 

¶ Adam Harrell, Social Media 

¶ Megan Sparks, Volunteer Training 

¶ Jeremy Berry, Legal 
 
Primary Target as a constituency ï fundraising and volunteers. 

 
7. Students for Nunn 

The Emerging Leaders were initially representing this group but given how different they are, the 18-27 
year old constituency group was divided in two.  The campaign is actively identifying at least one leader 
on all campuses in Georgia and intends to complete this by January 1, 2014. A core strategy group will 
be designing a plan to implement throughout the state. The current team, listed below, have divided the 
state into regions and each taken responsibility for recruitment from the colleges within their region. 
These leaders will be asked to organize their community and recruit volunteers to go into neighboring 
counties. Students for Nunn will also be handling outreach to high school students to promote voter 
registration and to secure votes. 
 
Active Students for Nunn Constituency Building Volunteers: 



¶ Andy Ratto, Constituency Group Leader 

¶ Jibran Shermohammed (Emory);  

¶ Alex Rowell (UGA);  

¶ Nick Mizaur (UGA);  

¶ Leia Clement (Emory Law);  

¶ Corey Boone (COS, Young Dems of GA & Tech Alum);  

¶ Levy Malcolm Lyman Barner (Emory);  

¶ Alex Milona (Emory);  

¶ Dre Jones (Valdosta State);   

¶ Maximillian Boykin (SSU);  

¶ Corbin Spencer (SSU);  

¶ Aaron Ware (Clark Atlanta);  

¶ Audrey Davis (SSU);  

¶ Carrie Smith (SCAD);  

¶ Lawrence Lee-Conley (recent alum); 

¶ Maggie Touchton (UGA); 

¶ Malcolm Warren (Valdosta State); 

¶ Trent Gay (Georgia Southern) 
 

Primary Target as a constituency ï volunteers. 
 

8. Seniors 
This constituency tends to be organized through other constituencies (women, AA, etc.).  However, a 
cohesive plan will be formulated by January 15th in order to identify leveraged opportunities to recruit 
volunteers.   
 
Targeted Senior Volunteers: 

¶ TBD 
 

Primary Target as a constituency ï volunteers and GOTV. 
 

9. LGBT 
The campaign is having initial meetings with supporters in the LGBT community to identify the best way 
to engage.  This plan will be drafted by January 15th.   
 
Targeted LGBT Volunteers: 

¶ Vicki Gordon 

¶ Lisa Flick 

¶ David Prophitt 

¶ Edie Cofrin 

¶ Ken Britt 

¶ Mark Kent 

¶ Suzanne Baugh 

¶ Carla Corley 

¶ Mickey Parsons 

¶ Tim Cairl 

¶ Jeff Graham 

¶ Lisa ñLeeò Schreter 

¶ Matthew Hicks 

¶ George Johnson 

¶ Drew Plant 

¶ Bob Gibeling 

¶ Reese Adams McCranie 

¶ Robinette Kennedy 

¶ Gale Cowlee 



 
Primary Target as a constituency ï fundraising and volunteers for the campaign. 
 

10. Veterans 
The veterans community will be organized primarily as validators.  The campaign will 
work to recruit leaders in all areas of the military community and release their support 
prior to the primary.  Following the primary, the campaign will release the names of a 
larger number of military supporters, thus showing growing support.  This release may 
include a tour of veterans through small communities to highlight the veteran support for 
Michelle Nunn.   
 
Targeted Veteran Volunteers: 

¶ Vince Farley 

¶ George Shepherd 

¶ John Griffin 
 
Primary Target as a constituency ï validator.  
 

11. Teachers 
This community continues to be large and hold sway in many areas, however, their 
position as a validator needs to be examined given the continued assault teachers are 
undergoing.  However, beloved teachers should be recruited as both validators and 
volunteer recruiters.  Many schools encourage students to become active on political 
campaigns.  Teachers are a great way to disseminate information about volunteer 
opportunities for students.  Additionally, many schools have Election Day off ï making 
teachers fantastic volunteers for Election Day.  The campaign will rely on the Nunn 
County Coordinators to identify Teachers for Nunn.  In larger counties, the campaign will 
look to identify leaders within schools and areas.  The campaign will work to have at 
least 10 teacher House Parties per month, beginning in February.   
 
Targeted Teacher Volunteers: 

¶ TBD 
 
Primary Target as a constituency ï volunteers and voters with the possibility of 
fundraising and validators. 

 
12. Farmers 

Farmers will be important validators for the campaign, especially in rural Georgia.  These 
individuals will help show Michelle Nunn as a different kind of Democrat.  The campaign 
will recruit leaders through the Nunn County Coordinators and networking with farmers 
already supportive of Michelle.  The campaign will need assistance from the Nunn/Martin 
family to identify farmers supportive and willing to be public about their support.  The 
campaign will look to recruit the members starting in February with a release of the initial 
supporters in September, as soon as most of the harvesting is concluded.   
 
Targeted Farmer Volunteers: 

¶ TBD 
 
Primary Target as a constituency ï fundraising and validator. 

 



13. Labor  
The labor community can provide two valuable resources, volunteers and money.   
 
Targeted Labor Volunteers: 

¶ TBD 
 
Primary Target as a constituency ï fundraising and volunteers. 
 

14. Religious Leaders  
The faith community is a key component in both the AA community and the Latino 
community.  Leaders need to be recruited and deployed starting in January.  The first 
rollout of leadership should start around the MLK holiday.  The campaign will coordinate 
with key leaders to create templates to be used in all communities.  While much of the 
leadership will begin in metro Atlanta, steering committees will be needed in all of the 
cities.  The campaign will design an earned media program to use religious leaders in 
op-eds, letters to the editor and direct communications with target voters. 
 
Targeted Faith Volunteers: 

¶ TBD 
 
Primary Target as a constituency ïvalidators. 
 

15. Gun Owners 
This group is likely to be rolled out in September or October.  It will allow the campaign 
to create messaging about Michelle Nunnôs moderate bona fides at a time when the 
Republicans are likely to be making her appear like a liberal.  Members of this group 
must have gun/hunting licenses.  Depending on the size of the group and their names, 
this may become a newspaper advertising program or a tour just before hunting season 
begins.   
 
Targeted Gun Volunteers: 

¶ TBD 
 
Primary Target as a constituency ï press. 

 
16. Small Business Owners 

Plans for this group will be drafted in January.   
 
Targeted Small Business Owner Volunteers: 

¶ TBD 
 
Primary Target as a constituency ï validators for press. 
 

17. CEOôs for Nunn 
Kent Alexander has been leading this group and is producing a separate memo.  
 
Active CEOôs for Nunn: 

¶ Ray Weeks 

¶ Muhtar Kent 
 



Primary Target as a constituency ï fundraising and validators for press. 
  



 

V: Communications  

Memo  

To:  Michelle Nunn 

From:  [Your Name] 

cc:  Senior Staff & Strategy Team 

Date:  [Date] 

Re:  Press Plan 

  

 

The Communications Department has 5 major responsibilities: 

1. Enforcing message discipline  

2. Generating press coverage 

a. In-take 

b. Pitching research 

c. Working With Reporters 

3. Planning press calendar/executing press events 

4. Preparing Written Materials 

5. Oversee email marketing, social media & online 

 

Enforcing message discipline:   

The communications departmentôs first and foremost responsibility is to ensure that the candidate and all 

parts of the campaign adhere to the message that the senior team has agreed upon.  In the zero sum 

game of elections, resources that a campaign spends advancing a message different from the one that 

will persuade the most voters is time and resources wasted. In fact ï in 21st century campaigns with wall-

to-wall media coverage and super-pacs able to put millions of dollars behind video behind a single cell-

phone video ï a slight deviation from the agreed upon message could end up being very damaging to the 

campaign.  

The political press is not inclined to cover a candidate repeating their message.  In fact, many reporters 

see their job as getting the candidate to ñrevealò what their ñtrueò inclinations and orientation may lay or to 



cause a gaffe. Any deviation from that message will be newsworthy to them.  They also understand that 

effective candidates and campaigns stick to their message, and will see a deviation in message as an 

erred campaign or candidate. 

These are all reasons why the communications departmentôs number one task is to enforce message 

discipline.   

How does the communications department enforce message discipline? 

1) Write and manage the answer section of the Q&A document 

The candidateôs biggest tool in staying on message is the Q&A document.   The document 

contains the rhetorical tools the candidate needs to navigate every politically tricky question back 

to message. There are times when the answers may need to be updated depending on shifts in 

the political landscape, and the communications department is charged with updating this 

language in consultation with the candidate and the strategic team. 

2) Schedule and run Q&A practice with the candidate 

The Q&A is only as good as it is internalized by the candidate.  It is a document that requires 

study and practice.  Itôs up to the communications department to schedule time to go over the 

stump speech. 

GOAL: In non-EOQ months, candidate should schedule 1.5 hours of practice each week. 

3) Protect (and if absolutely necessary tweak) the stump speech 

The nature of campaigns and the importance of staying on message mandates that a candidate 

have one speech ï practiced and rehearsed ï that is acceptable to a wide range of audiences 

that delivers the campaigns message.  The candidate does not have time to learn and prepare 

new speeches and delivering a speech without full preparation 1) does not present the candidate 

in the best light and 2) risks an inartfully worded phrase or thought that can be twisted to harm the 

campaign.  The communications department is in charge of protecting this speech and ensuring it 

is delivered by the candidate.  

GOAL:  Schedule 15 minutes of stump speech critique each week during non-EOQ months 

during non-call time 

4) Approval of all written material distributed by the campaign 

The communications department is tasked with reviewing all finance, political, field and policy 

documents distributed to folks outside the campaign to ensure it is on message.  

Interacting With Press & Media  

The communications department is tasked with managing all of the campaignôs media 

relationships.   

1) Managing press requests  



The communications department is charged with managing all requests of the campaign from the 

media. Every request should be considered on its merits and how it will help or hurt the campaign 

disseminate its message.  

2) Planning/Executing/Staffing Press Events 

Being able to interact with the press on the campaigns terms is the most important way 

campaigns can guide reportersô coverage.  That means setting up events that amplify our 

message.  The communications departmentsô job is to drive these events from inception to 

execution.  

GOAL: Weekly press or message events during non EOQ months 

GOAL: Every 6 weeks, do one messaged ñtourò  

GOAL: Visit every media market at least once a quarter  

GOAL: Radio interviews before every visit outside ATL (depends on availability of friendly radio) 

3) Pitching stories and narratives ï both beneficial for the campaign and negative ones 

against the opponents 

Pitching information and scoops to reporters is the lifeblood of reporter/operative relationships. 

This is almost always spontaneous and hard to plan for ï hooks for stories develop based on 

whatôs going on in the race and whatôs being covered at the time.   The constant pitching and 

communications with reporters is also good for developing relationships between the campaign 

and the press corps that can be leveraged to affect coverage. 

4) Responding to unfavorable coverage or getting research hits killed 

There will come a time when our opponents are shoveling research against our campaign. Part of 

the communications departmentôs job (in conjunction with research) is to leverage relationships 

and find the material to push back against negative research hits. Often we will have fair warning 

and can work to kill or muddy the story.  Sometimes we will get little to no heads up and will be 

forced to publicly respond to the attack or story. 

Planning press calendar 

The communications department is in charge of planning the press calendar and executing press 

events.  Unlike message calendars in business and the non-profit world (mostly because political 

reporting and media narratives are so fluid, and its almost impossible to predict what will happen 

over the course of the campaign), these are at best tentative in the short to medium term and 

speculative after about 5 weeks.  But it is helpful to have a framework of what known events to 

organize around (end of quarter deadlines, third party events etc).   

Here are the next 5 weeks:  

DECEMBER 2013  

Week 2 (Dec 8 ï 14):   

-Roll Out Entrepreneurship Video Wrap-Up (blast to press, kitchen cabinet, social, trilogy 

lists) 



-Write/place entrepreneurship op-ed ï Columbus Journal Enquirer (blast to press, kitchen 

cabinet, social, trilogy lists)  

-Plan for budget compromise failure statement 

Week 3: (Dec 15 ï 21) 

-Continue budget failure messaging 

-Begin EOQ swell (trilogy, social) 

-Holiday/service press event (Atlanta) 

Week 4 (Dec 22 -28) 

-Circulate press event coverage (press, social, kitchen cabinet) 

 -Continue EOQ push 

 -Holiday/Kwanzaa messaging via social media 

¶ 25th ï Christmas Day 

¶ 26 ï St. Stephenôs Day; First day of Kwanzaa 

Week 5 (Dec 29 ïJan 3) 

 -Continue end of quarter push 

 -New year, 2014 messaging via social media 

¶ 31st ï New Yearôs Eve 

¶ 31st End Of Quarter 

JANUARY 2014  

Week 1 (Jan 4-10) 

- Peoples Pledge/No superpac agreement press event 

- Circulate press coverage (press, social) 

- Service teams rollout (trilogy, press, social) 

¶ 7th ï Public School begins 

¶ 20 ï MLK Day 

¶ 31 ï FEC: Year End Report Due 

FEBRUARY 2014 ð Black History Month  

¶ 2 ï Groundhog Day; Superbowl Sunday 

¶ 12 ï Lincolnôs Birthday 

¶ 14 ï Valentineôs Day 

¶ 17 ï Presidents Day 

¶ 22 ï Washingtonôs Birthday 

MARCH 2014  

GA JJ Dinner (TBD -2nd Saturday) - March 9, 2013 

¶ 3 ï Qualifying Period Begins (March 3 ï 7) 

¶ 4 ï Mardi Gras Carnival Begins 



¶ 5 ï Ash Wednesday 

¶ 7 ï Qualifying Period Ends 

¶ 9 ï Daylight Saving Time Begins 

¶ 17 ï St. Patrickôs Day 

¶ 20 ï First day of Spring 

¶ 25 ï Flannery OôConnorôs birthday 

APRIL 2014 -- Autism Awareness Month, Financial Literacy Month  

Democratic Primary Debate (Atlanta) - April 2, 2008 

¶ 1 ï April Foolôs Day 

¶ 5 ï Deadline to transmit UOCAVA ballots 

¶ 6-13 ï National Volunteer Week 

¶ 7 ï Public School Spring Break (April 7 ï 11) 

¶ 14 ï Passover begins at sundown 

¶ 15 ï FEC Quarterly Report Due 

¶ 15 ï Tax day 

¶ 18 ï Good Friday 

¶ 21 ï Easter Monday 

¶ 22 ï Earth Day 

¶ 22 ï Last day of Passover 

¶ 27 ï Holocaust Remembrance Day begins at sundown 

 

MAY 2014 -- Jewish -American Heritage Month, National Stroke Awareness 

Month, National Bike Month  

¶ 1 ï May Day; National Day of Prayer 

¶ 5 ï Cinco de Mayo 

¶ 11 ï Motherôs Day 

¶ 17 ï Armed Forces Day 

¶ 20 ï Federal Primary Election Day 

¶ 20 ï Last Day of Public School 

¶ 26 ï Memorial Day 

JUNE 2014  

¶ 3 - Shavuot begins at sundown 

¶ 7 ï Deadline to transmit UOCAVA ballots 

¶ 10 ï Anniversary of the publication date of Gone With the Wind (1936) 

¶ 12 ï George H.W. Bushôs birthday; World Cup begins 

¶ 14 ï Flag Day 

¶ 15 ï Fatherôs Day 

¶ 28 ï Ramadan begins at sundown 

JULY 2014  

Democratic Primary Runoff Debate - July 29, 2008 



¶ 4 ï Independence Day 

¶ 15 ï FEC Quarterly Report Due 

¶ 22 ï Federal Primary Runoff Election Day 

AUGUST 2014  

¶ 4 ï Barack Obamaôs birthday 

¶ 19 ï Bill Clintonôs birthday 

¶ Public School Begins 

SEPTEMBER 2014  

¶ 1 ï Labor Day 

¶ 8 ï Sam Nunnôs birthday 

¶ 11 ï Patriot Day or 9/11 remembrance 

¶ 14 ï Anniversary of the day Francis Scott Key wrote ñThe Star Spangled Bannerò (1814) 

¶ 20 ï Deadline to transmit UOCAVA ballots 

OCTOBER 2014 -- LGBT History Month, National Breast Cancer Awareness 

Month  

Televised Candidate Forum (Atlanta) October 16, 2008 

Televised Debate (Albany) October 20, 2008  

¶ 13 ï Columbus Day 

¶ 15 ï FEC Quarterly Report Due 

¶ 31 - Halloween 

NOVEMBER 2014  

¶ 4 ï Federal General Election Day 

¶ 11 ï Veterans Day 

¶ 22 - Deadline to transmit UOCAVA ballots 

¶ 27 ï Thanksgiving Day 

 

Preparing Written Materials  

The communications department is tasked with writing talking points, speeches, op-eds, press releases 

and other materials delivered to the media. When appropriate, the communications department will work 

with members of the volunteer pool to develop initial draft of longer projects. 

GOAL:  Engage volunteer writing corps twice a month 

GOAL:  Press release after every public event   

GOAL: Monthly op-ed placement 

Fundraising Email Blasts and Social Media 

The communications department is charged with working with Trilogy to guide fundraising email blasts 

through the internal approval process and to loop them in on the message calendar. Itôs also tasked with 



creating content for social media in the candidatesô voice.  The communications department is also 

involved with creation of website 2.0.  

GOAL: Trilogy emails (2-3 a weeké more or less depending on needs) 

GOAL: MN Facebook post (3-4 each week, maybe more depending on content ) 

GOAL: MN Tweets (daily) 

GOAL: Campaign/Volunteer spotlight blog on 2.0 site (2-3 times a week) 

 

 

  




