
INTRODUCTION.  The purpose of this document is to provide a starting point for the development of a
campaign plan.  Details within campaign plans will vary widely depending on the race at issue, but all 
of the areas listed below should be incorporated in the plan.  In addition to functioning as a working 
plan, the document can also be designed to teach important campaign workers about campaign plans, 
offer them an operational job description, and outline the thinking behind a campaign's strategy.  The 
campaign plan should only be shared among trusted campaign workers.

➊➊ Campaign Objectives.  Obviously, the primary objective is to win the election.  Secondary 
campaign objectives also exist such as raising a candidate's stature for future political endeavors
or campaigns.  Sometimes candidates may not win but advance to a runoff election.  Sometimes 
a campaign can advance an issue, raise the stature of a ballot measure, force the diversion of 
resources, or use a campaign as a rallying point around which to grow local organizations.

➋➋ District Overview, Analysis, and Campaign Strategy.  This section includes a brief 
analysis of the district based on voter registration, recent voting patterns, and the current political
climate.  Based on this information, the basic strategy is outlined.

➌➌ Approaches Toward Achieving Objectives.  All major elements of the campaign will be 
discussed here.  Each will be crafted to advance the campaign in accordance with the campaign 
strategy.  Among them are issue identification, candidate positioning, branding, media 
strategies, voter outreach, volunteer deployment, voter identification, and voter turnout.

➍➍ Campaign Organization.  This includes a list of campaign positions, their job descriptions, 
and organizational lines of responsibility.  This will vary by the campaign, but examples include 
the candidate, a fundraising committee and chairperson, strategist (or consultant), campaign 
manager, scheduler, treasurer, campaign compliance consultant, media consultant, researcher. 
candidate assistant, Get Out The Vote (GOTV) committee and chairperson, and office manager.

➎➎ Implementation With Rough Chronology.  This section includes key dates and a rough 
sequence of events.  It is meant to provide a basic chronological structure for the campaign.  A 
more detailed calendar built on this structure will develop with events.  The Chronology should 
be planned in backward order from Election Day to the present day marking important 
deadlines, project time lines, and assigning responsibilities for specific tasks along the way.

➏➏ Campaign Budget.  This includes an overall budget and a summary of paid media costs.  
Some costs, such as contracts for key campaign team members, are not yet known and will be 
added into the budget as they are secured.

➐➐ Fundraising.  Although the last section of this plan, this is the most important section because 
fundraising makes virtually everything else possible.  While candidate fundraising should 
already be underway at this writing, this section will discuss fundraising by the candidate, staff, 
and tertiary means.
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"I volunteer!""I volunteer!" Those two words are 
guaranteed to bring a smile to any candidate.  
Campaigns have historically been powered by 
volunteers and the spirit they bring to a campaign.

But the words "I volunteer" merely begin the 
process. After that first rush of enthusiasm 
dissipates, candidates and campaign workers 
notice that some volunteers become less reliable.

How can we change that?  According to 
Dr. Peter M. Sandman (a professor at Rutgers 
University) the secret is to focus on the needs 
of the volunteers as much or more than the 
needs of your campaign.

In the late 1980s, Dr. Sandman was a 
volunteer coordinator for the Nuclear Freeze 
movement, and wrote an article entitled, "Holding 
Your Volunteers." His advice applies not just to the
Freeze movement, but to any group that relies on 
volunteer support.

Sandman wrote: "I want to list for you the 12 
most common reasons why volunteers quit their 
organizations — or, more often, simply disappear.

Most of the 12 can be dealt with if we are 
paying attention to organizational maintenance. 
None of the 12 reasons for quitting, by the way, is 
people changing their minds about the issues. Note
also that none of the 12 reasons is 'not enough 
time,' which is what many former volunteers will 
tell you if you ask why they left. Their day didn't 
get shorter, after all; they just decided to reallocate
the part of it that used to go to [you]."

Instead, noted Sandman, volunteers leave 
because the volunteer work "no longer satisfies 
their own needs. Holding volunteers, in other 
words, is more a matter of maintaining their joy 
than of maintaining their conviction."  Here are 
Dr. Sandman's 12 reasons (slightly edited):

1.  BURN OUT.1.  BURN OUT.  People often quit organizations 
when they are asked to do too much too fast. We 
are all familiar with the phenomenon: A newcomer
at the March meeting speaks up at the April 
meeting, is appointed committee chair at the May 
meeting, and
doesn't show for the June meeting. To avoid burn 
out, we should try to offer volunteers a series of 
slowly increasing responsibilities.

2.  COOL OUT.2.  COOL OUT.  The opposite of asking people to 
do too much too fast is not asking them to do 
anything at all. In many groups this is the number 
one reason for leaving: No one invited me to the 
workshop, no one asked me to help with the 

[neighborhood] canvass, no one told me they 
needed me. The solution to "cool
out" is straightforward. Don't be diffident about 
asking, and don't lose track of people. Be especially
careful to touch base with volunteers who missed 
the last meeting, so the lack of a role doesn't 
become a reason to miss the next one as well.

3.  KEEP OUT.3.  KEEP OUT.  People who know each other 
inevitably gravitate to each other at gatherings, 
especially when we've been through tough times 
together, or when we have work to transact and 
gossip to transmit. This leaves newcomers sitting 
painfully alone, watching the inner circle and 
pondering the invisible "Keep Out" signs we didn't 
mean to post. You can't stop the formation of 
cliques, and you can't stop wanting time with your 
friends. But you can consciously reach out to 
newcomers. In larger groups you can even 
institutionalize a buddy system. Pair each 
newcomer with another newcomer to compare 
notes with, and with an old-timer to go to for basic 
information.

4.  PULL OUT.4.  PULL OUT.  Newcomers may become pillars 
of a campaign organization, but they don't want to 
feel that they must. That is, people are more likely 
to participate when the extent of their 
participation is not disruptive to their lives. 
Organizational commitments are like personal 
commitments in this way: No one likes to feel 
trapped, and so the sense that a person or group is 
clutching desperately provokes a strong impulse to 
escape while there's still time. Part of the solution 
is to project desire but not desperation. The rest of 
it is to let the volunteer control the commitment; 
when a volunteer sets explicit limits ("I don't want 
to sell tickets to the lasagna dinner"), respect them.

5.  CAN'T WIN.5.  CAN'T WIN.  Nothing scares volunteers away 
faster than the sense of futility — either the feeling 
that the work is doomed to defeat or the feeling 
that the goals are unclear, that defeat and victory 
hardly apply. To forestall this "can't win" feeling, 
try to build instead a sense of efficacy, a sense that 
the goals are worth achieving, that the group can 
achieve
them, and that the volunteer is contributing 
significantly to their achievement. This means 
defining explicit short-term objectives as well as 
the long-term vision, and it means making a fuss 
each time an objective is achieved. Don't let people
go out on an afternoon canvass without a standard 
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of how many homes, signatures, and dollars 
represent a successful afternoon — and don't let 
them go home afterward without crowing over the 
success.

6.  CAN'T LOSE.6.  CAN'T LOSE.  As many front-running 
political candidates have learned to their dismay, 
working for a sure thing strikes most people as just
as pointless as working for a futile long shot. For 
purposes of volunteer morale, the ideal probability 
of success is about 40%: We're a little behind but 
with your help we're going to pull into the lead. Be 
especially alert for the anticlimax that follows a 
victory. You need to celebrate the success, of 
course, but be sure to connect it in advance to the 
next step and the step after that, so the pause to 
celebrate is always following by a reason to keep 
working.

7.  NO GROWTH.7.  NO GROWTH.  Alienated labor is bad enough 
when you're paid for it; it's intolerable when you're
not. Volunteer work should be interesting; it 
should offer variety, change, a chance for personal 
growth. There is boring work to be done, of course.
But spread it around (officers too); make it fun 
where you can; and alternate it with more 
interesting work, volunteer training, and other 
plums. Note, however, that boredom is in the eye 
of the beholder. Some of your volunteers may 
prefer the conviviality of an envelope-stuffing 
party to the tension of a congressional lobbying 
visit. But most do not; though they may not 
complain (until they quit), they expect a chance to 
grow. Look around for volunteers who may be in a 
no-growth rut, and offer them a spicy new 
challenge.

8.  NO APPRECIATION.8.  NO APPRECIATION.  Volunteers don't just 
enjoy being appreciated. They need it (without it 
they tend to lose faith in the value of what they're 
doing) and they deserve it. At a minimum, 
appreciating volunteers has three components. The
most obvious is "thank you" - We are grateful for 
what you have done. But just as important — and 
far more often neglected — is "please": We are not 
taking for granted that you will do more. And 
perhaps the most crucial aspect of appreciation is 
meticulous attention to logistics: Returning phone 
calls, answering notes, passing along information, 
scheduling meetings at times the volunteer can 
make. Organizations that really know how to 
appreciate volunteers — the American Cancer 
Society comes to mind — use everything from 
newsletters to awards banquets to endless desktop 
pen sets to make the point.

9.  EXTERNAL OPPOSITION.9.  EXTERNAL OPPOSITION.  If family and 
friends are opposed to a volunteer's volunteering, 
odds are you'll eventually lose that volunteer. The 
obvious solution is to avoid external opposition in 

the first place. Family and friends are in a real 
sense "contributing" some of their time with the 
volunteer; find ways and occasions to thank them. 
Better still, lessen the contribution by involving 
them directly. Even family members who do not 
want to volunteer themselves may still want to 
meet the people and get a sense of what goes on 
during all those [volunteer] hours. And think about
external opposition that rises out of skepticism 
about the cause rather than resentment of the 
competition. Involvement is the best way to cope 
with this, too, but second best is to make sure 
volunteers bring home a steady stream of 
"ammunition" demonstrating the wisdom and 
effectiveness of [your organization's] work.

10.  EXTERNAL CONFLICT.10.  EXTERNAL CONFLICT.  Personality 
conflicts, tensions, and even quarrels may be 
acceptable at home or at a paying job, but not at a 
volunteer job — especially not a political one. Part 
of the problem is imagining that people who share 
political values are always going to like each other. 
Part of the solution is accepting that we may not 
like each other. Once the conflict is acknowledged, 
the rest of the solution depends on the style of your
group. Some groups mediate the battle, some 
encourage the battlers to duke it out, some urge 
them to make up, and some reorganize the work so
they won't have to deal with each other so much.

11.  POLICY DISAGREEMENTS.11.  POLICY DISAGREEMENTS.    Sometimes —
though less often than we image — the conflict is 
genuinely over policies rather than personalities. A
consensus decision-making process will help here. 
Though it takes forever, it leads to better decisions,
and unlike voting it doesn't produce disgruntled 
minorities. Even if your group decides things by 
vote or by fiat, the crucial need is to listen to the 
losing side. Volunteers who quite over a policy 
disagreement almost always report that the 
majority (or the chair) didn't understand their 
position. If you can summarize the minority 
viewpoint accurately and respectfully, the minority
will usually accept the decision. A corollary is that 
volunteers who weren't present when a decision 
was made are the ones most likely to see it as 
grounds for quitting, so try to make key decisions 
when the dissidents are there to express their 
dissent.

12.  NOT ENOUGH FUN.12.  NOT ENOUGH FUN.  Yes, of course 
[achieving your political goals] is serious work. But
we mere humans need parties and picnics and 
softball teams. "If I can't dance, I don't want to be 
part of your revolution."



Introduction.  “Get Out The Vote” (GOTV) operations often determine whether campaigns 
win or lose, especially where local campaigns are concerned.  While there are many things 
during a political campaign that candidates cannot control, they can help themselves with a 
strong GOTV effort.  Likewise, individual activists can undertake their own GOTV projects to 
help the candidates and ballot measures they support.  No matter what your campaign budget 
is (even if it is $0), or what your strategy might be during the days before an election, it is 
critical that every single campaign carefully plans and executes a serious GOTV operation. 

 The Psychology of Getting People to VoteThe Psychology of Getting People to Vote

A 2012 Stanford University study found that people become much more likely to vote in 
any given election if they see voting as a part of their personal identity and if 
they have a specific plan about when and where they will vote.  Keep this in 
mind whether you are an activist undertaking a personal or “desktop” GOTV project, or 
if you are working as a campaign volunteer as part of a professional campaign.

Though you will want to adapt the message for different situations, you could say 
something like, “Jill, you’ve been a conservative most of your life.  It is important that 
you stand for your values now by making sure you vote.”  This statement ties a 
person’s identity with the civic act of voting.  Include a question like, “When do you plan
to vote or mail in your ballot?”  This forces people to consider a basic plan about when 
they will vote or at least plants the idea in their minds.

Live GOTV appeals are best - when you look someone in the eye and ask them to commit
to voting, you will have the most success.  Phone appeals, while interactive and also 
effective, are not as successful as live appeals.  Email, robo-calls, and social media 
appeals are not as effective as live or telephone appeals, but are still effective and are 
certainly better than nothing.  Keep this in mind as you formulate your GOTV plan.

 Collect, Organize, and Prioritize Your Voter InformationCollect, Organize, and Prioritize Your Voter Information

If you are an undertaking a “desktop” or personal GOTV project, start with a list 
showing all the individuals and groups you plan to contact, how you will contact them, 
and when you will contact them.  You will reach some over the phone.  You will reach 
some through social media.  Perhaps you will want to reach out to a service club, 
community group, business or church group, or bridge club you belong to.  It’s all good.

If you are working on a campaign, get a list of all voters in your district from the relevant
state or county officials.  You may also want to get information available online from the 
U.S. Census Bureau about demographic information associated with your district.  Once 
you have the this information, prioritize voters according to how often they vote and by 
other metrics (like party affiliation, income, or education level) that you think are 
important.  As needed, volunteers can look up phone numbers and find email addresses 
where they are missing.  The goal is to make sure that voters generally inclined to vote, 
and those who are likely inclined to vote your way make it to the top of your GOTV list.
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 Prepare Your MessagingPrepare Your Messaging

If you are undertaking a personal or “desktop” GOTV project, consider what you will say 
to your contacts before you contact them.  Write it down.  Are there hot-button issues 
that will motivate your contacts?  Is the political environment competitive?  Whatever 
you think will motivate individual or groups of voters should be added to your contact 
list.  As mentioned before, you will want to say something that connects the act of voting
to their personal identity and a request for them to commit to a specific voting plan.

As you develop your message, you may want to contact one or more of the campaigns 
you support to see if they have tested any messaging they know will motivate voters.  Be 
sure that you also include important information such as when voter registrations must 
be updated, when mail-in or absentee ballots must be mailed, and where ballot drop 
boxes are located.  Example:

“Hello, Jane!  I’m calling to encourage everyone I know to vote in the upcoming 
November 5th election.  I know you have been a conservative most of your life and 
hope you can be counted on to stand for your values now.  Joe Blow is running in a 
close race for the state legislature and we all want Ballot Measure Z to be defeated, 
right?  Have you received your ballot?  If you plan to mail it, you should do so before 
November 3rd to make sure it arrives on time.  When do yo plan to cast your vote?  I 
have a list of ballot drop locations if you need it.  Do you need any help?  Thanks!”

 Get to Work!Get to Work!

Sometimes, the hardest part of a personal or “desktop” efforts is just getting started.  Set
an appointment to start.  Design and commit to a specific plan to work on GOTV a few 
hours per day.  Take notes as you go you can use to determine who you will need to 
follow-up with, who may need assistance because of disabilities or some other reason, 
and who may have skills and interests that may be helpful in future campaigns.

If you are coordinating with a professional campaign, it may be able to give you daily 
information about who has voted and who has not.  You can use this information to 
avoid wasting time following up with voters who have already voted.  After the election, 
this information can also provide you with valuable feedback on how effective your 
GOTV plan was.  If you are not working with a professional campaign, you may still be 
able to get this information from county or state election offices.

Conclusion.  The history of big elections is rife with examples of campaigns decided by only a
few votes.  In smaller elections, a few more votes here and there can be even more decisive.  
Individual or “desktop” GOTV projects can literally put activists in the position of determining 
the outcome of elections, particularly close races and local races.  GOTV work is among the 
most powerful tools that can be in an activist’s toolbox.  The connections you make along the 
way will serve to elevate your reputation as an opinion leader and as an effective activist.  As 
you build this reputation and your personal relationships, you will also have a lot of fun!  



Personal Get Out the Vote   Pg. #: __

(GOTV) Campaign Worksheet
Use this form to build your personal GOTV campaign.  Feel free to photocopy this 
sheet or contact WLN to have a PDF file of this form emailed to you that you can print.  Put 
down information of people you are comfortable dealing with.  As you do that, write down 
when you plan to contact this person initially and to follow up.  Then get to work!  Don’t forget
to find out when they plan to vote and don’t forget to relate the act of voting to their personal 
identity.  Voters who do both of these things are much more likely to vote.  Good luck!

-------------------------------------------------------------------------
CONTACT NAME:

 REGISTERED TO VOTE  DO THEY HAVE A PLAN TO VOTE?
 DID THEY RECEIVE THEIR BALLOT?     When Will They Vote? __________
 WILL THEY NEED ASSISTANCE?  THE CONTACT HAS VOTED

PHONE NUMBER: ______________  EMAIL: ________________________

ADDRESS (If Needed): __________________________________________

HOW CONTACT WILL TAKE PLACE  (Check all that apply):

 Phone      When (Initial Contact): ________ When (F0ll0w Up): __________
 Email      When (Initial Contact): ________ When (F0ll0w Up): __________
 Personal Meeting     When (Initial Contact): ________ When (F0ll0w Up): __________

NOTES:

-------------------------------------------------------------------------

CONTACT NAME:

 REGISTERED TO VOTE  DO THEY HAVE A PLAN TO VOTE?
 DID THEY RECEIVE THEIR BALLOT?     When Will They Vote? __________
 WILL THEY NEED ASSISTANCE?  THE CONTACT HAS VOTED

PHONE NUMBER: ______________  EMAIL: ________________________

ADDRESS (If Needed): __________________________________________

HOW CONTACT WILL TAKE PLACE  (Check all that apply):

 Phone      When (Initial Contact): ________ When (F0ll0w Up): __________
 Email      When (Initial Contact): ________ When (F0ll0w Up): __________
 Personal Meeting     When (Initial Contact): ________ When (F0ll0w Up): __________

NOTES:



From the comfort of your home, you can advance the campaigns you support using free media outlets.  
Examples include letters to the editor, radio call-in shows, and social media platforms like 
Facebook and Twitter.  Newspapers readers, listeners of talk-radio, and politically active social media users 
are all high-percentage voters, the very people you will want to reach.

This document will help you to develop and execute a personal media campaign.  Following the guidelines 
shown here will increase the odds that your message will actually get out.  You may also find that these basic 
guidelines can also be applied or adapted to any venue or medium which accepts comment from the public. 

 Make a List of Media Contacts.Make a List of Media Contacts.  Go the websites of area newspapers and find out how to submit 
letters to the editor.  Most newspapers have specific requirements including word counts and 
information about how they can reach you.  Check out talk radio station websites and find out the call-
in phone numbers and times of shows you can call into.  On social media, check out groups and chat 
rooms you think are dominated by persuadable people who vote.  If you follow specific blogs, get their 
web addresses.  Compile all of this information into a written list you can use as you 
execute your personal media campaign.  You can also share this list with friends to help them 
develop personal media campaigns of their own.

 Use This “Four Point” Method to Develop SHORT Messages.Use This “Four Point” Method to Develop SHORT Messages.  Short messages are far more 
likely to get make it to your target audience than long ones.  In any medium, short messages are more 
likely to actually be read or heard and offer fewer opportunities for opponents to challenge.  For your 
personal media campaign, develop your message by using the “Four Point Method” shown here:

A. Explain the Purpose of Your Letter.  Get right to the point.  The first line of your letter 
should say something like, “Dear Editor, I write this letter in support of Jane Doe for Position 3
on the Anytown School Board in the upcoming local election on May 16th.”  That’s it.  Boom!

B. Say Why You Support Your Position.  Your next sentences should suggest a personal 
connection with the candidate.  For example, “I have known Jane Doe for ten years.  She is a 
woman of integrity who has the good of our community at heart.”  Express ONE main idea 
only.  If there are more reasons to support Jane Doe, have other people express them in 
separate messages.  Use no more than one, two, but no more than three sentences.  In
this case, less is more!

C. Close the Sale.  The last sentence closes the sale by saying something like, “For this reason, I 
hope you will join me in supporting Jane Doe for Position 3 on the Anytown School Board – 
Election Day is May 16.”  Yes, it is a repetition of the first line.  Drive the point home!

D. Tell Them Who You Are and Why You Matter.  As appropriate for each media outlet, 
provide your name, address, email address, and contact phone numbers.  Newspapers and some
blogs require this information.

If you can, use a title of some kind.  If you are a public office holder, member of a civic 
organization, member of a neighborhood organization, or almost anything else, a title lends 
credibility to your letter by showing you are connected and active in your community.  For 
example, one could sign the letter, “Sincerely, John Doe, Member, Anytown Elk’s Lodge #9999,
123 Oak Street, Anytown, OR 99999, 555-555-5555, johndoe@johndoe.com.”
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IMPORTANT: If you offer any kind of title related to an official body or group, 
you need to make clear that you are representing only yourself rather than the 
group or body you are referencing.  One way you can do this by placing the 
words, “Speaking for myself,” at the very top of the letter.  There are other ways 
to do this, but it is important not to imply that the group you are a member has 
endorsed your position unless they actually have.

 Build and Deploy a Personal Media Campaign Team.Build and Deploy a Personal Media Campaign Team.  Get as many friends and supporters
as you can to develop personal media campaign plans like yours.agree to submit letters 
to the editor on your behalf.  Provide copies of this document to your politically active friends and 
coordinate messaging with them.  Doing this will multiply your impact.

In the case of letters to the editor, you can type letters to be signed and submitted by your friends who 
are too busy to write letters of their own.  After all, while friends and supporters may have the 
best of intentions, people get busy and follow-through can be a problem.  Getting them to 
sign letters in advance offers them a way to help you without imposing on them too much.  Be sure to 
vary the tone of each so their authenticity is not questioned.

 Don’t Go Negative.Don’t Go Negative.  We see negative campaigning all the time.  Professionally done, negative 
campaign tactics can help high-visibility campaigns.  But remember – voters generally do not 
respond well to negative campaign tactics when it comes to local campaigns and ballot 
measures.  Most voters understand that local positions are usually unpaid and are undertaken by 
people who genuinely want to contribute to their communities.  I was once challenged for my seat on a 
water district board of commissioners by a challenger who spent over $12,000 on a negative campaign.  
It backfired big time (I spent $0 and got over 60 percent of the vote and several endorsements).  Do 
your best to keep your messaging positive in tone.

 Pace Your Personal Media Campaign.Pace Your Personal Media Campaign.  Using a calendar from Election Day backward to 
today, plan your personal media campaign.  Using the information on the media list you 
compiled, decide how many letters to submit to each local publication, when, and how often.  Decide 
how often you will express your message on talk radio and social media.  If you acquired signed letters 
to the editor in advance from your friends, submit them in a coordinated way.  If you are relying on 
people to submit their own letters, have a plan to assure follow-through.  Remember to pace 
yourself and involve others if you can.  Editors and talk radio producers will get annoyed if they 
receive a constant bombardment of letters and calls from one person.

Following the suggestions in this document will not ensure that your letters and blogs will be 
published or that your call will be put on the air.  But a personal media campaign can make the 
difference between victory and defeat for close races and local non-partisan races where people don’t know the 
names of many candidates.  Local races in particular feature low voter turnouts and low candidate expenditures
that work against name recognition.  By getting the names of the candidates and ballot measures you support 
into the public domain through a personal media campaign, you can do a lot to determine who makes up the 
fabric of the political culture in your community.

# # #
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What is Canvassing?

Political campaigns initiate a grassroots movement to mobilize volunteers, interact with supporters, and 
secure a promise of their vote. Such canvassing is done with the objective of:

 Collecting voter data (voter ID)

 Discussing issues and standpoints

 Convincing swing voters to vote for you (persuasion efforts) or Influence confirmed supporters to 
vote on election day (GOTV efforts)

There are multiple ways political campaigns canvass supporters. The most popular being:

 Door to door canvassing

 Phone OR text canvassing

Studies have proven direct outreach to be the most impactful way of election canvassing. After all, two 
individuals discussing common interest and agony topics are bound to reach a consensus on them.

Is Political Canvassing Soliciting?

No!  Often, people mistake political canvassing for soliciting. However, canvassing has been distinguished 
as different from commercial solicitation by law.  The First Amendment protects non-commercial speech. 
That includes discourse that “does more than inform private economic decisions and... provid[e] 
information about the characteristics and costs of goods and services...” Political speech is also a part of 
this non-commercial speech.  So, if a notice board or individual says that solicitors are not allowed in a 
neighborhood, volunteers can still legally canvass it.  Still, use your best judgment.  You don’t want to 
antagonize people.  (Watchtower Bible and Track Society of New York v. Village of Stratton - 2002)

What Are the Laws On Political Canvassing On Private Property?

 Field canvassers are legally allowed to be on private property and knock on doors. This includes 
homes or neighborhoods that have “No Soliciting” signs.  But beware, not everyone understands the
difference between soliciting and canvassing. You may have to be very patient with such house 
owners. If they insist that you are not welcome, it’s best not to push your luck.

 If a property has “No canvassers” or “No Trespassing” signs, stay away.

 You have the right to offer campaign literature to voters, even in gated communities with HOAs. 

 Political canvassers are legally permitted to knock on doors, interact with voters, and distribute 
literature without any ‘solicitor’s permit.’ (Lovell v. the City of Griffin, Georgia - 1938)

 You are not required to give prior notice before canvassing neighborhoods.

 The U.S. Supreme Court has ruled that municipalities cannot restrict canvassing between 9 am and 
9 pm on all seven days of the week. (Citizen Action Coalition v. the Town of Yorktown, IN - 2014)



Other Things to Know

 Studies have shown that a 3-10 minute interaction between volunteers and voters increases the 
chances of persuasion. Political leaflets can add to that convincing effort.

 You can leave leaflets on doorknobs, between doors, or hand it over in person.  Make sure you leave
it in a place that is easily visible to the voter and does not fly away or get damaged before the voter 
sees it.  However, putting campaign literature in a mailbox is a federal offense.

Doing the Actual Canvassing

 Prepare Yourself.  Check the weather and dress appropriately.  Bring a backpack with water and 
some food (bring some to share).  Make sure you have comfortable shoes.  If possible, wear a 
button or a badge on a lanyard to for identification.  Have a charged cell phone with you.

 Make Sure You are Equipped.  Try to get a “walking list” that lists the people in the homes you 
are canvassing in the order they appear on the street.  A good walking list will have some 
information about each person and a place to make notes.  Sometimes this is done electronically 
with an tablet device.  If so, make sure it is fully charged.  Always work in pairs for safety.

 Have Your Pitch Ready.  Think about what you are going to say.  Your organizer may have a script 
for you.  When in the field adapt the script with your own words to sound natural, but discuss this 
with your organizer first.  You do NOT need a “solicitor's permit.”  Always begin by introducing 
yourselves by name and tell people who you are representing.

 Respect Property.  Use sidewalks where you can.  Avoid cutting across properties to save time.  Be
careful of what you say as you approach homes; many now have “smart doorbells” with 
microphones and cameras that record constantly.

 Keep Conversations Short.  Interacting with people is good, but you are trying to interact with as 
many people as possible.  If you hit it off with someone, you could spend 30 minutes or more at one
door.  If you sense this could happen, agree on a time and place to meet, politely end the 
conversation, and go to the next door.

 Don’t Take Anything Personally.  There will be people who are rude, people who will slam their 
doors on you, and people who will simply be jerks.  Remember – these people know nothing about 
you or your life.  It is important not to take such incidents personally.  You are not asking for their 
money or their time, other than the time that they spend talking with you.  You are offering them 
information they can use to exercise their political rights.

 Take Covid Precautions.  Whatever your views on Covid precautions, be prepared to respect the 
views of the people whose property you will be approaching.  Have a mask ready, and put it on if 
the people you speak with ask you to (you can take it off later).  Avoid shaking hands or interacting 
physically unless the people you are talking to initiate such contact.  After you knock on a door or 
ring a doorbell, step back about eight feet and do not approach them unless they invite you to do so.

 Have Fun and Interact With Your Team Later.  Canvassing can be hard work, but there is no 
reason it can’t be fun.  You will have good and bad experiences, but mostly good ones.  You will 
meet interesting people and, maybe, some new friends or allies.  At the end of the day, go out for 
pizza with your team.  Talk about your experiences.  You will learn from each other and be even 
more effective next time with an experienced and proven team!  


